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Outdoor Men 
Decry Threat to 
Cut Road Subsidy 


Weeks’ Plan: Slice 5% 
Off U.S. Contribution; 
Senators to Hear OAAA 


WASHINGTON, March 21— 
Spokesmen for the outdoor adver- 
tising industry showed little en- 
thusiasm this week for Commerce 
Secretary Sinclair Weeks’ plan to 
withhold a portion of the inter- 
state highway fund from states 
which fail to adopt zoning rules 
to keep signboards concentrated 
in “industrial” areas. 

A series of industry witnesses 
who went before the Senate pub- 
lic roads committee during the 
week insisted that billboard con- 
trol should be left entirely to local 
officials. While they took the po- 
sition they had not had sufficient 
time to study the administration’s 
plan, they indicated they would 
oppose any legislation which in- 
volved a federal effort to stimu- 
late billboard control by the 
states. 


® The administration’s plan was 
outlined by Secretary Weeks Mon- 
day. Under it the federal govern- 
ment would reduce its contribu- 
tion to a highway project by 5% 
unless the state entered into an 
agreement providing that  bill- 
boards be erected only in specially 
zoned stretches. 

The secretary said his depart- 
ment feels controls are necessary 
because the 41,000 miles of lim- 
ited access highways which will 
be built during the next 13 years 
“will be something very special, 
a great asset.” 

He said he is convinced that 


merfield’s statement in 


WASHINGTON, March 20—Post- 
master General Arthur Summer- | 
field struggled today to find a} 
way to get the Senate post office 
committee to take up his postal 
rate increase bill. 

His cordial relationship with 
the ranking members of the House 
post office committee paid off dur- 
ing the week as the committee 
moved rapidly ahead with hear- | 
ings on the administration’s plan 
for 4¢ letters, and other rate 
hikes. On the Senate side, how- 
ever, open warfare broke out be- 
tween Mr. Summerfield and Sen. 
Olin C. Johnston (D., S. C.). The 
senator says he intends to con- 
centrate on the need for a postal 
rate making policy during April, 
and that after that he expects his 
committee to take up postal pay 


“uncontrolled location, erection or 
maintenance of advertising signs, 
(Continued on Page 105) 


bills. He has not indicated when 
he will hold hearings on rates. 
Mr. Summerfield and Deputy 


P&G, Viceroy, Bates 
Used Spot TV Most | 


‘56 TvB-Rorabaugh 
Listings Show P&G Used 
Medium for 34 Products 


(Table showing the top 200 
advertisers in spot tv is on 
Pages 68 and 69.) 


New YorK, March 19—More 
detailed data on spot tv spending 
for 1956 were made available this 
week by the Television Bureau of 
Advertising, which released per 
product expenditures for the top 
25 national and regional users of 
the medium. The top 200 spot ad- 
vertisers for the year also were 
listed by TvB. 

Procter & Gamble, which was 
spot television’s biggest spender 
last year, with an estimated gross 
time budget of $17,522,450, had 
schedules running at various 
times in 1956 for 34 products 


\to Crest toothpaste ($2,818,170). | 

Five other P&G products be- 
sides Crest spent more than $1,- 
000,000 in spot tv promotion. They 
were Lava soap, Gleem tooth-| 
paste, Ivory Flakes and Dash and | 
| Joy detergents. | 
| Biggest single-product splash in | 
(Continued on Page 110) | 


‘McCall's,’ ‘Journal’ 
Split Unduplicated | 
‘Companion’ Subs 


New York, March 21—So far, 
McCall’s and Ladies’ Home Jour- 
| nal will each add 370,679 subscrib- 
|ers to their individual circulations 
—subscribers who used to take 


the suspended Woman’s Home 
| Companion. 
In a joint statement, Curtis 


| Publishing and McCall Corp. to- 


THE NATIONAL NEWSPAPER OF MARKETING 


BENEFITS—This chart bolsters Postmaster General Arthur E. Sum- 


Summerfield Clashes with Senate 
Group Over Postal Rate Hike Bill 


|increase in wages, transportation 


| wages six times at a cost of $1.3 


| service transcends even the need 


(AA, Feb. 18). They included a day announced completion of a 
variety of products, ranging from | check of the names of fully paid 


Secret home permanent ($3,730) | (Continued on Page 108) 


Denial of Due Process? ... 


Tighter Grip on Dubious 
Commercials Asked by 
Congress, Officials Say 


WASHINGTON, March 20—A new 
one-two punch perfected by the 
Federal Trade Commission and the 
Federal Communications Commis- 
sion will be used soon in an ef- 
fort to knock some controversial 
tv commercials off the air. 

Under this plan the FTC is ex- 
pected to act soon to issue false 
advertising complaints against tv 
commercials which draw question- 
able comparisons with competing 
products. The FCC will promptly 
notify the stations that the com- 
plaints are issued, with an implied 
suggestion that the station better 
be sure it is not in a position where 
its license can be questioned. 

The plan apparently goes far 
beyond the commercials hit by 
FTC. In its notice to broadcasters 
FCC said they must not suspend 
their own efforts to determine the 
suitability of the material they 
broadcast. 


support of H. R. 5836. 


Postmaster General Maurice Stans 
outlined the case for rate in- 
creases before the House commit- 
tee Tuesday, pinning present def- 
icits on the $1,860,000,000 annual 


and other costs which have piled 
up since 1945. 
“While Congress was increasing 


® Specifically, the commission! 
said, notice of FTC actions ought} 
to raise questions in the broad-| 
casters’ minds about the propriety 
of any similar material which their 
stations may be carrying. 

The one-two punch was devel- 
oped after Congress put up $100,- 
000 and ordered FTC to “do some- 


billion annually,” Mr. Summer- 
field exclaimed, “it raised postal 
rates on just two occasions to pro- 
vide only $275,000,000 in addition- 
al revenues.” 
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Agency Hits FTC-FCC ‘Teamwork’ as 
Attempt at ‘Coercive Control’ of Ads 


Move Puts Improper 
Weapon in Hands of 
Censors, It Charges 


New York, March 22—A major 
tv advertising agency this week 
charged that the recently an- 
nounced liaison policy between 
the FCC and the FTC already is 
hamstringing advertisers. 

This agency said NBC has ad- 
vised it to have replacement tv 
commercials ready for a big drug 
spender in case any complaint 
comes up about the copy approach. 
The network objected to the copy 
because it was derogatory toward 
the competition. 

The closing paragraph in the 
network’s letter referred to the 
current collaboration between the 
FCC, which holds the power of 
life and death over broadcasting 
stations, and the FTC, the watch 
dog of advertising. That paragraph 
stated: 

“With the recent FCC announce- 
ment to all radio and tv stations, 
holding them responsible for ad- 
vertising content and specifying 
that FTC action on an advertise- 
ment might be weighed against a 
licensee’s renewal, we must retain 
the right to get back to you re- 
questing a replacement [commer- 
cial] should any complaints re- 
sult.” 

The agency said the commer- 
cials in question had been running 


s In an appearance before the (Continued on Page 108) 


Senate post office committee to- 
day Mr. Summerfield tried to 
work up support for immediate 
action on rates, instead of the 
three-week-long study of postal 
policy which Sen. Johnston is 
sponsoring. 

“The present urgent necessity 
for greater revenues for the postal 


Not-So-Tender Trap. . . 
British Advertiser 


for long range policy,” Mr. Sum- 
merfield exclaimed. “I urgently 
hope that the committee will ex- 
pand the scope of the hearing to 
deal with immediate postage rate 
increases.” 

Before Mr. Summerfield was al- 
lowed to read his statement Sen. 
Johnston read one of his own, de- 

(Continued on Page 105) 


Nielsen Mail Barrage 
Causes Shift; Agency 
Group Weighs Situation 


Lonpon, March 21—A. C. Nielsen 
Co. has won a major victory in its 
fight to become the top television 
rating service in Britain. 

Nielsen’s fortunes took a sharp 


Last Minute News Flashes 


Magnavox Leaves FC&B, Returns to Maxon 

Fort Wayne, March 22—Magnavox Co. has reappointed Maxon Inc., 
Chicago and Detroit, as its agency, effective July 1. Maxon had han- 
dled the account for 13 years prior to November, 1955, when it moved 
to Poote, Cone & Belding, New York. Some factors behind the move 
were FC&B’s distance from the client and Maxon’s familiarity with 
“problems of the industry and with Magnavox philosophy.” Magna- 
vox’ ad budget exceeds $2,500,000, with $1,000,000-plus going into 
national advertising. 


Roche, Williams Adds Balemaster, Drops Autopoint 


Cuicaco, March 22—East Chicago Machine Tool Corp.’s Balemaster 
division, maker of scrap paper handling and baling machines, has 
named Roche, Williams & Cleary, Chicago, to handle its advertising and 
pr. Bozell & Jacobs had held the account since 1955. Roche, Williams 
also resigned the trade advertising account of Cory Corp.’s Autepoint 
division this week; the successor agency has not been named. Edward 
H. Weiss & Co., which handles Autopoint’s retail advertising, is unaf- 
fected by the change. 

(Additional News Flashes on Page 109) 


(Continued on Page 108) 


Group Withdraws 


Support of Research Award to TAM 


turn for the better today when the 
Incorporated Society of British Ad- 
vertisers announced that it would 
not associate itself with the award 
of an all-industry contract to 
Nielsen’s competitor, Television 
Audience Measurement Ltd. 

The ISBA is the organization of 
advertisers in Britain, comparable 
to the Assn. of National Advertis- 
ers in the U.S. It was represented, 
along with agencies and broad- 
casters, on the steering committee 
which decided last month to offer 
TAM an exclusive five-year con- 
tract for audience research (AA, 
Feb. 4). 

The selection of TAM was bitter- 
ly attacked here by Nielsen, which 
claimed it could provide better 
service at less cost. For the past 45 
days the Nielsen organization in 
Britain has conducted a vigorous 
campaign of brochures and pam- 
phlets to convince advertising 
groups that they were making a 
costly mistake. 


® This campaign is now paying 
rich dividends. The withdrawal of 
the advertisers’ group has changed 
the entire picture. A special meet- 
ing of the all-industry steering 
(Continued on Pege 108) 
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Creative Writers Get a Research 
Key in Dichter’s Many-Worded MRP 


New Battery of Tests 
Weighs TV Commercials 
as Guide to TV Writers 


Cuicaco, March 20—Dr. Ernest 
Dichter’s Institute for Motivational 
Research yesterday offered the ad- 
vertising world its new MRP sys- 
tem for testing the effectiveness of 
television commercials. 

As presented to an overflow 
American Marketing Assn. crowd 
here, MRP (“Motivating Response 
Patterns”) turned out to be a lot 
more than just a score on how con- 
sumers like or dislike a tv spot. In- 
stead, it is a complex bundle of 
professional services which start 
with a particular client’s market- 
ing problem, go on through a bat- 
tery of qualitative and quantitative 
tests, follow these with elaborate 
analysis of the test findings, and 
finally wind up making direct sug- 
gestions to the client’s tv commer- 
cial writers on “what to do about 
it.” 

A Dichter presentation team, 
consisting of Albert Shepard, exec 
vp of the institute, and Harry W. 
McMahan, tv consultant for the 
research organization, called MRP 
a method for “unlocking for crea- 
tive writers the door to selling on 
tv.” 


s As Messrs. Shepard and Mc- 
Mahan developed it at the meeting 
and in an interview with ADVER- 
TISING AGE, MRP appears as a key 
with many words. Seven different 
tests are thrown at respondent 
groups of 6-12 consumers who 


CBS Shades NBC 
in Emmy Awards 
TV Competition 


HoLtywoop, March 19—In the 
“second enthusiastic year” of Hol- 
lywood-New York staging of the 
ninth annual “Emmy” awards of 
the Academy of Television Arts 
and Sciences, CBS shaded NBC 
and New York shaded Hollywood, 
in the garnering of the national 
awards. 

The telecast orginated from NBC 
color studios in Burbank, and the 
Colonial Theater in New York, 
with frequent switches to give 
presenters and entertainers equal 
time on both coasts. 

Although there was nothing but 
sweetness and light on the air from 
representatives of the two tv cap- 
itals, at least one Hollywood trade 
paper made much of what it called 

(Continued on Page 48) 


GEORGE E. SIMONS, formerly vp and 
account supervisor at Kenyon & 
Eckhardt, has joined Benton & 
Bowles, New York, as vp and ac- 
count supervisor. He was previ- 
ously advertising director of the 
Crosley-Bendix division of Avco 


Mfg. Co, 


gather in a “realistic living room” 
to watch a tv program and the at- 
tendant commercials. (A typical 
survey might quiz 200 of these 
consumers, it was said.) 

Most of the tests are qualitative 
—*primarily for creative analysis.” 
Two or three offer varying de- 
grees of quantitative measurement, 
but most of the scoring interest is 
likely to focus on Test 2, in which 
a rating is produced by asking re- 
spondents 16 projective questions 
about the commercial. 

Here, as in the whole MRP ap- 
proach, the emphasis is on “pat- 
terns of response,” not on recogni- 
tion, recall or direct opinion about 
the commercial as good or bad. 
Viewers are asked to react posi- 
tively or negatively to 16 state- 
ments like these: 

“I felt as if I were taking part in 
the commercial.” 

“I got the feeling they were 

(Continued on Page 107) 


Lamb, Wool Council 
Sets New Ad Budget 
of Almost $2,000,000 


Denver, March 19—The Ameri- 
can Sheep Producers Council last 
week set a new promotion budget 
of $1,953,900 for 1957-58. The new 
budget allows $1,153,900 to be in- 
vested in the promotion of lamb, 
and $800,000 for wool promotion. 

The budget—39% higher than 
the 1956-57 budget—was revealed 
at the annual meeting of the 
American Sheep Producers Coun- 
cil. Nearly 150 delegates from the 
nation’s 26 principal sheep-raising 
states attended the convention. 

A breakdown of the lamb budget 
showed that $623,900 was appro- 
priated for newspaper, radio, tele- 
vision, and business publication 
advertising. $299,000 goes for pro- 
motion and merchandising and 
$221,000 is to be spent in consumer 
service and product publicity. 


® The wool budget appropriates 
$545,000 for advertising through 
the Wool Bureau in New York. 
These ads will be placed in maga- 
zines and trade journals. $25,000 
has been allowed for the merchan- 
dising of wool and $85,000 will be 
used in cooperation with allied in- 
dustries in promotion of wool prod- 
ucts. $145,000 has been put in re- 
serve for cooperation activities in 
promoting American-made wool 
fabrics. J. Walter Thompson Co. is 
the wool agency. 

At the meeting the council re- 
elected G. Norman Winder presi- 
dent. J. M. (Casey) Jones of Den- 
ver was re-appointed executive 
secretary. 

Mr. Winder pointed out that the 
sheep industry’s advertising and 
public education campaigns have 
brought a 12% jump in wool con- 
sumption in the past three years. 
He mentioned also that lamb con- 
sumption has spiraled, but that the 
program is yet too young to chart 
exact gains. 


® Since the recent dismissal of 
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TWO SMART WAYS TO BEAUTIFY TWO IMPORTANT ROOMS 


mye MAHOEHL Es 


OFF TO A START—Kroehler Mfg. Co.’s bedroom furniture will be ad- 

vertising nationally for the first time with a program designed to 

coordinate it with upholstered furniture. The first ad, a color spread 

shown here, is scheduled for Life April 4 and the May Good House- 
keeping. Henri, Hurst & McDonald is the agency. 


me meee Bake 
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Bankers Group Also 
Hears Romney Predict 
Demise of Big Autos 


Cuicaco, March 19—Unethical 
auto dealers who use misleading 
advertising and crooked methods 
to fleece the public were blasted 
yesterday by Frederick M. Sutter, 
president of the National Automo- 
bile Dealers Assn. 

Speaking at the national instal- 
ment credit conference of the 
American Bankers Assn., Mr. Sut- 
ter warned that if the abuses of 
the small, unethical segment of 
auto dealers is not halted, legis- 
lation and new restrictions will be 
enacted which may burden the en- 
tire field. 

The abuses all start with boot- 


Brochure Delineates 
60-Year History of 


‘Journal-American’ 


New York, March 19—The 
New York Journal-American 
reached its 60th birthday Sept. 28, 
1956. This week the newspaper 
brought out a lively 52-page bro- 
chure recording the _ colorful 
events the Hearst newspaper has 
covered in its long career. 

The brochure is titled ““Heart-to- 
Heart with New York for 60 Fab- 
ulous Years.” 

Old photographs and reproduc- 
|tions of notable fromt pages and 
documents chronicle such news as 
the Floradora Sextette, the dedi- 
cation of Grant’s Tomb, the open- 
ing of New York’s first subway, 
Carrie Nation, the first and second 
World Wars. Many of the early 
photos and documents shown have 
never before been published. The 
latter half of the brochure is de- 
| voted to thumbnail sketches of the 
| Rewapager's editors and top writ- 
ers and to showing how the news- 
paper is produced mechanically. 


| 


Eject ‘Skunks, Bootleggers’ from 
Auto Retailing, NADA’s Sutter Urges 


legging—the practice of franchised 
new car dealers selling new cars 
to used car dealers at a little more 
than invoice price. The used car 
dealers then use a variety of de- 
vices, including “bait” ads, to mis- 
lead the public in thinking that 
they are getting a bargain deal, he 
said. 


s “A favorite is to advertise flat- 
ly, ‘Save $1,000,’ Mr. Sutter said. 
“This is really liberal, when you 
consider that the full new car gross 
on popular cars is hardly $700. It’s 
done with mirrors: First, the regu- 
lar price is raised by $600 to $700; 
then it is reduced $1,000, which 
still leaves a comfortable profit. 

“There are many variations of 
these misleading ads. You see them 
in the newspapers and on tv. It is 
bait advertising pure and simple, 
to bring the suckers in so they can 
be trimmed. 

“There may be rare exceptions 
where -bait advertising is used 
without trickery; if so, I would be 
glad to learn of them. Once the 
prospect comes in, he is given the 
‘treatment.’ He is ‘bushed’ and 
‘bounced,’ to use trade terms. 

“This consists of high-pressure 
methods—sometimes a_ regular} 
‘sweatbox’ treatment—fast talk,)| 
juggled figures on finance, and 


(Continued on Page 72) 
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Color Boosts Ad 
Readership Up to 
120%, Kraft Finds 


Cuicaco, March 19—The use of 
four colors in newspaper ads boosts 
readership from 70% to 120%, it 
was reported today by Kraft Foods 
Co. 

A split run test was made of 
identical Kraft ads, one in b&w, 
and the other in four colors, which 
ran March 1 in the Enquirer & 
News, Battle Creek, Mich. Publi- 
cation Research Service here con- 
ducted the readership study (300 
women readers) for Sawyer-Fer- 
guson-Walker Co., representative 
of the Enquirer & News. 

The study disclosed that the 
four-color ad had an 88% greater 
readership of the headline; 70% 
greater for the top small illustra- 
tion, 77% greater for the bottom 
illustration and 120% greater read- 
ership of the copy.. 

Color was 43% more expensive 
than the b&w rate. This is believed 
to be the first time that a reader- 
ship study has been made of four- 
color ads versus b&w. 


# “In my personal opinion, it cer- 
tainly endorses the use of color 
when budgets and other situations 
permit,” said Robert Davis, prod- 
uct advertising manager of Kraft, 
who ordered the ad. J. Walter 
Thompson Co., Chicago, is the 
agency. 

Following are the results of the 
study: 


B&w 4Color Color 

Advantage 

Noted Page ............ 49% 83% 70% 
SID. ccareincnevent 25% 47% 88% 
Top left picture ........ 29% 49% 70% 
Bottom left picture ...22% 39% 77% 
Bottom COpy  ......0 15% 33% 120% 


Barton to Industrial Institute 

David E. Barton has been named 
assistant managing director of 
Industrial Advertising Research 
Institute, Princeton, N. J. He for- 
merly was assistant to the vp and 
general manager of McCann- 
Erickson, Los Angeles. 


Monthly Names Corrigan 

Dan Corrigan, formerly on the 
advertising staff of the St. Paul 
Dispatch-Pioneer Press, has been 
named midwestern advertising 
representative of the Merchants 
Trade Journal, Des Moines, Ia., 


department store monthly. 


Botsford, Constantine & Gardner | 
(AA, Jan. 21, '57) the council has| ® The section on the mechanical 
employed the services of Rippey, | aspect of the paper reveals it uses 


Henderson & Bucknum, Denver 


|agency, on a temporary basis to 


lay plans for the forthcoming cam- 


|paign. The announcement of a 


permanent agency selection is ex- 
pected to be made in two weeks to 
ten days. According to Dick Biglin, 
the council’s public information di- 
rector, the selection process has 
eliminated all but five agencies. 
Ted Gomolak, formerly of Mont- 


gomery Ward & Co., was recently | 


named advertising director of the 
council. 7 


over 123,000 engravings a year, 
2,368,000 lbs. of printing ink, and 
in a 12-month period enough 
newsprint to reach to the moon 
|}and back. 

The Journal-American is the 
only New York daily to have been 
published continuously for 60 
years under the same ownership, 
the brochure says. 

The presentation was written 
and designed by Ken Mason, Boz- 
;ell & Jacobs’ account executive 
|on the Journal-American, 


Mason Collins 


Berkson 


HEART-TO-HEART TALK—Looking over the new 52-page brochure on the 
New York Journal-American’s 60 years of continuous publication 
are Ken Mason, Bozell & Jacobs account exec who created the bro- 
chure; Sumner Collins, director of promotion and public relations 
of the daily, and Seymour Berkson, Journal-American publisher. 
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Radio’s Ads May Be 
Its Best Programs, 
Broadcaster Hints 


Boston, March 21—Without 
quite saying so, a radio station 
man has broadly suggested that 
good radio commercials may be} 


more attractive than the programs | 


they appear on. 


Ben Strouse, president of|% 
WWDC, Washington, went to that) | 


particular brink in the course of| 
a talk before the Broadcast Execu- | 
tives Club here. Starting with the 
point that “radio commercials are 
improving” he moved quickly on | 
to a kind of ode to entertaining 
and informative commercials, in| 
or out of radio. 


You Can’t Hardly 


Sheaffer Commercial 
Motivates AA Writer 
in ‘Pointless’ Search 


By Frederick Borden 
; New York, March 20—Well, 
Poe aes : os you see, I got this kid nephew 
gc. wae in Detroit. He’ll only be 14 next 
>. week, and already he’s read ev- 
: " _jerything from Aeschylus through 
ae Pawn = ig ya we Pushkin to Sartre, and most of 

them in the original. 


= 
+ 
hes 


“I believe that some women buy WOOL IN THE PALMETTIOS—This b&w 
newspapers to read department} e. set for the April 13 New 
store advertising. I, myself, read pees, f oe 


And he’s got a record collection 
that’s bigger than anything in the 
country, except maybe Sam 


Get Them New 


} Sheaffer Left-Handed Pens No More 


| Sheaffer pen they’ve just brought 
|out, specially designed for left- 
| handed writers. No foolin’, it’s got 
'a point that makes left-handed 


writing come out as good as yours | 


and mine, they say. 


| @ That's it, I say to myself. That’s 
for the kid’s 14th birthday. So I 
| start shopping around this town, 
| trying to buy this new gadget. My 
local stationery dealer knows me 
for a long time, and he knows 
I’m all right, so he tells me he 
never heard of it, in a nice, polite 
tone. But the others I visit—well— 


HERE, NOW—It’s “motor fuels,” not 


foyenemes oe 
| ee ete arm ae ete 


the ads more carefully than the 
articles in Fortune, and when I 
look at The New Yorker I rarely 
read the stories but I pay a lot of 
attention to the cartoons and ads. 


s “So why shouldn't that apply | 
to radio? Could that explain why | 
sometimes heavily commercial 
shows have higher ratings than 
sustaining programs?” 

Mr. Strouse apparently thought 
so. “Is there anything on your sta- 
tion more pleasant to listen to 
than Julie London singing the 
Marlboro song?” he asked his fel- 
low broadcasters. “Anything more 
entertaining than the Fels Naptha 
‘Society for the prevention of cru- 
elty to the clothes you love’ jingle? 
Any better music on the air than 
some of last year’s Ford commer- 
cials? 

“And aren't the wonderful com- 
mercials of the Pear Bureau, the 
Maine sardine people, the lamb 
and pork producers of extreme in- 
terest to the housewife? And aren’t 
the local commercials for super- 
markets, drug chains, department 
and specialty stores newsworthy?” 
Mr. Strouse effused. 


s “Has anybody,” he demanded, 
“got the courage to try 15 minutes 
of straight, uninterrupted—but 
well-selected—one-minute spots 
the same hour every day for a 
number of weeks? Would the audi- 
ence increase or decrease?” 

Mr. Strouse didn’t know and 
said he doubted if the FCC did 
either. But he had a hunch that 


Yorker, promotes the use of British 


Woollens “to keep cool.” Victor A. 
Bennett Co., New York, is the 
agency. 


critics—the holier-than-thou, self- 
appointed monitors of public taste. 
But a station’s audience might in- 
crease,” he declared. . 


FCC Hasn't Proved 
‘Play Marko’ Is a 
Lottery, Court Says 


WASHINGTON, March 20—Efforts 
of the Federal Communications 
Commission to force the radio 
program “Play Marko” off the air 
were seriously set back this week 


Goody’s. So, when his birthday 
comes around, it’s always a prob- 
lem what to give him. Usually I 
shop around and, not finding any- 
thing else, I send him a nice, loud 
sports shirt. 

Only problem that bothers him is 
that he writes left-handed. Makes 
everything come out with a sort of 
baby’s scrawl, and it don’t look 
good with the kind of stuff he 
writes. Like when he was only 7, 
he sent me a letter outlining his 
10-point program for world peace. 
Looked real funny, too, in that 
kid’s handwriting. 

Well, like I was saying, about 
two weeks ago, 
watching television. “The Broth- 
ers,” it was. Of course, there’s the 
usual commercials, only this time 
I sit bolt upright in my chair, 


one night I’m) 


one after the other sort of smiles 
condescending-like. Some make 
excuses for me, like maybe I didn’t 
hear right, but the others just 
grin and look at me til I beat a re- | 
treat from the store. 


“gasoline,” in current campaign by 
Sunoco, which thinks the latter 
| term no longer applies to modern 
auto requirements. 


Well, I figure, these are just ’ 
‘small shops. I'll try Blooming- It's ‘Motor Fuel’ ... 
dale’s. Large department store 


like that ought to have everything, 
| I figure. 

The sales girl don’t#know what | 
\I’m tafking about, so she calls | 
lover the buyer. He gives me that 

(Continued on Page 44) 


Sun Oil Bans 
Word ‘Gasoline’ 
in New Campaign 


PHILADELPHIA, March 20—Sun 
Oil Co. will use over 500 newspa- 
pers to promote Blue Sunoco 240 


Sears Will Invest 
$1,000,000 in Three 
Magazines in 1957 


such a program might be popular. 


“Sure, you would antagonize the | 


Print Ads Get Simpler; TV‘s Rate of 
Errors ‘Decelerates,’ Says Armstrong 


Cuicaco, March 20—Trends in| mistakes at a slowly decelerating 
advertising art toward simplicity,| rate,” he said. 


realism and surprise look like a 
three-way return to tried and true 
fundamentals, in the view of An- 
drew F. H. Armstrong, vp in 
charge of creative services of Leo 
Burnett Co. 

Mr. Armstrong, speaking to the 
Women’s Advertising Club of Chi- 
cago last night, said, however, 
nothing in simplicity or realism or 
surprise is strictly new. “Nothing 
except the hands that shuffle 
them, the eyes that visualize the 
possible combinations, the imagi- 
nations that reach out toward 
whatever looks useful in the world 
of art,” he said. 

Mr. Armstrong said that actual- 
ly the hands, eyes and imagina- 
tions are “really the only new 
things under the sun.” 


s Confining his remarks to the 
“comparatively cool and calm 
boundaries of print,” he said tv 
is too new for any real trends to 
show. “The first fresh bloom and 
the wide starry-eyed gaze may be 


when the Court of Appeals here) 


“lottery” within the meaning of 
“consideration” test of the lottery @g Sims Resigns 
| 
vision Broadcasters had intervened |its third in four years) this 
were favorable to “Play Marko.” | nounced. 
commission was wrong. NARTB | 


. advertising a new 

ruled the commission failed to) conan Cay 3S . 
prove the program constitutes a Is 
Ko noes (lt Little Again 4 

The commission took the posi- ident 
tion that “Play Marko” met Le Colgate Presi 
laws because players must go to 
the advertiser’s place of business) New York, March 20—Colgate- 
in order to obtain a card. | Palmolive Co. lost its second pres- 

National Assn. of Radio & Tele-|ident in less than two years (and 
as a friend of the court contending | week, when the resignation of Wil- 
that FCC’s interpretation conflict-| liam Lee Sims II as president and 
ed with Post Office rulings, which 4 director of the company was an- 
Since postal officials are regarded| Mr. Sims has been with Colgate- 
as experts on lottery law, the asso-| Palmolive since 1924. The reason 
ciation said it was confident the|siven for his resignation was that 
said it was not taking any posi- 
tion on the value of “Play Marko” 
as programming. . 


Edw. H. Little Wm. Lee Sims I! 


“for some time he has felt the 


Illustrating these trends in ad-| need to devote more of his time to 


vertising art toward fundamentals 
with slides, Mr. Armstrong used as 
examples of simplicity the strip- 
ping away of ornamentation and 
return to function, both in photog- 
raphy and type. In photography, he 
cited the skylight style or use of 
indirect daylight. 

The big news about simple types 
in today’s advertising, he said, is 
that we don’t reserve them exclu- 


Florida, in which he has a substan- 
tial investment.” 

Edward H. Little, 74-year-old 
chairman of the board and chief 
executive officer of the soap and 
dentifrice company, once again 
serves as both chairman and pres- 
ident. He is known to hold very 


his personal affairs, including the | 
operation of his citrus groves in| 


Cuicaco, March 21—Sears, Roe- 
buck & Co., which took its first 
major step in national advertising 
last fall (AA, May 7, °56), will 
invest about $1,000,000 in maga- 
zines alone in the first six months 
of this year, ADVERTISING AGE has 
learned. 

Sears reportedly will run eight 
insertions in Better Homes & Gar- 
dens, six in Life and one or two in 
Ladies’ Home Journal. The ads 
will all be four-color spreads. Cun- 
ningham & Walsh, Chicago, is the 
| agency. 
| Featured in the ads this year 
| will be the full line of Sears ap- 
|pliances, home furnishings, lawn 
|equipment, bathroom furnishings, 
|children’s clothes (Easter promo- 
| tion) and Sears’ home remodeling 
|service program. 


le Sears launched its 1957 maga- 


|zine campaign with four pages (a 


# | page ad plus a gatefold) for Ken- 


more and Coldspot appliances, and 
a spread for home modernization 
|in the March issue of Better Homes 
|& Gardens. It followed with a 
|spread for Lady Kenmore wash- 
ers in the March 18 issue of Life 
(AA, March 18). 

Spokesmen for Sears and the 
agency refused to confirm or deny 
the current magazine plans. They 
also declined to disclose the maga- 
zine plans for the remainder of the 
year. 

Sears jumped into magazines for 
the first time last year with a color 
spread for a back-to-school clothes 
| promotion in the Aug. 18 issue of 
|The Saturday Evening Post. The 
|seven other magazines that Sears 


in its 21-state marketing area, its 
first departure from a single-grade 
gasoline—but it will also be setting 
another precedent. 

Nowhere in the series, except 
where the company may want to 
clarify a point about its two brands 
and its blending system of octanes, 
will the word “gasoline” be used. 
Instead “motor fuel” will be sub- 
stituted. 

The campaign has already start- 
ed within the company. Little hu- 
morous cards are being placed on 
desks around company headquar- 
ters pointing out that gasoline is 
old-hat. 


® A spokesman explained that 
since Sun Oil began its blend- 
ing of octanes in Florida over a 
year ago, it has found that im 
meeting the requirements of dif- 
ferent makes of automobiles and 
different motors the term gasoline 
no longer applies. 

The new series, which will break 
in all areas except Florida about 
April 1, will promote the new Blue 
Sunoco 240 for high test require- 
ments and Blue Sunoco 200, which 
is the gasoline it is now marketing 
&S one brand. 

Actually, this spring and sum- 
mer campaign will be a prelude 
to another drive the company is 
planning for the fall when it will 
explain to its customers the prin- 
ciples behind blending. By that 
time also, Sun Oil’s $30,000,000 
expenditure for physical change- 
over and addition of pumps and 
tanks will have been completed 
and service stations will be able to 
offer any range of octanes to mo- 
torists. 


sively for body text, but use them 
to sell “diamonds and cologne and 
everything chi-chi down to pressed 
duck on a flaming sword.” 

The return to realism is exem- 
plified by “magic realism or il- 
lusionist painting and photograph- 
ers who refuse to be outclassed in 
detail by the brush.” 


= “Gone are the filmy, indefinite, 
idealized renderings which give 
only an impression of a layer cake, 
or an approximate idea of a glass 
of beer,” he said. 


Today, more and more, Mr. 


gone from it, but it’s still making 


(Continued on Page 45) 


tight reins on the company’s activi- 
ties and was originally elected 
chairman and president in 1938. 
There was no indication when a 
new president might be named. 


® In March, 1953, Joseph H. Mc- 
Connell, former president of the 
National Broadcasting Co., became 
president of Colgate and Mr. Little 
retained only his chairmanship, 
although remaining operating head 
of the company. About two years 
later, Mr. McConnell resigned, and 
Mr. Little again assumed the dual 
position of chairman and president. 

Mr. Sims was named president 

(Continued on Page 107) 


used in 1956 were Collier’s, Farm 
Journal, Life, Look, Sunset Maga- 
zine, True Story and Woman’s 


® Realizing that there may be 
Day. 7 


some confusion about this, the 
company broke full pages on 
March 18 in 100 newspapers 
throughout its market area of 21 
states, disclosing its objectives to 
the consumer for the first time. 
Headlines read: “Coming ... a 
spectacular new Sunoco develop- 
ment, fuels of the future custom- 
blended at the pump!” The ad 
copy attempts to explain the var- 
ious steps Sun Oil is taking and its 


Market Developers Elect 

The National Assn. of Market 
| Developers has elected Joseph Al- 
bright, Albright & Associates, 
| president. Other new officers are 
| Wylie Whisonant, Student Mar- 
keting Institute, lst vp; LeRoy 
| Jeffries, Johnson Publications, 2nd 
|vp; Louneer Pemberton, Dayton 
| Urban League, secretary, and Wil- 


liam Nabors, Coca-Cola Co., treas- | aims. 
urer. H. Naylor Fitzhugh, Howard| Rvthrauff & Ryan, New York, is 
University, is executive director. | the agency. . 
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Romney Denies 
Report AMC to 
Sell Auto Unit 


Wolfson, ‘an Investor,’ 
Agrees with Company 
Stand, Says AMC Head 


Cuicaco, March 22—Louis E. 
Wolfson is opposed to selling the 
automobile assets of American Mo- 
tors Corp., George Romney, AMC 
president, told a press conference 
early this week, following a talk 
at the American Bankers Assn. 
convention (See story on Page 2). 

“Mr. Wolfson has indicated that 
he is against American Motors 
leaving the automotive field— 
which is the stand of the AMC 
management,” Mr. Romney said. 


the largest single stockholder in 
the company with slightly less 
than 6% of the stock, would not 
become an officer of AMC. 

“Mr. Wolfson is not interested in 
becoming a company officer,” Mr. 
Romney said. “He is an investor 
who is interested in a profitable 
return on his investment.” 

On Thursday, Mr. Romney reit- 
erated his Chicago statements in 
a Detroit press conference. 


® AMC’s production of Ramblers 
and Metropolitans is lower this 
year than in the same period in 
1956, although sales of the two 
models are higher, Mr. Romney 
said. 

“We overbuilt in the first half 
of 1956,” he said. “Production this 
year is geared much more closely 
to sales, and the company is in a 
much healthier state. Field stocks 
today are one-half of what they 
were last year.” 

He noted that for the five-month 
period from October, 1956, through 


He stated that Mr. Wolfson, who is'| February, 1957, Rambler sales are 


up 28.5% and Metropolitan sales 
more than 100% over the same pe- 
riod a year ago. Hudson and Nash 
sales this year are down, as com- 
pared with 1956, he added, but he 
did not say by how much. 

Contrary to industry rumors, 
AMC has given no consideration 
to selling its automotive assets, Mr. 
Romney said. AMC has the proper 
financing to go ahead with produc- 
tion of 1958 models, he added, and 
asserted that it is well into the 
tooling of 58 models. (A syndi- 
cated newspaper financial column- 
ist had hinted earlier this week 
that AMC was considering selling 
its auto assets to Chrysler or pos- 
sibly Ford.) 


s Mr. Romney said he was grati- 
fied with the steady growth shown 
by the Kelvinator division of AMC. 
The division’s sales for January 
and February broke all records for 
that two-month period, he said. 
The division last year increased its 
share of the appliance field market 
by 18%, he added. 


put your business messages 
on Hammermill Mimeo-Bond 


STTER attention for your sales letters, 

news releases, whatever you mimeo- 
graph, will come naturally when they’re 
bright, clean, easy to read. 

Clean, easy-to-read mimeographed 
messages start with a paper that’s made 
for stencil duplicating work. Hammermill 
Mimeo-Bond. It’s now brighter and 
more opaque to give your messages more 
visual contrast, more eye appeal. The 
new, firmer surface resists linting—even 
at high running speeds. And, you can 
get up to 2000 readable copies from a 


single stencil. 


Colorful printed headings add appeal 
to your messages. Here, too, Hammermill 
Mimeo-Bond is a star performer—takes 
beautiful printing, letterpress or offset. 

Hammermill Mimeo-Bond contains 
Neutracel®— the exclusive Hammermill 
pulp that brings to-fine papers the special 
qualities that nature grows in northern 


hardwoods. You get better looking copies 


because Neutracel blends with other 
quality pulps to give Hammermill 
Mimeo-Bond a more uniform surface, a 
clearer, more attractive sheet formation. 
And Hammermill Mimeo-Bond still has 
the unique “air-cushion” surface that 
minimizes messy looking set-off on the 
back of your copies—one of the reasons 
it’s a favorite among thousands of stencil 
duplicating operators. 

FOR SHORTER RUNS choose new, brighter 
Hammermill Duplicator paper. Provides 
outstandingly brilliant short run copies 


—gives up to 200 readable copies from 


Pennsylvania. 


a single master. Made especially for 
spirit or Azograph equipment. 
Hammermill 
Hammermill Duplicator will fit your 
color Signal System. Their colors match 
corresponding colors of Hammermill 
Bond and Hammermill Bond Envelopes. 
Hammermill Paper Company, Erie, 


Mimeo-Bond and 


Hi A M M E R M | Ra FOR BETTER COPIES FROM 


DUPLICATING PAPERS 


OFFICE DUPLICATORS 


New York Journal American brochure 
outlines 60 years of continuous publi- 


QUART centseeivinnemnssentins Page 2 
Dichter offers new test to gauge effec- 
tiveness of tv cials Page 2 


CBS edges just a little ahead of NBC in 
EMMY AWATKS ooncccccccccrscsrcssesesseseeesel Oge 8 


Auto dealers told to get rid of misleading 
advertisers, “crooks” Page 2 


Kraft finds color boosts readership up to 
120% Page 2 


American Sheep Producers Council sets 
ad budget of nearly $2,000,000 ........ Page 2 


Advertising—both print and tv—is 
getting simpler, Burnett's Armstrong 
CRG eterecneeeuinnsiiinniasinanctainitintili Page 3 


Search for left-handed pen leads AA's 
Fred Borden through New York lab- 
yrinth ...... Page 3 


Sims resigns as Colgate-Palmolive pres- 
ee wees 


Radio's ads may be its best program ma- 

terial, WWDC’'s Strouse says ........Page 3 
Sun Ol} drops word “gasoline” in its new 
ads for its motor fuel ...................Page 3 


$1,000,000 in 
three magazines next year ............Page 3 


Sears, Roebuck will spend 
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Highlights of This Week's Issue 


Commonwealth shoe ads seek to fit the 
shoe to the way the man lives ....Page 58 


CBS Radio's new Impact plan offers cut 
price to volume buyers 


Disputing housewives in Columbus, O., to 
aid Westinghouse tv commercial Page 64 


Spensors keep tv network doors swinging 
as they sign fall shows 


Mercury splurges on ads for contest to 
boost new car anitatannanladimndia Page 83 


Trading stamps are under legislative fire 
in 19 states .. Page 6 


Department and specialty stores told they 
should demand more creative packag- 
ing pmeseepautinavseiean ee ae 


Folding cartons helped boost bra sales, 
Exquisite Form Brassiere sales exec 
says Page 98 


Bex introduces new sterilizing-deodoriz- 
ing Corobex in $1,000,000 push ....Page 99 


Bell Telephone launches Yellow Pages 
emblem drive in closed circuit tv ex- 
travaganza Page 10% 


CBS-TV seems to have slight edge over 
NBC-TV in baseball lineup ........ Page 103 


Allstate's new life insurance line helped 


Names Eight New Directors 
Louis N. Brockway, exec vp of 
Young & Rubicam, has been re- 
elected chairman of the board of 
the Advertising Council, New 
York. Vice-chairmen reelected are 
Lee H. Bristol, president, Bristol- 
Myers Co.; Leo Burnett, chairman, 
Leo Burnett Co., and John C. 
Sterling, chairman, This Week 
Magazine. All other officers also 
were reelected. 

At the same time the council 
elected the following new di- 


lea it to choice of Leo Burnett 
New York banks try breaking into sub- ly wosees www age 104 
WIRD GID  ccttteicemiocnnmnetel Page 16 
Promotion contests for broadcasters REGULAR FEATURES 
shouldn't be sp ed by sp s, 
ee ee ae eee Page 20 | Advertising Market Place ............................106 
Along Media Path ............ as ae 
13 advertisers sign up for NBC's “Today,” | Coming Conventions ...... . 
“Tonight” and “Home” Page 24 | Creative Man's Corner 92 
Climatro! builds ad drive on basis of Drawthinks ....................... _ 
health, new trade character ....Page 99 | Editorials 1 
| Empleye Communications . a) | 
Walker offers contestants a Rolls Royce | Getting Personal ........................ 36 
in contest for New Yorkers Page 31 | Information for Advertisers . * 
Operation Home Improvement renovates, Looking of Radic ané TY .................... ved 
gets new directors .......... wewlPage 39 Looking at Retail Ads - 6 
Merchandising Ideas .... — 
French newspapers plan to reduce 20% | ODIGUATIEB 20... ccm ---f@,72,73 
commission to agencies to 15% ....Page 50| On the Merchandising Front .................... 91 
Real income in U. S. has grown 50% Photographic Review ...... a - & 
since 1929 Commerce Department PCCD ROMO TAIT canna. cvneneeenceneeesenseveseeeen bd 
ame ? Page 52 Rough Proofs ... » i 
ee eS a Gabenenes tn ASO * ei a 
Chesapeake & Ohio seeks industrial | This Week in Washington .... i 
growth on its right of way via business | Velce of the Advertiser ....... 100 
OE BOD cccrnrusenseseconenes Page 54' What They're Saying ................. » = 
Ad Council Reelects Brockway,|rectors, who represent various 


branches of the advertising indus- 

| try: E. C. Donnelly Jr., president, 
|John Donnelly & Sons; Merle S. 
| Jones, president, CBS Television; 
Robert Kenyon, president, Maga-- 
|zine Publishers Assn; Robert R. 
| Mathews, vp, American Express 
|Co.; L. H. Odell, president, Foster 
| & Kleiser Co.; John B. Poor, pres- 
|}ident, Mutual Broadcasting Sys- 
tem; Niles Trammell, president, 
Biscayne Television Corp., and 
Lawrence Valenstein, chairman, 
Grey Advertising Agency. 


us once and 


ut 
you'll try us thrice 


Our halftone work 
is O, so nice! 


Photo Engravings 


po -=-4 


Of this 
we are quite sure 


An ad-man’s 
headache cure 
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COLOR AND BLACK-AND-WHITE | 
DAY AND NIGHT SERVICE ' 
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Meet the ENTHUSIACT/VE ones... 


Some people are just naturally good at making things grow. 

Not just their families, or even their incomes—but everything they turn their hands to tends to flourish, 
whether it be a business, a community fund drive, or a new way of getting more fun out of life. 

We call them the ‘‘enthusiactive” ones. And because SPORTS ILLUSTRATED just happens to reflect their 
kind of enthusiastic activity, they have pushed its circulation from 450,000 to more than 725,000 in just two and 
a half years. 

Advertisers in 1956 gave SPORTS ILLUSTRATED a linage growth of 54% over 1955—the largest of any 
magazine. And pages scheduled for the first four months of 1957 are already 35% ahead of 1956. In fact, on all 
counts, SPORTS ILLUSTRATED is probably today’s fastest growing general weekly. 


SPORTS 
ILLUSTRATED 


Now more than 725,000 enthusiactive families weekly. 


Additional growth note: SPORTS 
ILLUSTRATED’s three regional 
editions—Eastern, Midwest, and 
West Coast—are now each deliv- 
ering 125,000 circulation. For 
further information, see your lo- 
cal SPORTS ILLUSTRATED rep- 
resentative. 
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Esso’s Operation Pin Point Wins on 
Dealer Service—but Not in Big Markets 


New York, March 19—“Opera- 
tion Pin Point,” marketing pro- 
gram used by Esso Standard Oil 
Co. to boost sales in several mar- 
kets in the past few years, has re- 
sulted in substantial sales increases 
for the company. 

In Raleigh, N.C., sales went up 
25.2% by the time a 30-day cam- 
paign ended. Six months later, the 
company still held 19% of that 
gain. In the Wheeling “panhandle” 
district, the increase was more 
than 25% and in Philadelphia- 
Camden, it was an estimated 20%. 

Some of the details of “Opera- 
tion Pin Point” were outlined by 
John A. Miller, general manager 
of marketing, in a talk delivered 
before the American Marketing 
Assn. workshop luncheon series. 
Other speakers, all of whom dis- 
cussed “Outside Agencies and Fa- 
cilities Available to Marketing 
Organizations,” were Marion Har- 
per Jr., president of McCann- 


Erickson, and Dr. Henry Bund, vp, 
Research Institute of America. 
Other details of “Operation Pin 
Point” were supplied to ApvERTIs- 
1nc AGE by Tom Wilson of Esso. 
The Raleigh experiment took place 
in September, 1955; the Wheeling 
campaign in October, 1955, and the 
Philadelphia-Camden campaign, 
last June, according to Mr. Wilson. 


® Working on the theory that a 
promise of service—and getting 
dealers to keep that promise— 
would increase business, Esso pro- 
moted that angle in its advertising 
and got dealers to agree to perform 
seven service operations on every 
car that drove into the stations. 
The company discovered, Mr. 
Wilson said, that the campaign was 
most applicable to small markets, 
where it is not too difficult to as- 
semble‘all the dealers, and that 
the: plan was good for areas with 
special marketing problems. It was 


not found too feasible for major 
metropolitan markets, Mr. Wilson 
commented. 


Mr. Miller voiced strong belief | 


in the use of outside facilities to 
conduct marketing studies. “We 


deem it to be more advantageous to | 
us to retain outside consultants | 
than to try to add such talent to| 


our own staff,” he said. 

In an effort to determine why 
people buy Esso gasoline, the com- 
pany asked McCann-Erickson to 
conduct a survey. Reasoning be- 
hind the survey, according to Mr. 
Miller, went like this: 


® “Gasoline is a product one nei- 
ther sees nor touches. It has little 
tangible reality for the average 
consumer. Yet there happens to be 
great brand loyalty. What factors 
influence brand choice and brand 
loyalty in a product field where it 
is almost impossible for the con- 
sumer to judge the quality for 
himself?” 

Brand image, and whatever that 
meant to the individual consumer, 
was found to be the major reason 


An Unparalleled Sales Advantage Accrues to those 


who use Product Descriptive Advertisin 


3 ae 


Og 


- long before 


\ by 


“When purchase is 
itis gener 


in I. 


first contemplated, 
ally made known, 
T.R. is habitually consulted FIRST © : 
U.S. Industry for complete advance 
- picture of all available supply sources: 


The fact that this important first contact produces 
definite results can be substantiated by the annual 
increase in the number and quality of T. R. Advertisers... 


a6 11,859 in 1957 Annual Edition 


IT 1S IN TERMS OF PURCHASING POWER OF THE 
COMPANIES WHO ORDER, PAY FOR, PREFER AND 
USE IT, THAT T. R. BUYERSHIP CIRCULATION EXCELS! 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


oA 


Harper Bund 


WORKSHOP—Two of the speakers, the chairman and a representative 

of the American Marketing Assn. workshop committee, are shown at 

the March 18 AMA session, Shown are Babette Kass, special proj- 

ects research associate, Young & Rubicam; Jack Miller, general 

manager of marketing, Esso Standard Oil Co.; Marion Harper Jr., 

president, McCann-Erickson, and the chairman, Henry Bund, who is 
vp, Research Institute of America. 


for specific selections. “We found 
that the company image of each 
major gasoline brand pre-selected 
a certain sub-group of consumers 
whose personality characteristics 
matched that image.” 

Delving further, Esso probed the 
personality characteristics of its 
typical customers. It also attempt- 
ed to determine the images of Es- 
so’s major competitors and their 
customers. Among the revelations 
outlined by Mr. Miller: 


e A strong effort should be made 
to add warmth to the Esso image 
and to reach the motorist through 
his precious car. 


e Promotion should concentrate 
strongly on product superiority. 


e Advantage should be taken of 
the company’s reputation for fine 
stations to convince motorists that 
Esso service is friendly and per- 
sonal as well as efficient. 


e Emphasis should be placed on 
Esso’s technological research to 
promote belief in lasting product 
superiority and take advantage of 
Esso’s bigness image. 


Mr. Harper told the luncheon 
that “outside facilities can provide 
marketing organizations with a 
wide range of services for which 
it is impracticable to staff inside.” 

Companies which use outside fa- 
cilities should not overlook their 
own “clear responsibilities,” espe- 


cially in the planning areas, he 
cautioned. 


® “If the company’s objectives are 
clear, its program will be more 
easily defined. And if its programs 
are clearly defined, the more easily 
and accurately will an individual 
project be defined for outside as- 
signment. 

“The resulting clarity will mean 
savings of the time and money in- 
volved in false starts, revisions and 
post mortems of poor perform- 
ance,” Mr. Harper stated. 

A mushrooming expansion in the 
need for marketing services was 
forecast in the years immediately 
ahead by Dr. Bund. He said there 
is an urgent need to attract more 
marketing specialists into the field 
and, at the same time, need for top 
management to better understand 
the contributions which outside 
specialists can make to a company. 


‘Philadelphia Inquirer’ 
Puts Out Regional Edition 

The Philadelphia Inquirer has 
started publication of a new re- 
gional South Jersey edition to be 
circulated every Thursday along 
with the regular day’s issue of the 
Inquirer. 

The paper has set up a separate 
advertising headquarters in the 
Walt Whitman Hotel, Camden, 
with a local ad staff headed by 
Harold A. Willgoos. 
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A leading coffee manufacturer buys a thousand 
viewers for just 79c on KCRG-TV. (Ask us who!) 


KCRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern lowa 
The Cedar Rapids Gazette Station 
*Bosed on Nov. ARB survey. 
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How Big is Littlee 


Big enough to scare an elephant, maybe. But not big enough to scare up 
the kind of business you should expect and get in Pittsburgh's $3% billion 
retail market. No—for that you should choose the mammoth worker for 
! your advertising dollars—the Pittsburgh Post-Gazette. Its trusty trio—Hi 
| Acceptance, Brod Coverage and Lo Cost make it your sales-key to this city. 
All-time linage records show more and more advertisers are cashing in on 
it. How about you? 


Sunthieg HAS Hapyooned. in, Pittatunghe! 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Lord's Day Necessity? ... 


Canada Tests ‘Sunday Telegram’ at 
Law; Counter-Move Hits Competitors 


Other Toronto Dailies, 
Broadcasters Violate 
Law Too, Says ‘Telegram’ 


OrTTawa, Ont., March 21—On- 
tario courts are to decide whether 
it is lawful to publish or broadcast 
news and advertising on Sundays. 
The trial is scheduled to begin 
April 3. 

Attorney-General Kelso Roberts 
set the stage Tuesday for the 
court test, announcing in the On- 
tario legislature that he has in- 
structed officials of the Crown to 
launch an action against the Tor- 
onto Telegram, under the Lord’s 
Day Act of 1906, for publishing 
a Sunday newspaper. 

He also disclosed that he has 
consented to prosecutions, on com- 
plaints by the Telegram, against 
Toronto’s two other daily news- 
papers—the Globe & Mail and the 
Star—along with the CBC and 
Radio Station CKEY. 

The Telegram, an evening daily, 
launched its Sunday newspaper 
last weekend. The morning Globe 
& Mail issues its first Monday 
edition Sunday night. The eve- 
ning Star does not issue a paper 
on Sunday. 


s A prepared statement Mr. Rob- 
erts read to the legislature said 
prosecution against the Telegram 
was “based upon the publication, 
sale and distribution” of the Sun- 
day Telegram on March 17. 

As to the other prosecutions, he 
said: 

“The Telegram Publishing Co. 
Ltd., through one of its officials, 
has made complaints against sev- 
eral agencies who it claims are 
likewise doing work on the Lord’s 
day and are publishing, sell- 
ing, advertising and disseminating 
news on that day. 

“In view of these formal com- 
plaints, as attorney-general I have 
consented to prosecutions against 
the Canadian Broadcasting Corp., 
the Globe & Mail Ltd., the Tor- 
onto Star Ltd., and the Toronto 
Broadcasting Co. Ltd. (CKEY).” 


® CBC operates two radio stations 
in Toronto—CBL and CJBC— 
and CBLT, a tv station. CKEY is 
owned by Jack Kent Cooke, owner 
of the Toronto Maple Leafs of the 
International Baseball League. 

The Lord’s Day Act, a federal 
law, prohibits carrying on busi- 
ness on Sundays, with exceptions 
for works of mercy and necessity. 
It requires consent of the provin- 
cial attorney-general for prosecu- 
tion. 

Mr. Roberts said in his prepared 
statement that the Lord’s Day Al- 
liance, a country-wide organiza- 
tion which promotes Sunday ob- 
servance, had objected in advance 
to the Telegram’s plans and ex- 
pressed hope he would consent to 
prosecution in event of publica- 
tion. 

His text went on to say that 
since publication “no complaint 
has been made by the Lord’s Day 
Alliance or anyone else.” 


s However, as he concluded his 
statement he remarked that as he 
entered the House he had re- 
ceived a letter from the Alliance 
requesting leave to prosecute the 
Telegram. 

Mr. Roberts indicated the test 
nature of the prosecutions in these 
words: 

“The usual procedure under this 
act is for the attorney-general to 
act upon complaints which are 
lodged with him. In this particular 
case, no complaints have been 
lodged with me. But, owing to 


| 
| 


the importance of the case and 
the matters involved, I have felt 
that it is in the public interest 
that the legal and policy position 
be clarified as soon as pos- 
sible... 

“At this time it is important for 
all of us in the province of On- 
tario to understand what this law 
is and what the discretions and 
exemptions are and how they ap- 
ply. 


s “There is also the question to be 
determined as to the effect of tol- 
erances which have been devel- 
oped under this law because of 
the change in times and condi- 
tions since the passing of this act 
more than 50 years ago.” 

Mr. Roberts declined to amplify 
any aspects of his announcement 
for newspaper reporters, on the 
ground that comment might be 
prejudicial to the case. 

The Lord’s Day Act provides 
for summary trial, with cases to 
be heard in magistrate’s court. 
They may not be transferred to 
higher courts, although they may 
be appealed to higher courts. 

Later in the day the Lord’s Day 
Alliance issued the text of its let- 
ter, which named one of its mem- 
bers, J. Gordon Coburn, as in- 
formant in the case against the 
Telegram. 


s The letter, signed by the Al- 
liance’s solicitor, F. A. Brewin, 
asked for action against the Tele- 
gram only, saying that prosecu- 
tion in other less clear-cut in- 
stances would confuse the major 
issue. It said also that different 
legal considerations applied to ra- 
dio and television stations than to 
newspapers. 

It concluded: “Since dictating 
the above, I have received infor- 
mation that you propose to make 
a statement in the House on this 
matter. I may say it is of interest 
to my clients to note that you pro- 
pose to make a statement without 
consultation with them or with 
me as their representative in re- 
gard to the matters in issue, al- 
though their interest in this mat- 
ter has been made clear to you on 
a number of occasions.” 


® The attorney-general said he 
has engaged F. H. Carson, of the 
legal firm of Tilley, Carson, Mc- 
Crimmon & Wedd, as “special 
counsel and adviser” in the pros- 
ecution of the charges. 

John Bassett, publisher of the 
Telegram, said C. L. Dubin has 
been retained to represent the 
Sunday Telegram. 

Mr. Bassett said: “The attorney- 
general has acted quickly and, in 
my opinion, with courage. I have 
no comment to make, as this issue 
must now be considered sub 
judice, except to say that I be- 
lieve the publication of the Sun- 
day Telegram to be within the 
law, and with such distinguished 
co-defendants, I feel sure this 
whole matter will be thoroughly 
aired.” e 


Hearst Distributor Adds 3 

Kalmbach publications (Model 
Trains and Ships & The Sea) and 
Home Craftsman, formerly dis- 
tributed by American News Co., 
will now be handled by Interna- 
tional Circulation Distributors of 
Hearst Magazines. 


Kimball Joins Louis Harris 
Penn Kimball, formerly senior 
editor of Collier’s, has been named 
a partner of Louis Harris & As- 
sociates, New York, research con- 


sultant in marketing and public 
opinion. 


ghee te tech al oO 
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Created for your Summertime 


Enjoyment... Brach's 


SUMMER CANDY—This color spread for the May 9 Life presents candy- 
serving ideas for warm-weather nibbling. Arthur Meyerhoff & Co., 


Chicago, is the agency 


for E. J. Brach & Sons. 


Earnest Calkins’ ‘Esquire’ Article Cites 
Ten Ad Campaigns as Industry Pace-Setters 


New York, March 20—In an ar- 
ticle titled “‘The Ten Best Adver- 
tisements” in the April issue of 
Esquire, Earnest Elmo Calkins, 
founder of Calkins & Holden, says 
that the essential element in effec- 
tive advertising is continuity. 

Stating that the term “best ad- 
vertisement” means little more 
than “the one that does the most 
successfully,” the 89-year-old dean 
of American admen says “there 
are hundreds of business men that 
owe their greatness largely to their 
advertising—in some cases whol- 
ly—but can anyone pick one ad- 
vertisement from thousands and 
say ‘This is it; this did it; this is 
the best’? No, for there is an ele- 
ment in successful advertising 
more essential perhaps than any 
other quality, and that is continu- 
ity—the constant dropping of wa- 
ter that wears away the hardest 
stone.” 

Mr. Calkins, who limits his se- 
lections to magazine advertising, 
says it is impossible to point to the 
ten best—‘“there are hundreds of 
them”—but he does point out ten 


Wilson Resigns 
Bristol to Take on 


Eaton Laboratories 


New YorK, March 21—Robert 
F. Wilson Inc., ethical drug agen- 
cy, today resigned its Bristol] Lab- 
oratories account to make room 
for Eaton Laboratories, which 
comes into the shop next month. 

Wilson had been a Bristol agen- 
cy for five years. In recent months, 
however, the account has been in- 
active. The Bristol-Myers sub- 
sidiary also uses two other agen- 
cies—Noyes & Sproul and Doherty, 
Clifford, Steers & Shenfield. 

Eaton, a division of Norwich 
Pharmacal Co., is moving over to 
Wilson from Benton & Bowles, 
which recently disbanded the pro- 
fessional drug department it es- 
tablished in 1955. 

Aikin Toffey, Eaton account ex- 
ecutive at B&B, is expected to 
transfer to Wilson with the ac- 
count. Al Carroll, who was head 
of the specialized department at 
B&B, has joined Vick Chemical 
Co. as a vp in the international 
division. 


® John J. Mulcahey, advertising 
and sales promotion manager of 


Bristol, told Apvertistnc Ace that | 


Wilson’s portion of the account 
would not be reassigned immedi- 
ately because of its inactive state. 
He said, however, that a _ third 
agency would probably be ap- 
pointed later. “We like to keep 
three agencies in the picture,” he 
said. 

Noyes & Sproul is handling Bris- 
tol’s broad-range antibiotic, Tet- 
rex. Doherty, Clifford has been 
assigned Nuro-Centrine, a new 
“calmative” drug. « 


campaigns which have been pace- 
setters. His selections are: 

1. Eastman Kodak for continuity 
on the theme “You press the but- 
ton, we do the rest.” 

2. The “Sunny Jim” campaign 
for Force breakfast cereal for its 
use of copy in a metrical series in 
which “Sunny Jim was changed 
from a grumpy pessimist into a 
smiling optimist by eating Force.” 

3. The Arrow Collar Man cam- 
paign for its pioneering technique 
in the use of “setting, association 
and atmosphere.” 

4. Wesson Oil for its use of art 
which created “novel patterns of 
compelling beauty ... by assem- 
bling common objects into deli- 
cately colored designs...” 

5. A McCall’s two-page promo- 
tion advertisement in The Satur- 
day Evening Post 30 years ago 
which “glorified housekeeping as 
the most important business in 
the world.” 

6. Gillette for its introduction of 
the safety razor through its adver- 
tising which altered national hab- 
its and “was as much a boon to 
the business man as the modern 
kitchen is to the woman.” 

7. Black, Starr & Frost for vio- 
lating a once sacred canon of ad- 
vertising that the price of an arti- 
cle of great value should never be 
used, when it offered a pear] neck- 
lace with the price mentioned: 
$685,000. 

8. The Container Corp. of Amer- 
ica for its use of mass circulation 
magazines to reach an audience to 
which it has nothing to sell but 
lending its prestige to assist an- 
other company’s product, while its 
own is but an accessory to the 
product being merchandised. In 
addition, the Container Corp.’s use 
of not only artistry in its ads but 
the “strong leaning toward ab- 
stract or non-objective art.” 

9. Thomas Nelson & Sons, pub- 
lisher, for its effective advertising 
in promoting a revised edition of a 
book which “was already in the 
homes of nine out of ten in the 
country”—the Bible, the revised 
standard version. 

10. The United Fruit Co. for its 
feature type advertising in telling 
the story of the banana and mak- 
ing its product “top banana.” ° 


De Witt Appoints Houston 

E. C. De Witt & Co., manufac- 
turer of proprietary medicines, 
has appointed Bryan Houston Inc., 
New York, to handle advertising 
of De Witt’s pills. National media 
will be used. This is the com- 
pany’s first advertising agency. 


| Sheaffer Eyes Diversifying 

W. A. Sheaffer Pen Co., Fort 
Madison, Ia., has retained Mc- 
Clellan & Burck, New York, in- 
dustrial diversification consultant, 
to study further diversification 
| possibilities for the pen company. 
A tool and die division is in its 
third year of operation. 


Advertising Age, March 25, 1957 


‘Reader's Digest’ in 
Canada Contests 
New Tax in Courts 


TorRONTO, March 21—Reader’s 
Digest, one of the two major pub- 
lications affected by the special 
tax on Canadian editions of U. S. 
publications which became effec- 
tive Jan. 1, 1957, plans to contest 
the validity of the tax in the courts. 

It had until the deadline for 
payment of the first month’s taxes, 
midnight Friday March 15, but it 
made no payment to the National 
Revenue Department at Ottawa. 
Nor had it taken out the requisite 
$2 excise tax certificate. In addi- 
tion, it failed to post $5,000 securi- 
ty as outlined in an amendment to 
the act which was first announced 
in the national budget a year ago. 


® The original act provided for a 
20% tax on the value of advertis- 
ing material in special editions of 
non-Canadian periodicals sold to 
the Canadian public. An amend- 
ment defined a special edition as 
one containing a minimum of 25% 
advertising, substantially the same 
as had appeared in a non-Cana- 
dian periodical. 

The Canadian edition of Read- 
er’s Digest is published in Canada 
by a Canadian subsidiary of the 
U. S. magazine. It is expected that 
the Canadian company will claim 
that the tax is discriminatory be- 
cause it levies on a Canadian com- 
pany publishing the Digest in Can- 
ada but does not tax other Ca- 
nadian-magazine publishers. 

Time, the other major periodical 
affected, has paid the tax on its 
January and February issues. e 


Pabst to Follow 
Its TV Ad Beam into 
Ontario Next Month 


Toronto, March 21—Pabst 
Brewing Co., whose tv advertis- 
ing programs from the U.S. are 
popular with Canadian viewers, 
will start to sell beer in Ontario 
next month. 

The move is expected to spark 
a trek north of the border by other 
U.S. brewers who also have tv 
audiences here. And it could pre- 
cipitate a drive by Canadian 
brewing companies for a relax- 
ation of laws which limit their 
advertising in Ontario, for ex- 
ample, to indirect institutional 
appeals such as are contained in 
safe-conduct tips to sportsmen, 
pedestrians and motorists. 

A periodical published in On- 
tario can, of course, carry a direct 
advertisement for beer or liquor, 
providing the issue is mailed from 
Quebec, where this type of an- 
nouncement is permitted. 

Some Canadian brewers are now 
advertising their wares to Ca- 
nadians over American tv sta- 
tions. . 


Lever Names Hobson, Eaton 

Jack Hobson, formerly vp of 
Boyan & Weatherly Advertising, 
New York, has joined Lever Bros., 
New York, as art director of the 
company’s promotion services di- 
vision. Confirming a report last 
month (AA, Feb. 25), Lever also 
announced this week that Howard 
Eaton Jr., formerly with Young & 
Rubicam, has succeeded Stanley 
H. Pulver as media manager of 
radio and television. 


Cathcart Joins Amana 

J. David Cathcart has joined 
Amana Refrigeration, Amana, Ia., 
as regional sales manager of the 
company’s new Philadelphia ter- 
ritory. Before joining Amana, Mr. 
Cathcart was president of Federal 
Distributing Co., Des Moines and 
Davenport, Ia., appliance distribu- 
tor. He also has been with Radio 
Corp. of America, Al Paul Lefton 


Co. and N. W. Ayer & Son. 
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when she hears it... 


IMAGERY TRANSFER... 


NBC RADIO’S EXCITING NEW APPROACH TO ADVERTISING ... 


uses the power and economy of network people to react in certain ways. Imagery 
radio to multiply the effectiveness of all your Transfer puts this psychological process to 
advertising and, at the same time, bring work for you. Using just the right combina- 
your over-all cost per thousand way down. tion of words and sounds — on radio — you 
re-awaken automatically the advertising 
images of your products that you have 
Key words . . . significant sounds... cause already established through visual media. 


Here's the way it works: 
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PAYS OFF 
because she buys it! 


IMAGERY TRANSFER ket. With radio and Imagery Transfer you 
lets you fill in the gaps between your once- ©” literally follow your customers right to 
a-week, bi-weekly or monthly exposure in the point of purchase. The product — 
the expensive visual media. Because net- that you store up with all your advertising 
work radio offers mass coverage at low cost then explode. into action — buying action. 
you can reach your customers, economically, A call to NBC Radio will bring you a con- 

| time and time again. You can keep the pic- sultant, ready to discuss how Imagery 
ture of your product foremost in the house- ‘Transfer can be applied to your advertising. 
wife’s mind . . . at home where she uses it 


... in the car when she’s on her way to mar- qe RADIO NETWORK ¢rvicear aa 
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Making Haste Slowly 


At the spring meeting of the Assn. of National Advertisers, those 
diehard sensation seekers who thought the presentation by John Mc- 
Laughlin of Kraft Foods Co. and Prof. Albert W. Frey on “what to 
expect from the ANA study of agency services and compensation 
methods” would bring out some fireworks were disappointed. Mr. 
McLaughlin and Prof. Frey simply told what they intend to do and 
indicated that while the study would be thorough and authoritative, 
they did not expect it to rock the foundations of the business. 

In general, the membership seemed to take this intelligence with 
great calm; but here and there in the corridors there were still a few 
mumblings left over from last year, when there was some evidence 
of a grass-roots revolt against calm discussion of the subject of agency 
compensation and agency-client relationships. 

Perhaps not too surprisingly, there are a few ANA members who 
want their association to charge vigorously up the agency hill with 
all guns blazing; in their opinion, the Justice Department consent de- 
cree has left the agencies in a vulnerable position and this is the time 
for the advertisers to complete the rout. 

Fortunately, such thinking is definitely in the minority. Most ANA 
members realize first, that the ANA cannot take concerted action lest 
it be subject to the same legal restraint by the U.S. government which 
has afflicted so many other associations in and out of the advertising 
field; and second—and far more important—the overwhelming 
majority of ANA members have no desire whatever to “rout” the 
agencies. On the contrary, they realize that cooperation and sensible 
understanding are called for on both sides, not vindictiveness nor 
blind upsetting of the status quo. 

As we have pointed out on several previous occasions, every one 
must exercise great restraint and a considerable degree of business 
statesmanship at present, or a highly useful and valuable system of 
doing business may be badly hurt, with very bad effects on advertis- 
ers as well as on agencies. 

The Frey report will, we are confident, add some knowledge to the 
question of agency compensation and the kinds and varieties of serv- 
ice rendered by agencies. It should be useful in helping agencies and 
advertisers chart their individual courses through a transition period. 
But there is no reason for believing that its release at the ANA meet- 
ing in the fall will cause any revolution in the advertising business, 
or in advertiser-agency relationships. 


a The Advertising Market Place 


Somewhat shamefacedly, an advertising manager confessed to us 
the other day that, fegularly, he runs through the classified ad col- 
umns in ADVERTISING AcE after he scans the news headlines quickly. 
“Apparently, he thought we might be a bit surprised, or disturbed— 
either at the notion that he checked the ads, or that the sterling edi- 
torial material in these pages had to take second place to the classi- 
fied ad columns in terms of reading preference. Actually, we were 
pleased, and not at all surprised. 

One of the most valuable functions a business paper should per- 
form for its readers is that of bringing together the buyers and sellers 
of personal knowledge, experience and know-how, and that is what 
classified columns do best. And this is especially true in a business 
which is national in aspect, rather than local. 

We are pleased that the classified columns of AA have come to be 
the accepted place for matching men and jobs, and men and business 
opportunities. These pages mirror the day-to-day needs of the field. 
They enable the organization which needs manpower to make its 
needs known to a national audience of potential employes, and they 
enable the man or woman looking for a new or broader opportunity 
to expose his wares to his potential market on a national basis. 

Reading the classified ads is nothing to be apologetic about. On the 
contrary, we heartily recommend a few minutes in this department 
for all readers every week. 


—Joe James, Dallas. 
“He’s pitching a Dodge campaign built around the theme, ‘High tail 
it in a Dodge’.” 


What They're Saying 


Stamp Craze Cooling? 
The trading stamp craze has as- 


sumed such intensity that it is re- 
ceiving the thoughtful attention of 
those governmental agencies in- 
terested in fair and open competi- 
tion and in preventing monopolis- 
tic control over the channels of 
distribution. The Department of 
Agriculture recently expressed the 
view that the giving of stamps 
could, under certain conditions, 
constitute restraint of trade. 

The Bureau of Labor Statistics, 
recognizing that more and more 
outlets are giving stamps, is aware 
that small dealers may be forced to 
fold up, due to “increased competi- 
tion through use of trading stamps 
by some retailers and through price 
cutting or other means of sales 
promotion by others—designed to 
meet the increased competition of 
users of trading stamps.” 

The announcement of the Peo- 
ples Drug Stores, that they are dis- 
continuing the use of stamps sim- 
ply because they didn’t produce 
“enough increased sales to justify 
the added cost” may indicate that 
the craze may be reaching the 
cooling off stage. 


—Editorial in Drug Trade News, 


desire. Almost all human societies, 
traditionalist and habit-ridden as 
they have been, tend to resist 
change. The “social function” of 
advertising is to stimulate wants, 
to make people work harder and 
earn more. In that sense, advertis- 
ing, and its helpmate, the instal- 
ment plan, are the two most fear- 
some social inventions of man 


since the discovery of gunpowder. 
—Daniel Bell, in the Feb. 11 issue of 
The New Leader. 


No Mincer He 

A few weeks ago, along with a 
number of other magazine pub- 
lishers, I received a wire from Ap- 
VERTISING Ace asking for my 
opinion of the effect that the fold- 
ing of the Crowell-Collier maga- 
zines would have on our business. 
As some of you probably remem- 
ber, when the issue of ADVERTISING 
AcE with this story came out, the 
replies were headed, “Al Cole 


Says . ,’ “Gardner Cowles 
Says...,” “Marvin Pierce 
Says...” and then, “Irving Man- 


heimer Minces No Words.” 


—Irving S. Manheimer, president, 
Macfadden Publications, in speech to 
Advertising Men's Post, American Le- 
gion, March 4, 1957. 


March 11 issue 


Most Fearful Inventions 


in binding people together in new 
ways, modern industry and its 
handmaiden, advertising, do play 
a new social role other than hawk- 
ing goods. Put most baldly, the 
function of advertising, of this 
handmaiden, is to seduce people, 
to make them dissatisfied with 
their standard of living, to make 
them want more and to make them 
work for it. Does not everybody 
want more? Not really. The desire 


\for a high standard of living is 
a relatively modern, largely West- 
ern, and until recently most urban 


| 
The Right to Know 


. in extending the market, and 


Inland Daily Press Assn. tele- 
| gram sent to President Eisenhower 
|urging an end to the ban on visits 
by American reporters to Com- 
munist China: 

“We believe that a free people’s 
right to know is directly related to 
the right of a free press to cover 
the news.” 

—Chicago Sun-Times, March 1. 


First Shall Be Last 
Clerk: 


“We have this in the 


large, the giant, and the family 
size. The large is the small.” 


Advertising Age, March 25, 1957 


| Rough Proofs 


“We won't take climate off your 
salary,” promises an agency pres- 
ident inviting an account man to 
New Orleans. 

And there’s no extra charge for 
the Mardi Gras parade. 

. 


In the battle of press releases 
raging in Washington, Postmaster 
General Summerfield is proving 
that he owns the hottest mimeo- 
graph in town. 

7 
“Tv shows helped sales gain a 
lot, Revlon tells SEC.” 
Hal March probably regards this 
as the understatement of this and 
any other year. 

© 
By pushing the top prize on 
“The $64,000 Question” up to 
$256,000, CBS may be hoping to 
lure Professor Charles Van Doren 
away from its Radio City rivals. 

. 
» Speed & Co. bobbed up serenely 
after recapturing the advertising 
account of its longtime client, 
Crown Cork & Seal Co. 
- 


Prof. Albert Frey reported to 
the ANA more in sorrow than in 
anger that he has encountered 
skepticism and antagonism in his 
study of agency compensation. 
He must have mentioned 15%. 

. 
“Tv fights will go on, says Nor- 
— 
This is a piece of news calcu- 
lated to gladden the hearts of Gil- 
lette, Pabst, Mennen and a few 
million boxfight devotees. 

. 
Smith-Dorsey, of Lincoln, Neb., 
apparently persuaded by the phil- 
osophy of Ladies’ Home Journal, 
asks the rhetorical question, “Who 
would want a woman for advertis- 
ing manager?” and then answers it 
with a resounding, “We would!” 

> 
“Located in Philadelphia, we of- 
fer the same stimulating profes- 
sional challenge existing in New 
York, without the pressures of that 
bustling metropolis,” says Geare- 
Marston. 
According to “The Philadelph- 
ian,” there may still be a few 
pressures. 

+ 

Addressing the readers of Wall 
Street Journal, Pepsi-Cola tells 
“how a cold drink got to be hot.” 

David is still aiming his sling- 
shot at the brow of Goliath. 

e 

Confidential, which has been in- 
dicted for alleged obscenity by a 
federal grand jury, says the 
charges are “fantastic.” 

As well as quite a blow to those 
Hollywood tipsters. 

. 

This is the time of year when 
Premier Nasser’s disposition will 
have to take a back seat to reports 
of the condition of Mickey Man- 
tle’s knee. 

e 


A packaging manufacturer of- 
fers a job where “emphasis will be 
placed on the ability to relate psy- 
chological and sociological factors 
of consumer preference to practi- 
cal problems of package design and 
development.” 

You don’t have to have a Ph.D., 
but it might help. 


—Today’s Chuckle,” 
News, Tarrytown, N. Y. 
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espair lor a Hero's Wile ; 


Yes, until The Inquirer acted ! 


On September 13, 1956, George Dorsey was a 30-year-old Philadelphia policeman 
. with three small children and a life of challenge and hope. One day later, he was 


in a hospital bed, completely paralyzed by a gunman’s bullet. His future a ques- 
tion mark. 


While George Dorsey struggled to regain some measure of physical usefulness, his 


wife and children faced the bleak prospect of losing their home, their possessions, 
Loyalty to a mak puke: 


And then, The Philadelphia Inquirer Charities, Inc.—a fund established for 
re wspaper charitable purposes—rose to a need. 


An appeal for the Dorseys appeared in the columns of The Inquirer. In just 11 


[= days, 25,000 responsive Inquirer readers contributed over $115,000 to insure 
doesn Ll Just the Dorseys’ future. 

People respond eagerly and magnificently to a cause only when they have complete 

h belief in the integrity of the defender of that cause. It is this kind of loyalty that 

appen The Inquirer evokes in Delaware Valley. This same loyalty #8 also shared by 


Inquirer advertisers. 


The Philadelphia Pnguiver 


Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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New Shrubs + Where America Was Born 


7 eee none hg 


tats sinettar pala aspen 5 aes 


Pe Fewer Tips Put oe. e Crop’ C , 
Central Edition New Shrubs « Where America Was Born 


Fewer Trips Fut in ‘ 


— Ee,° ry orica Was Born 
Southern Edition | New Shrubs + Where America Has 


ro , . 
s P 


. pe » Pica . rm 
at bs + Where Amertea Was Bo 
s | 


New Shru 


In a Hurry? 


Farm Journal’s great speed serves industry 
as well as agriculture. A limited number of 
advertisements can be accepted as late as 

10 days before issuance date at no extra cost. 
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§ Farm Families EVERYWHERE 
what THEY want...need... 
J and can’t get ANYWHERE else! 


Graham Patterson, Publisher 


FAST... 
that’s how things happen in business .. . 
and Farming is the nation’s biggest business 


To gather the news of agriculture wherever it happens—Farm 
Journal maintains a staff of full-time farm editors based at strategic 
points clear across the country. No one else does. 


To deliver the news of agriculture while it is still news—Farm 
Journal employs a battery of high-speed news magazine presses, 
sufficient in number to allow last minute changes on 96 pages of 
the magazine less than a week before it is in the homes of its 
more than 3% million subscribers. No one else does. 


True, it does make it more difficult and more expensive to edit 
and publish this way. But it has also given Farm Journal an 
extraordinary vitality of readership and made it one of the 


nation’s truly great magazines, the largest and most successful 
farm magazine ever published. 


FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


RAN GS, Ra GS SE EG ee ee 


Richard J. Babcock, President 
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Connell, Biddle Form Company | from Brooke, Smith, French & 


El Paso leads ALL Texas military 
installations in payroll expendi- 
tures—totalling $6.4 monthly for 
Fort Bliss alone. A market where 
your advertising is effective. 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


R. D. (Red) Connell and Hal|Dorrance, Detroit, where he was 
| Biddle have formed Cobi Midwest | media director. 
| Sales, a sales company in the ap- 
| pliance and houseware fields, with |Group Buys WCTC, WCTC-FM 
offices in the Merchandise Mart,|) wcTC and WCTC-FM, New 
Chicago. Mr. Connell, president of | Brunswick, N. J., have been sold 
the new company, formerly was VP |by Chanticleer Broadcasting Co. 
of sales of Norge Sales Corp. Mr./to a group headed by Joseph L. 
Biddle, vp, previously was vp Of | Rosenmiller, formerly of H-R Tel- 
Ironrite and product sales manager | eyision, and Peter A. Bordes, for- 
of electric and gas dryers of Norge | merly a management consultant, 
division of Borg-Warner Corp. | for $215,000. The Rosenmiller- 
_Bordes organization also owns a 
Grant Advances Hammond controlling interest in WESO, 

William A. Hammond has been | Southbridge, Mass., and plans to 
named media director of the De-| acquire a number of other radio 
'troit office of Grant Advertising.|and tv properties. The WCTC 


| Formerly assistant media director, | transaction is subject to the usual 
lhe joined the agency a year ago |FCC approval. 


The Atlanta Journal-Constitution...now 


ADVERTISERS have made The Atlanta 
Journal -Constitution fourth in the 
nation in ROP color linage because 
in. The 


pays off in results. 


color Journal-Constitution 

Color copy, spot or full, gets top 
reproduction, registration and color 
fidelity seven days a week in The 
Journal-Constitution, reaching half a 
million families. 

Sell your products in the South’s 
greatest market by using ROP color 


in the South’s largest newspapers. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South's Standard Newspaper 


Represented by Kelly-Smith Co 


Circulation: 452,667 daily— 504,759 Sunday «:< 9» %) 


Advertising Age, March 25, 1957 


City Banks in N.Y. 
Again Trying to 
Break Into Suburbs 


New York, March 19—Savings 
banks in New York state are going 
through their annual agitation to 
induce the state legislature to lib- 
eralize the law which prohibits 
city savings banks from opening 
suburban branches. For the sixth 
consecutive year bills have been 
introduced in the legislature to 
permit city banks to follow their 
customers to the suburbs. 

This year’s developments include 
the following: 


e The Savings Banks Assn. of the 
State of New York last week ran 
ads in most of the daily newspa- 
pers here and in Albany, the state 
capital, emphasizing that “an old- 
fashioned state law prevents sav- 
ings banks from giving convenient 
service to all people.” The ad 
points out that the law forbids a 
savings bank to establish a branch 
‘office outside its community, that 
|it creates a hardship for millions 
of residents in most suburban 
|counties of the state, that savings 
| banks must keep growing with the 
| state, but that this can be done 
lonly when discriminatory re- 
\strictions against savings bank 

branches are removed. The ads ask 
| readers to write to their state sena- 
| tors and assemblymen urging them 
to support the bills now pending 
|in both houses of the legislature. 
| The ads were placed by Muir 


b Co., the association’s agency. 


e The state banking department 
last week indorsed proposals to 
enlarge the New York City bank- 
ing district to permit city banks 
to follow their customers to the 
suburbs. This larger district would 
include Long Island and West- 
chester County, as proposed in the 
|bills now pending. The banking 
| department said that wider branch 
| powers for savings banks and sav- 
ings and loan associations “where 
they are needed and wanted but 
now are lacking” were clearly in 
the public interest. 


e Evidence presented at commit- 
'tee hearings last week was that 
80% of New York City’s $3 billion 
annual banking business is done 
by state charted institutions. Op- 
ponents of the proposed liberaliza- 
tion contend that the suburban 
areas are already adequately serv- 
iced by independent banks already 
established. 


e There has been some so-called 
propaganda recently that city 
banks in the state are prevented 
from advertising outside of their 
| legal districts. This is not so. Sav- 
ings banks as well as commercial 
|banks may advertise in suburban 
|newspapers and on radio and tele- 
vision if they care to do so. Many 
of them do. 


s Estimated advertising expendi- 
tures by savings banks in New 
York state in 1956 totaled about 
$7,300,000. In 1955 it was $6,981,- 
000, and in 1954 it was $6,544,000. 

If the legislature passes the bills 
that would enable city savings 
banks to open suburban branches, 
several bank executives told Ap- 
VERTISING AGE, savings bank ad- 


vertising in the state probably 
would be increased by at least 
10% next year. +. 


Andrews Gets WOR Ad Post 


Paul Andrews, who conducts the 
“Let’s Travel” program series on 
WOR, New York, has been named 
the station’s first director of travel 
and transportation advertising. Mr. 
Andrews was formerly advertis- 
ing manager of Sabena Airlines. 


‘Look’ Advances Clough 
Merrill Clough, production di- 
rector of Look, New York, since 
1953, has been named business 
manager of the magazine. 
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To Sell Industry 


Reach the hands that write the 


MacRAE'S gets your product in the plans. It takes your 
sales story to the high level conference with buying deci- 
sions coming up. The latest BPA audit shows 49.1% of 
the Blue Books in circulation are used by engineers and 
production executives. 36.2% are used by industrial pur- 
chasing exe utives. 


MacRAE'S exposes your product story to more decision- 
making prospects, more frequently, than any other 
directory. The current 1957 industrial circulation is 20,500. 
That is approximately 18% more industrial points of pur- 
chase reached than the second largest industrial directory 
circulation and 67% greater coverage per issue than the 
third directory in the field, (based on latest available circula- 
tion figures). 


MacRAE'S gets results because it gets used often. Every 
copy of this respected “Directory of American Industry” 
in industrial use has been asked for in writing. Every user 


4 
q 
ON Se - 


AVS 


“Specs” 


has qualified by establishing proof of his engineering or 
executive responsibility in a well rated firm. 84% of these 
industrial decision makers rate the Blue Book their 
primary purchasing reference. A new survey reveals 21,519 
references to MacRAE’S per average working day! 


MacRAE’S 1958 industrial circulation will be 21,500 
guaranteed .. . a record high for directories for the fourth 
straight year. That means MacRAE’S will do a bigger job 
than ever of getting your product story through, to both 
the men who write the specs and the men who sign the 
purchase orders. Get your space reservation in now—or 
have your agency do it. 


% 107,596 times a week 


NEW FILE FOLDER .. . “TOP HANDS OF INDUSTRY” 
documents the unequalled industrial coverage per issue 
and frequency of exposure MacRAE'S gives your 
product story. It's free. Write for your copy, now. 


ALSO WRITE FOR FREE INQUIRY RECORD BOOK. 


Pad 


- 


, i 


MacRAE’S BLUE BOOK 


18 East Huron Street, Chicago 11, Illinois 
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Corporate advertisers must take a careful 
measure of their markets. For their job is to 
“get through” to such vital groups as leaders 
in business, industry, distribution; the finan- 
cial community, stockholders and potential 
investors; plant city and employee groups; 
local and federal government officials. 


Last year these advertisers evidenced their 
high regard for NEwswEek by putting it in 
number one position in advertising pages run 
in the 50 largest corporate campaigns among 
all magazines. “4 


Within its own field, NEwsweEeEk’s strength for 
this type of advertising was even more appar- 
ent in 1956. For among the 25 largest corporate 


campaigns* carried by the news and business 
magazines, NEWSWEEK was the only one to 
carry every campaign from the top 25—and it 
led in pages among this group and the 50 
largest, too. 


Why Newsweex 
for corporate advertising ? 


NEWSWEEK circulation is not only substantial 
—currently over 1,100,000—but even more im- 
portant, it is concentrated among communica- 
tive people... 


People with the dynamic faculty for inspiring agreement 
and action in others throughout their business, home, 
social and community relationships. 


And they’re great consumers, too! 
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magazines in 


run in the 50 


ampaigns 


RANKING OF MAGAZINES 

, carrying the greatest volume of advertising 
from the 50 largest corporate campaigns* in 1956 
: # Pages # Campaigns If you would like a copy of our booklet, 
: Rank Magazine Carried Carried “The Function of Corporation Adver- 
; 1 Newsweex 493.66 38 tising,’’ please write on your letterhead 

2. U.S. News & Worid Report 469.71 37 to Research Director, Newsweek, 152 
S. dataces oo rare =~ West 42nd Street, New York 36, N. Y. 
4. Business Week 390.70 31 f 
; 5. Saturday Evening Post 251.04 22 tenet 
6. Life 172.25 aT) ADVERTISING | 
: Ray 
Based on ho Heathers etormatee Srave Se 

sak of pages for 1956 


Newsweek... 


the magazine for com-mu’ ni-ca’ tive people 
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8-Page Ad for Kent-Coffey 
Kent-Coffey, Lenoir, N.C., bed- 
room furniture manufacturer, has 
scheduled an eight-page ad in the 
March House & Garden to com- 
memorate its 50th anniversary. 
Featured is its Goldenaire anni- 
versary collection. Imperial Paper 


& Color Corp., Glen Falls, N. Y., 
manufacturer of washable wall- 
papers, and Patcraft Mills, Dalton, 
Ga., carpet manufacturer, have 
tied in with the promotion. Special 
merchandising aids have been 
sent to 400 stores. Ayer & Gillett, 
Charlotte, N. C., is the agency. 


NEMA Sets Dishwasher Push 
National Electrical Manufactur- 
ers Assn., New York, is expecting 
more than 100 electric light and 
power companies and local news- 
papers across the country to par- 
ticipate in the 1957 automatic elec- 
tric dishwasher program sponsored 


by its household sink units section. 
This nearly doubles the participa- 
tion in 1956 when sales figures rose 
35% over 1955. The association is 
now sending out merchandising 
kits, including an eight-page sup- 
plement, demonstration flipover, 
streamer and consumer brochure. 


SAN DIEGO= 
YOUNG GIANT MARKET 


1956 Retail Sales: 
More Than a Billion Dollars! 


SCHROEDER 
San Diego — Young Giant Market of the West — soared past the billion mark in retail sales in ’56. 


Forecast for 57: Continued growth... rapid growth... 
vigorous growth — deep-rooted in a stable economy which 
has flourished since California began. 


San Diego — combining the responsive vitality of youth with the seasoned stability of age — 
offers you a rare sales opportunity. And this Young Giant Market is sold best, at lowest cost per 
sale, through The San Diego Union and Evening Tribune. 


G iS git MS. 
“The Ring %) 
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COPLEY newspapers 


Advertising Age, March 25, 1957 


Station Exec Hits 
Sponsor-Sponsored 


Promotion Contests 


Dayton, March 19—The presi- 
dent of the newly-formed Broad- 
casters’ Promotion Assn. has con- 
demned advertiser-agency contests 
for radio-tv station promotion 
managers who do “the best all- 
around job of audience promotion, 
exploitation or publicity on ‘blank’ 
program.” 

David Partridge, who is also ad- 
vertising and sales promotion 
manager of Westinghouse Broad- 
casting Co., fired the shot in a talk 
to the Ohio Assn. of Radio & Tel- 
evision Broadcasters. 


= Mr. Partridge called the contests 
a “not-too-subtle attempt to un- 
duly influence a promotion man- 
ager to exert a little more effort, 
spend a little more of his precious 
budget, offer a little more lagni- 
appe to one specific advertiser's 
program or campaign—if you will, 
a bribe for these extra efforts and 
expenditures.” 

The Westinghouse executive 
said he has no objection to station 
promotion contests within broad- 
casting chains, such as Westing- 
house has been conducting for the 
last three years. But he said the 
BPA officially urges broadcasters 
to “help discourage” contests 
which “pit station against station” 
and provoke extra effort in behalf 
of one advertiser at the expense of 
others. - 


ABC Names Three TV, 

Three Radio VPs 

American Broadcasting Co., New 
York, added six new vps to its 
radio-tv team last week for a to- 
tal of 22. This leaves ABC still 
far behind NBC, which has 40 
including five exec vps, and CBS, 
which lists 30, including two exec 
vps. 

New ABC vps are: For ABC Tel- 
evision—Gene Accas, former Tele- 
vision Bureau of Advertising ex- 


Dean Shoffner S. Riddleberger 


ecutive and administrative officer 
at the network since February, ad- 
ministrative vp; Donald W. Coyle, 
director of sales development and 
research, vp in charge of that de- 


of Truth” 
The San Diego Union 


: 4 : 15 “Hometown” Newspapers covering ; sag AND oes igs 
ie San Diego, California — Northern Illinois — Springfield, Illinois EVENING TRIBUNE i 4 
1 and Greater Los Angeles. . . a ee Riistiae ¢ 
a Served by the COPLEY Washington Bureau and the COPLEY News Service a : UmrORTaNt COMMER 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


'|manager, vp in charge of sales; 


= | charge of that department. 


partment, and Jason Rabinovitz, 
|administrative officer, to adminis- 
trative vp. For ABC Radio— 
|\George Comtois, national sales 
| Stephen Riddleberger, business 
|manager, administrative vp, and 
|Dean Shaffner, director of sales 
|development and research, vp in 
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Coming May I5th.. the only mass-circulation 
magazine exclusively for teenagers! 


ONLY ’TEEN 


Write or phone neares 


During 1956, America’s 

over $9-billion worth of clothing, 
etc., with their own money> 

up the country’s most loyal, responsive, 


ET! 


TEENAGERS: 
$9-BILLION MARK 


teenagers shopped for and bought 
records, cars, cosmetics, spo 
| These 18,000,000 teenagers make 
and fastest-growing market. 


rts equipment, 


COVERS THE ENTIRE 


TEENAGE MAR 


‘TEEN Magazine puts all teenage activities and interests 
together in one professionally produced maga 
slick-paper magazine wr 
informative level that teenagers understand an 
teachers throughout the country will welco 
only publication for all teenagers with an 
100% constructive. First issue goes on sale ona 


t office for a samp 


"TEEN | resexine 


me ‘TEEN 


KET! 


itten and illustrated on the wholesom 


d appreciate. Paren 


zine... colorful, 


e, 
ts and 


because it is the 
editorial approach that is 

Il newsstands on May 15th. 
le copy and full details. 


Published by Petersen Publishing Company, world’s foremost 


publisher of automotive magazines (Hot Rod, Motor Trend, Mofor Life) 
‘ e). 


DETROIT OFFIC 
E: 1514 Book Building, Detroit 26, Michigan Woodward 3-8660 


CHICAGO REP. 
ati : John Cockerell, inc., 360 No. Michigan Avenue, Chicago 1, Iilino 
NEW OFFICE: 550 Fifth Avenue, New York 36, New York - 


5959 Hol 
lywood Bivd., Los Angeles 28, Calif. Hollywood 2-3261 


Circle 6-1365 


Andover 3-6929 
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B&B's ‘Weight’ 
in TV Led to 
Choice by Schick 


LANCASTER, Pa., March 19—Why 
is Schick Inc. switching its $4,- 
500,000 advertising account from 
Warwick & Legler to Benton & 
Bowles (AA, March 18)? 

O. A. Petty, vp and assistant to 
the president of Schick, refused 
last week to discuss the reasons 
for the move—the company’s sixth 
agency switch in eight years. 

ADVERTISING AGE understands, 
however, that the primary reason 
is Schick’s desire for an agency 
“heavy in television”—one that 
can command preferred positions 
in tv. The bulk of Schick’s budget 
is in television. 

Mr. Petty said Schick inter- 
viewed “a limited number of top 
agencies.” He declined to name 
them, but AA learned that the un- 
successful candidates were William 
Esty Co.; Compton Advertising; 
Batten, Barton, Durstine & Os- 
born and J. Walter Thompson Co. 

Esty and Compton were elim- 
inated in the early stages, and the 
final choice was between B&B 
and Thompson. Of the five con- 
testants, only BBDO had a pre- 
vious tenure on the Schick ac- 
count—in 1949-50. 


® Although Schick is regarded on 
Madison Ave. as a “problem” ac- 
count, this factor apparently did 
not inhibit these top-line agencies 
from soliciting the business. The 
Schick billings were enough to 
outweigh such considerations. 

Mr. Petty told AA that Schick 
is currently using four-page units 
in Life, network television and 
the NBC Radio show, “Monitor.” 
The electric razor manufacturer is 
an alternate sponsor of “Dragnet” 
(NBC-TV). It dropped “Robert 
Montgomery Presents,” another 
NBC-TV show, Jan. 14. 

Mr. Petty also reported that the 
company is “quite pleased” with 


SIGHT, SOUND, 
ACTION, IN COLOR 


It takes this powerful 
“foursome” to do the best 
selling job. Now avail- 
able coast to coast. 
USE... 


THEATRE SCREEN 
ADVERTISING 


DPA 


1032 Carondelet Street 
New Orleans, La. 


consumer reaction to Schick’s cur- 
rent offer of a free “Lucky Lady” 
shaver with the purchase of a 
Schick “25”. 

Schick and Remington Rand, it 
is estimated, divide about 80% of 
the electric shaver market. One 
report said, however, that Schick 
was disappointed last year in its 
pre-Christmas sales. Another re- 
port had it that Schick was dis- 
pleased at last year’s Federal 
Trade Commission inquiry into its 
“16-hour shave” campaign slogan. 


Schick quickly dropped this theme 
in favor of a “breakfast-to-bed- 
time shave.” 


® The account supervisor on 
Schick at B&B will be George E. 
Simons, who is rejoining B&B 
from Kenyon & Eckhardt (a 
Schick agency in 1954 and 55). 
Mr. Simons, prior to joining K&E 
to work on RCA-Whirlpool, was 
director of advertising and sales 
promotion for the Crosley & Ben- 


Previously, he serviced these Avco 
accounts at B&B. © 


Christian Bros. Wine Moves 
to How Ryan April 1 

Advertising of Christian Bros. 
wine in Washington State will 
move April 1 from Burke Co., 
Seattle, to How J. Ryan & Son, 
Seattle. The winery, operated at 
Napa, Cal., by the Brothers of the 
Christian Schools, will undertake 
an expanded promotion in Wash- 
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on broadening the wine consump- 
tion base. 

The new agency plans also in- 
clude a secondary program of pro- 
motion for the Brothers’ line of 
altar wines, available for sacra- 
mental purposes only and market- 
ed under the name of Mont La 
Salle, the novitiate in California 
at which they are produced. Wil- 
liam C. Rast was recently appoint- 
ed general manager of Christian 
Bros. distribution in Washington 


dix division of Avco Mfg. Corp. ington with announced emphasis | State. 


DELIVERING T 


from PITTSBURGH to HARRISBURG 


A TRIANG STATION 


WFBG-TV is FIRST! 


World's Best Movies: WFBG-TV has exclusive rights 
to the great MGM, Warner Bros., 20th Century-Fox 
and RKO feature films that have topped all com- 
petition in market after market. vee 


A TRIANGLE STATION 


a 
WFBG-TVY is FIRST! 


Network Shows: Only basic CBS-TV station cover- 
ing the area, WFBG-TV also carries the outstanding 
ABC-TV programs. WFBG-TV delivers 13 of the top 


A TRIANGLE STATION 


20 shows. 


aE 
WFBG-TV is FIRST! 


Coverage Superiority: 76,701 more TV homes in 
combination with Pittsburgh than any other station 
combination in the area. Less waste, less duplica- 
tion, more mileage for your TV dollar! 


A TRIANGLE STATION 


ee eR. 
WFBG-TV is 


FIRST! 


Audience Superiority: In this area covering 76,701 


more TV homes—from sign on to sign off, seven 
days a week—WFBG-TV delivers average ratings 
30.1% greater than nearest competitor; 71.4% 
more quarter-hour firsts. 


For top-audience availabilities on WFBG-TV, check BLAIR-TV or Triangle's National Sales Office today! 
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Coveney Named Partner 

Paul E. Coveney has been ap- 
pointed a partner of Conway, 
Ruck & Associates, Chicago point 
of sale advertising company. Mr. 
Coveney joined Ruck in 1953. 


Ince Named Ad Director 

American Hospital Supply Corp., 
Evanston, Ill., has appointed James 
P. Ince director of public relations 
and advertising. He formerly was 
promotion manager of the Omaha 
World-Herald. 


Single Promotion 
Method Can't Build 
Sales, Says Sasso 


CLEVELAND, March 19—“Com- 
panies which limit their promo- 
tional activity to a single tech- 
nique—whether it is advertising, 
publicity, direct mail, or point of 
sale merchandising—are inviting 
sales starvation,” John Sasso, vp 
and director of G. M. Basford Co., 


told the Cleveland Advertising 
Club last week. 

Narrow-minded thinking com- 
pounded with old-fashioned pre- 
judices against “new-fangled” pro- 
motion methods can be costly to 
company sales, Mr. Sasso said. The 
situation isn’t helped, he added, by 
high-pressure ‘‘free publicity” 
hucksters who sell advertising 
down the river, nor by confirmed 
“ad addicts” who insist paid space 
is the only method to use. 

The only sensible way to decide, 


23 


he said, iS to make a step-by-step 
analysis of the promotional pro- 
grara, being careful not to confuse 
opinion with the actual market 
facts. He recommended the follow- 
ing plan: 

e 1. “Know where you want to go. 
This calls for market research.” 


e 2. “Know the ways to get there. 
This calls for study of all tech- 
niques used in sales promotion.” 


selection and combination of pro- 
motional techniques for the spe- 
cific problem at hand.” 


e 4. “Know how to assess progress 
in the chosen direction. This calls 
for realistic analysis of results. 
“No technique,” Mr. Sasso said, 
“can be sales-successful in a pro- 
motional vacuum. Properly com- 
bined techniques do more than add 
to sales. They multiply sales by 
giving mutual support and strength 


e 3. “Know which way—or ways '> enata other.” e 


—to choose. This calls for careful 
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NEW HAVEN-HARTFORD, 


‘American Families’ Published 

A new book, which provides na- 
tionwide data on marriage, family 
composition and other aspects of 
family life, has been published by 
John Wiley & Sons. “American 
Families” is one of the Census 
Monograph Series, sponsored by 
the Social Science Research Coun- 
cil and the Bureau of the Census. 
The 240-page book is $6. 


Strength... 
where 
it counts 


Fifty-two times a year, 
BAKERS WEEKLY brings its 
essential information serv- 
ice to the important men in 
the baking industry, the 
bakery owners ...executives 
...-Managers...superintend- 
ents—those responsible for 
operating decisions. They 
are the men in search of 
new ideas, formulas, equip- 


YORAM 


ment, and services. 


This is frequency of contact 


plus circulation penetration 
—strength where it counts 
to turn your selling points 
into sales profits. 


Bakers Weekly « 


CONN. | ® 


American Trade Publishing 
Company — publishers of 
Biscuit & Cracker Baker, 
and FEED Age 


71 Vanderbilt Ave.—New York 17 
520 N. Michigan Ave.—Chicago 11 


West Coast: Smith & Hollyday 
5478 Wilshire Blvd., Los Angeles 36 
Russ Building, San Francisco 4 


For the complete story on 
Bakers Weekly, see Standard Rate 
& Data Classification 9 
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Your advertising in 
ARMY TIMES, AIR FORCE TIMES and NAVY TIMES 
sells the 3,000,000 U. S. Armed Forces members and 
their dependents NOW—and establishes buying habits 
they will carry back to civilian life. 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 
procurement). Our nearest office will supply sample 
copies, rates and market data book, ‘““Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. S. OFFICES: Charleston, S. C., Chicago, Detroit, Honolulu, Los 
Angeles, Miami, New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Weeklies 


THE AMERICAN WEEKEND 
U.S. COAST GUARD MAGAZINE 
THE MILITARY MARKET 
ARMY-NAVY-AIR FORCE REGISTER 


Reid, Decker & Stocki Elects 
Robert Decker President 

Reid, Decker & Stocki, Newark, 
has elected Robert C. Decker 
president and treasurer and Jo- 
seph J. Stocki vp and production 
manager. Robert B. Reid, former 
vp and treasurer, has joined 
Wehner Advertising Agency, 
Newark. Mr. Stocki, formerly 
president of the agency, asked to 
be relieved of administrative de- 
tails. Mr. Decker formerly was 
secretary. 

Mrs. Ruth Falderer, formerly 
space buyer, has been elected sec- 
retary. Both Mr. Decker and Mr. 
Stocki hold 50% of the agency’s 
stock. 


Woodward Joins Newspaper 
Charles W. Woodward Jr. has 
been named manager of the clas- 
sified advertising department of 
the Providence Journal-Bulletin, 
succeeding James A. Doherty, who 


/has retired. Mr. Woodward for- 
|merly operated his own agency in 
Fall River, Mass. 


Get a new insight into how you can 
benefit by the right ba/ance in cov- 
erage of plants and job functions, 
editorial content, and percentage 
of sales leads converted into actual 
orders. 


Advertising Age, March 25, 1957 


13 Advertisers Join 
‘Today,’ ‘Tonight,’ 
‘Home,’ NBC Reports 


New York, March 19—Schedules 
were ordered on NBC-TV’s “To- 
day,” “Home,” and “Tonight” by 
13 advertisers during the past 
month, 

On “Home’’: International 
Swimming Pool Corp. (Wilson, 
Haight, Welch & Grover), 13 par- 
ticipations; McKesson & Robbins 
(Dancer-Fitzgerald-Sample), 13 
participations for Kessamin dietet- 
ic formula; Sloane-Delaware (E. T. 
Howard Co.), 13 participations; 
California Packing Corp. (Mc- 
Cann-Erickson), seven additional 
participations for Del Monte fruits 
and vegetables. 

On “Today”: Washington State 
Potato Commission (J. Howard 
Ryan & Son), eight participations; 
Midas (Bozell & Jacobs), five par- 
ticipations for its auto mufflers; 
Juvenile Shoe Corp. of America 
(Storm Advertising Co.), two par- 
ticipations; Westclox Division, 
General Time Corp. (BBDO), 26 
participations; Insurance Co. of 
North America (N. W. Ayer & 
Son), 23 participations; Olin 
Mathieson Chemical Corp. (Van- 
Sant, Dugdale & Co.), seven par- 
ticipations; Quality Courts United 
(Larrabee Associates), seven par- 
ticipations; Beltone Hearing Aid 
Co. (Olian & Bronner), two addi- 
tional participations. 

On “Tonight”: Yardley of Lon- 
don (N. W. Ayer & Son), 17 addi- 
tional participations. - 


LaGrave and Reynolds Join 
Truppe to Form New Agency 
Edward LaGrave Jr. and Carter 
L. Reynolds have joined R. J. 
Truppe Advertising Agency, Des 
Moines, Ia., to form Truppe, La- 


| Carter Reynolds Edw. LaGrave Jr. 


Grave & Reynolds Advertising 
Agency. The new agency has taken 
larger quarters 
at 535-6-7 Insur- 
ance Exchange 
Building, Des 
Moines. 

Mr. LaGrave 
since 1949 has 
been radio-tv di- 
rector and an ac- 
count executive 
of Lessing Ad- 
vertising Co. Mr. 
Reynolds has 
been associated 
with KRNT and KRNT-TV, Des 
Moines, for the past 16 years. Mr. 
Truppe has operated his own agen- 
cy since 1955. 


Who's Who in Music 
Sues Dell Publishing 

The owners of Who Is Who in 
Music Inc., Chicago, have filed suit 
in U.S. district court, Chicago, 
seeking an injunction to restrain 
Dell Publishing Co., New York, 
from using the Who’s Who title in 
Dell’s publications. Damages also 
are sought. 

The plaintiffs, Laurence M. Fine 
and Marjorie Montell-Bach, claim 
| they have used the Who’s Who in 
Music trade name in various pub- 
lications they have published since 
|/1927. The books feature biog- 
'raphies and photographs of musi- 
| cians, they allege. In the past year, 
they charge, Dell has brought out 
“Who's Who in Music & Records,” 
“Who's Who in Television,” “Who's 
Who in Hollywood” and “Who's 
Who in Western Stars.” 


R. J. Truppe 
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Between the covers of the July issue will be published the first full-scale, 50-year history of the 
appliance-radio-Tv industry. 


If your brand . . . your product .. . your organization . . . played a part in the history-making 
period, 1907 to 1957, you will doubtless want to appear in this permanent record. Out next July, 
Electrical Merchandising’s Golden Anniversary issue will give you a unique opportunity! 


For, this publication has developed with the industry . . . seen it grow from the first practical, 
motor-driven washer to the automatic marvels of today. Electrical Merchandising can recollect 
Hoover's first-time portable suction sweeper and the original Kelvinator and Frigidaire, circa 1914- 
1915. 


The Editors think this kaleidoscopic period deserves permanent recording rather than a mere 
chiaroscuro. 


They are certain that Electrical Merchandising's 41,000 subscribers will hang on to the July 
issue for months, indeed years, to come. It will become a valuable reference volume, a source book 
on major appliances, electric housewares, radio and television. 


That might be another reason for you to schedule your advertising in this historic July issue. 


For the first time in 50 years, an adequate listing of the significant devel- 
opments in the appliance-radio-TV business . . . all in one issue! Certain 
to be read, re-read and preserved as a permanent record! Will you be 
there? 
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Here are some of the editorial features which will mean longer life for your ad in the July issue . . . 


A chronological account of the appliance-radio-television business from its earliest beginnings in 
1879 . . . when Edison perfected the incandescent lamp . . . and 1882 when Edison's first power 
plant went into operation in New York. 


The dramatic story of lighting, wiring, fixtures and the first household appliances. 


Individual accounts of the familiar major appliances . . . home laundry equipment, refrigerators, 
freezers, ranges, water heaters and vacuum cleaners. 


Charts of business statistics, reflecting the year of introduction, present saturation, average an- 
nual rate of sale, average retail price, replacement and trade-in factors, probable rate of sale by 
1975. 


Portfolio of the early ads that ran in Electrical Merchandising from 1916 on. . . to reflect chang- 
ing aspects of the industry. 


An article on the future . . . present products, possible new products, probable distribution trends. 


If you want to be included in the history of the Industry's first 50 years, 
reserve space in Electrical Merchandising’s Golden Anniversary issue 
appearing next July. (Closing date, June 5). 


CELEBRATING OUR YEAR ...A GOLDEN ANNIVERSARY 
OF SERVICE AS THE INDUSTRY'S CENTER 
OF COMMUNICATIONS! 


Electrical 
Merchandising 


A McGRAW-HILL PUBLICATION ¢ 330 WEST 42ND STREET, NEW YORK 36, NEW YORK @ 


alone will cover the market alone ® 
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Advertising Age, March 25, 1957 


N.Y. Afternoon 
Dailies Go to 10¢ 


on Newsstands 


‘Post’ and Morning 
Newspapers Retain 5¢ 
Price for the Nonce 


BPS Paint Push Is Set 

In a spring campaign, Patter- 
son-Sargent Co., Cleveland, maker 
of BPS paint, will conduct its 
largest tv campaign, according to 
I. G. Black, vp and sales director. 
Commercials on Dave Garroway’s 
“Today” will be carried by 75 sta- 
tions. Local tv advertising in 25 
cities is planned, with accompany- 
ing tie-in campaigns by BPS sales 
representatives starting April 12. 
D’Arcy Advertising Co., Cleveland, 
is the agency. 


NAM Booklet Tells About 
Technician Opportunities 

The education department of 
the National Assn. of Manufac- 
turers has published a 32-page 
educational aid booklet called 
“Your Opportunities in Industry 
as a Technician.” 

The booklet emphasizes _ the 
shortage of technical specialists 
and urges young people to con- 
| sider this field. Copies are avail- 
able from NAM, 2 E. 48th St., 
New York. 


If you sell through Industrial Distributors, 
keep their salesmen under ‘‘full steam” with... 


P.S. And if you don’t, 

find what th . ictri H 

do ter yee ak tae Industrial Distribution 

se new free handbook, 
industrial Distributors’ 


A McGraw-Hill Publication (ABC-ABP) New York 36 


New York, March 19—The 
World-Telegram & Sun today be- 
came the first New York newspa- 
per to jump from 5¢ to 10¢ a copy. 
Hearst’s New York Journal- 
American will take the plunge 
with tomorrow’s editions. The 
New York Post seemed content 
today to stand pat with its week- 
day 5¢ price, at least for the time 
being. 

The World-Telegram, in an- 
nouncing its “first increase in 13 
years,” cited publishing costs that 
have “more than doubled” since 
1944. It asserted that the major 
factors in the cost spiral have 
been “steady increases in labor 
costs and the price of newsprint.” 

Seymour Berkson, publisher of 
the Journal-American, used Page 
1 space today for the 10¢ price | 
announcement, but added that the 
“news and feature content of our 
newspaper will be substantially 
increased.” He cited specifically 
enlarged sports, financial and | 
smart-set sections. 

According to Mr. Berkson, the | 
Journal’s bill for newsprint and | 
wages comes to “$14,000,000 a | 
year more today than it did in 
1943.” He added: “With the new 
increase to $134 a ton just put into 
effect on March 1, our bill for 
newsprint—the paper we print on 
—has increased 236% in the same | 
period.” 


® Meanwhile, the New York Post | 
indicated it would not go up to/| 
10¢ this week, but that a decision 
to make such a move might come 
shortly. 

In the morning field, the New | 
York Times said it intends to re- | 
main at its 5¢ weekday price. Re- 
cently the Times pushed its Sun- 
day price to 35¢ a copy beyond the 
100-mile metropolitan radius. In 
the city and suburbs, the Sunday 
Times is 25¢. 

The New York Herald Tribune | 
has “no immediate plans to go up 
in price, although we are aware 
that économic conditions affect all 
newspapers.” The Trib “might go 
up later,” ADVERTISING AGE was 
told. The price would probably be | 
10¢ “because it is not practical to | 
ask a price between 5¢ and 10¢ 
when there are so many commut- 
ers running to catch trains.” 

Tex James, assistant business 
manager of the New York News, | 
said, “We have no comment to/| 
make right now” about whether | 
that newspaper will advance its | 
newsstand price. The News now | 
gets 4¢ a copy in the city and 5¢ 
in the suburbs. 

An executive of the New York | 
Mirror said that the management | 
of that newspaper has been dis- 
cussing a price increase, “but no 
decision has been reached.” ° 


Kleen-Stik Names Milke 

Leonard Milke has been named 
advertising manager of Kleen- | 
Stik Products, Chicago, maker of | 
pressure sensitive adhesive prod- 
ucts. Mr. Milke formerly held ad 
and sales promotion posts with | 
Standard Manifold Co. and Ray- | 
theon Mfg. Co. 


‘Diner’ Names Englander 

H. H. Englander, formerly gen- 
eral sales promotion manager of 
Merck & Co., has been appointed 
publisher of Fountain, Luncheon- 
ette & Diner, New York. 


Dallas News readers 


pend MORE... 


= and there are 
-=-MORE of them! 


In Dallas’ Out-of-Town Market: 


91,000 out-of-town customers in the Dallas Market 
have active charge accounts in one or more Dallas 
Charga-Plate stores. 


In Dallas’ City & Retail Trade Zone: 


MOST DALLAS STORES’ CHARGE-ACCOUNT 
CUSTOMERS PREFER THE NEWS! 


STORE AIBIC;|D;i/E;FIGiH] 1] 4 92,000 out-of-town families in the Dallas Market sub- 
RAR Ss aes Toro Lo ae aoe scribe to The Dallas Morning News. 
*ionews | 84 | 72 | 73 | 78 79) 85) 70) 72) 77|79 One Dallas store says 95% of its out-of-town, charge- 
ibe to The News! 
SuBscRIBE | 50 | 60 | 50 | 58 | 51} 55 | 56 | 59] 52 | 58 account customers subscribe to i 
Out-of-town customers are responsible for 35.2% of 


1956 Consumer Inventory, Dan E. Clark II & Associates Dallas’ retail sales volume! 


This predominance of News subscribers 
among Dallas’ charge-account customers, in Dallas and the larger 
Dallas Market, is further proof of the greater buying power of News 
readers. The Department of Agriculture and the Federal Reserve 
have established that people with the wherewithal to buy, buy more. 
CONCENTRATE your advertising in The Dallas News, GET The 
News’ 20% larger circulation and selective quality coverage of 
Dallas and the larger Dallas Market — and SELL MORE! 


he Dallas Morning 


Member, Metro Sunday Comics Network 


ONLY THE DALLAS NEWS 
COVERS THE 
BIGGER DALLAS MARKET 


CRESMER & WOODWARD, Inc. @ National Representative 
New York @ Chicago @ Detroit @ Los Angeles @ San Francisco © Atlanta 
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Mueller Climatrol 


Builds Massive 


Drive on Health Motif, Plus ‘Cathy’ 


MILWAUKEE, March 19—Mueller | 
Climatrol, Milwaukee manufac-| 
turer of year ‘round indoor air 
conditioning equipment for res- 
idential and commercial use, is 
putting to work a mighty cute little 
saleslady. 

She is “Cathy Climatrol”—a pert, 
four-year-old Chicagoan—who is 
selling “health and comfort” for 
Mueller, a Worthington Corp. divi- 
sion. 

The campaign grew out of sur- 
veys revealing that the average 
homemaker and her husband have 
inadequate knowledge of the real 
importance of heating and cooling 
in the home. Few realized, until 


Prgd- this mbes i. sah home 


DOLL—This ad featuring pert 

“Cathy Climatrol,” youthful sales 

girl of Mueller Climatrol, is sched- 

uled for the May Better Homes & 
Gardens. 


shown, the close parallel between 
properly controlled indoor living | 
conditions and the state of gu 
of the entire family. 

The young Chicago miss was 
chosen as “Cathy Climatrol” after | 
a nationwide search for the image | 
that could carry forward the con- | 
tinuing theme of health and com-| 
fort in line with plans of Mueller 
Climatrol and its agency, Klau-Van 
Pietersom-Dunlap. 


® Backed by the strongest adver- | 


nF That seb Again 
the 24th annual | 


National Premium 


Buyers Exposition 


. «the hub of the premium industry. 
under auspices of the 
Premium Advertising Association of America, Inc. 


APRIL 8-9-10-11, 1957 
CHICAGO 
NAVY PIER 


WANT FACTS on how to use the 
profitable premium way to build 
your sales? You'll find the an- 
swers when you attend NPBE. 


Company executives, premi- 
um users, buyers save time 
by writing in advance on 
their company letterhead for 
Admittance Credentials and 
registration forms to this 
exclusive trade exposition. 


A. B. COFFMAN ASSOCIATES: 
111 West Jackson Bivd., Chicago 4, Ill. 


| 
| 


tising and merchandising program 
in Mueller’s 100-year 


a drive aimed at blanket coverage 
of the consumer market, telling the 
importance of proper indoor cli- 
mate for healthful living. 

The campaign, using. shelter 
magazines, will be augmented 
with an intensive program in 
architectural and builder business 
publications. Both campaigns will 
furnish the basis for concentrated 
dealer support at the local level. 
A complete package of merchan- 
dising support will provide help 
with specific promotions through- 
out the year. 

The consumer publications to be 
used in the drive include Better 
Homes & Gardens, Home Moder- 
nizing, House Beautiful Building 
Manual, House & Garden Book of 


history, | 
“Cathy Climatrol” will spearhead | 7 
|for emotion appeal. One ad, for 


Building, and New Homes Guide. 

Covering the trade will be Amer- 
ican Builder; Architectural Record: 
Heating, Ventilating & Air Condi- 
tioning Guide, Practical Builder, 
Sweet’s Catalog and Thomas’ Reg- 
ister of American Manufacturers. 

Mueller ads in the consumer 
publications have been designed 


example, will show “Cathy” hold- 
ing up an empty dinner plate. The 
headline points out that there are 
“no summer slumps in appetites 
with Mueller Climatrol cooling.” 


® Another will show “Cathy” 
dressed as a nurse, caring for her 
doll, under the banner: “Just make 
believe sniffles.” But the theme of 
healthful conditions will be 
punched out as the sub-lead de- 
clares that “Mueller Climatrol 
keeps out cold and colds.” 

Still another ad shows “Cathy” 
putting in a doll house furnace | 
unit, under the headline: “This | 
makes a Real home.” | 


Turning “Cathy Climatrol” into | 


Cathy 


Sutherland 


Franc 


CATHY & FRIENDS— “Cathy Climatrol” poses with planners of Mueller 

Climatrol’s new campaign. With her are William Sutherland, Muel- 

ler ad manager, and Jerry Ream, account executive, and Spence 
Franc, art director, Klau-Van Pietersom-Dunlap, Milwaukee. 


leading 


THIS EMBLEM MAKE 


ADVERTISERS WHO USE 


YOUR SHOPPING EASY! 


Look for these emblems in 
Better Homes and Gardens 


The Yellow Pages emblem is your sign 
of quick, convenient shopping. Here are 
some leading advertisers displaying this 
emblem in their ads to help you locate 
their authorized dealers. Look for it in 
magazines, in newspapers, on TV and on 
billboards to make your shopping easy. 


BE MEM PPD 
Bebe Bi Be Be Be fhe 


LIBBEY- OWENS-FORD ADvERTISING 
DIRECTS PROSPECTS TO DISTRIBUTORS AND 


< 


Pad tee 
eretens HncteNs 


Dowie te The 


Yeliow Pages 


This Better Homes and Gardens 
spread in April... another in the 
Post, April 6, and a full page in 
Life, April 1... feature the 
names of advertisers using the 
Yellow Pages emblem. 


2,000,000 colorful mailing pieces 
announce the tie-in promotion to 


dealers of participating firms. 
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a dealers’ sales tool is basic in the 
campaign. A full program directed 
toward this end has been created. 


the first broadside to dealers tell- 
ing them of Mueller plans. The 
Mueller dealer package includes 
business cards, imprinted T-shirts, 
uniforms and stationery, once-a- 
month match mailing promotions 
and financing details. In addition 
to these is a full series of sales 
promotion aids—decals, match- 
books and point of purchase mate- 
rial to identify the dealer as a part 
of Mueller Climatrol and its na- 
tional advertising program. 


® The local advertising program 
for dealers will be backed by a 
flood of ad mats, radio and televi- 
sion scripts, full-color newspaper 
insert pieces, literature, direct 
mail and outdoor posters. 

All ads used during the year will 
be developed into promotion pieces 
for direct mail, with dealers pro-| 
viding copy material to localize the 
direct mail piece, tailoring it to 


“Cathy” initiated the program with | 


their particular needs. 

“‘Cathy Climatrol’ will spear- 
head all of our consumer advertis- 
ing and merchandising,” H. P. 
Mueller Jr., sales vp, declared. 

Mueller has engaged the public 
relations division of Klau-Van 
Pietersom-Dunlap to develop a 
| trade press promotion and feature 
| stories on the company. « 


well. 


Sawyer-Ferguson Adds Office 
Sawyer-Ferguson-Walker Co., 
newspaper’ representative, has 
opened an office in Seattle under 
Claude Ratliff, formerly in the 
company’s San Francisco office. 
The Seattle office in the Joseph 
Vance Bldg. covers Washington, 
Idaho, Oregon and Montana. 


Block Joins KRON-TV 


| Tribune, 
motion manager of KCRA-TV,| pers. 


|rector of sales promotion and mer- | 
chandising of KRON-TV, San) 
Francisco, 
Reavis Jr., who has resigned. 


New York, 


News, 


March 20—Hiram 


Walker Offers Rolls Royce (as Featured in 
Imperial Ads) as Prize in Consumer Contest WIN THIS NEW 


6,000,000, the company says. The 
Walker Inc. is offering consumers | blanks are obtainable at liquor 
the privilege of naming the “head-| stores and taverns or by writing 
less” chauffeur in its ads—and a| the company. Foote, Cone & Beld- 
chance to win a Rolls Royce as| ing is the agency. 


Walker’s contest is built around Sq@les Promotion Unit Bows 
the uniformed chauffeur, face un- 
seen, who carries a case of whisky | Airline sales promotion manager | 
in Imperial ads. The Rolls Royce|in San Francisco, is organizing a| 
is the first prize; 5,000 additional 


prizes of a set of six old-fashioned 
glasses are offered. 

The contest, open only to adult 
residents of New York state, is 
being promoted with pages in four 
New York dailies (Times, Herald- 
World-Telegram 
Richard C. Block, formerly pro- | & Sun) and 16 upstate newspa- 
It continues through the 
Sacramento, has been named di-| first week of April. 
Hiram Walker has printed al- 
most as many entry ballots as 
succeeding John W. were used in New York in the last 
|Presidential election—more than 


Harry Dangler, Trans 


Sales Promotion Executives Assn. 


and Boston. 


Sheatfer Buys ‘Secretary’ 
the CBS-TV network show, 


Bros. in behalf of Dove. 


World 


for Northern California. The San 
Francisco chapter will. be estab- 
lished by some 30 local sales exec- 
utives on the same basis as chap- 
ters now operating in Los Angeles, 
Chicago, New York, Philadelphia 


Sheaffer Pen Co. will co-sponsor 
“Pri- 
vate Secretary,” starting April 2. 
The alternating sponsor is Lever 


ning Post. It’s 


advertisers. 


Pages to direct 


These are some of the ways Telephone 
Companies promote the Yellow Pages 
emblem in communities across the nation. 


advertisers tie-in 
emblem promotion! 


The Yellow Pages emblem will be displayed by 104 
leading advertisers in their April ads appearing in 
Better Homes and Gardens, Life and Saturday Eve- 


part of a continuing Yellow Pages 


emblem promotion. In these same magazines, Yellow 
Pages emblem ads feature names of participating 


These 104 advertisers are among the hundreds who 
have been using Trade Mark Service in the Yellow 


prospects to their dealers. Now, to 


make their national advertising even more effective 
they are displaying the Yellow Pages emblem in their 
ads to guide prospects to their authorized dealers. 


2,000,000 colorful mailing pieces prepared for par- 
ticipating advertisers, will alert their dealers to the 
local sales impact of the Yellow Pages emblem. 


Telephone Companies are promoting the Yellow Pages 
emblem in their communities: in newspapers, TV 
and billboards. Retailers too, display the emblem to 
get more business. 


= 


TO MAKE YOUR SHOPPING EASY! 
BILLBOARDS 


TRUCK POSTERS 


BILL INSERTS 


es a 


ese aaeweeee 


Aero Mayflower Transit Co. 

Airtemp Div. of Chrysler Corp. 
Albertson & Co., Inc. 

Allied Van Lines, Inc. 

Aluminum Company of America 
American Kitchens Div. Avco Mfg. Corp. 
American Radiator & 

Standard Sanitary Corp. 
Armstrong Furnace Co. 
Armstrong Rubber Co. 

Black & Decker Mfg. Co. 
Briggs & Stratton Corp. 

E. L. Bruce Co. 

Bryant Mfg. Co. 

Carter Carburetor Corp. 
Central Mutual Insurance Co. 
Chelsea Products, Inc. 
Choremaster Div., 

Weber Engineered Products, Inc. 

Congoleum-Nairn, Inc. 

Crane Co, 

DeSoto Div. of Chrysier Corp. 
Deico Appliance Div., General Motors Corp. 
Devoe & Raynolds Co., inc. 
DeWalt, inc 

Dictaphone Corp. 

Eagle-Picher Co. 

E. |. du Pont de Nemours & Co. 
Electric Auto-Lite Co. 

Electric Storage Battery Co. 

Eljer Div., Murray Corp. of America 
Emery industries inc. 

Employers Mutuals of Wausau 
Evinrude Motors Div., 

Outboard Marine & Mfg. Co. 
Fedders-Quigan Corp. 
Fibreboard Products Inc. 
Formica Co. ® 
Frigidaire Div., General Motors Corp. 
General Electric Co. 

Glidden Co. 

Gould-National Batteries, Inc. 
Hardware Mutual Casualty Co. 
Hobart Mfg. Co. 

Homelite Corp. 

Hoover Co. 

Hotpoint Co. 

Hunter Douglas Corp. 
international Harvester Co. 
Jacuzzi Bros., Inc. 

Jarman Shoe Co. 
Johns-Manville Corp. 

Johnson Motors Div., 

Outboard Marine & Mfg. Co. 
Kentile, Inc. 

Kirsch Co., Inc. 

Lawn-Boy Div., Outboard Marine & Mfg. Co. 
Lennox industries, Inc. 

Levolor Lorentzen, inc. 
Libbey-Owens-Ford Glass Co. 
Lyon Van & Storage Co. 
Magnavox Co. 

Martin-Senour Co. 

Masonite Corp. 

Minneapolis Honeywell Regulator Co. 
Mitchell Mfg. Co. 

Moto-Mower Co. 

National Chemical & Mfg. Co. 
National Cash Register Co. 

New Castle Products Inc. 
Norge Div., Borg-Warner Corp. 
North American Van Lines, Inc. 
Nunn-Bush Shoe Co. 

Overhead Door Corp. 

Paddock Pools, Inc. 

Pennzoil Co. 

Plymouth Motor Corp., Div. Chrysler Corp. 
A. H. Pond Co., Inc. 

Radio Corporation of America 
Regina Corp. 

Research Products Corp. 
Revco, inc. 

Reznor Mtg. Co. 

George D. Roper Corp. 

Rock of Ages Corp. 

Ruberoid Co 

Scott-Atwater Mfg. Co. 

Smith, A. 0. Corp. 

Sta-Nu Corp 

Standard Dry Wall Products, Inc. 
Studebaker-Packard Corp. 
Surface Combustion Corp. 
Tonemaster Mfg. Co. 

Toro Mfg. Corp. 

Underwood Corp. 

Union Oil Co. 

United Van Lines, Inc. 

U. S. Rubber Co 

Uvalde Rock Asphait Co. 

Victor Adding Machine Co. 
Webcor inc. 

Western Too! and Stamping Co. 
Westinghouse Electric Corp. 
Whirlpool-Seeger Corp. 

Willard Storage Battery Co. 
Worthington Corp. 

York Corp. 

Zenith Radio Corp. 


4 | URE! CONTEST CLOSES SaTURDAY. arm. 1 


x. ROLIS ROYCE! 


OPPORTUNITY—Hiram Walker offers 
a Rolls Royce as the first prize in 
its chauffeur-naming contest. 


Kaiser Aluminum to Use 22 
Magazines for New Subsidiary 

A total of 22 national magazines 
will be used by Kaiser Aluminum 
& Chemical Corp., Oakland, for its 
new wire and cable subsidiary, 
purchased from U.S. Rubber Co. 

Announcement ads for electrical 
conductors, prepared by Young & 
Rubicam, San Francisco, will ap- 
pear in 11 two-color pages in the 
April issue of Electrical World. 
The March to May series will in- 
clude three two-color spreads in 
seven magazines and one two-color 
spread in six magazines. 


Cappel, MacDonald Book Out 
Cappel, MacDonald & Co., Day- 
ton, has published the i957 edition 
of its prize incentive catalog. The 
96-page book, with four-color il- 
lustrations, describes merchandise 
available for prize incentive plans. 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 


TV MarKET 
73.2% 


station share 
of sets... (ars) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


Represented Nationally —Avery-Knodel, Inc. 
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FORT WAYNE .. . Indiana's Golden Zone 
Now a $155,565,000 Auto Market 


Official expansion by the ABC of Fort Wayne's retail 
trading zone makes the 15-county, billion dollar 
Golden Zone one of Indiana's richest automotive 
markets too. The addition of Wabash and 
Kosciusko counties by the ABC boosted the area's 
annual automotive sales to $155,565,000. Total 
retail sales have reached $665,402,000. 


*All figures SRDS 2-15.57 
FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


The News-Sentinel © THE JOURNAL: GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


This Week in Washington ... 


Small Business Report Asks Senate 
to Restrict Fair Trade Operation 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, March 21—Mem- 
bers of the Senate small business 
committee have been among the 
strongest supporters of fair trade 
laws. So imagine their consterna- 
tion this week when they received 
copies of a 118-page monograph, 
just published under the commit- 
tee’s seal, which calls for legisla- 
tion knocking out exclusive fran- 
chises, and making it illegal for 


suppliers to withdraw franchises 
from outlets which sell below the 
minimum resale price. 

The study by Dr. Vernon A. 
Mund of the University of Wash- 
ington, Seattle, has a provocative 
title: “The Right to Buy—and Its 
Denial to Small Business.” In it 
Dr. Mund, who served as a econ- 
sultant for the committee, laments 
that existing law allows sellers to 
choose their outlets. Arguing that 
this is a “gross distortion” of the 


BECKER. HOROWITZ 
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OMEN 


ARE 
ONDERFUL 


THEYD RATHER SHOP THAN EAT. And some are more wonderful than others. We're pointing out today’s “carriage 
trade” people—the 21 million Women Who Work. They influence $59 billion in retail sales. Retailers are doing somersaults to get 
their business: night openings, box lunch shows, speed charga-plates, office deliveries, extra sales help from 12 to 2. The best of 


the best customers, 242 million businesswomen, read CHARM MAGAZINE —Largest circulation in the fashion field 


Advertising Age, March 25, 1957 


true nature of the free market, he 
says “sellers enter a market to 
sell—not to refuse to sell.” They 
can specify the terms of sale, re- 
quire the purchase of stated quan- 
tities and refuse to sell for less 
than a satisfactory price, but “any 
other form of selection is an ex- 
pression of favoritism, personal 
animosity or monopoly power.” 

To assure that small business 
men get the products they want 
to handle he would require sup- 
pliers to file franchise terms with 
the Federal Trade Commission. Af- 
ter FTC approves the plan, the 
supplier would be required to deal 
with any outlet which meets the 
conditions. So that “refusal to 
deal” cannot be used to enforce 
fair trade prices, he says resale 
price maintenance laws should be 
amended so that it will be illegal 
to withdraw a franchise as a 
means of enforcing the supplier’s 
fair trade price. 

In a covering letter, Sen. John 
Sparkman (D., Ala.), the commit- 
tee chairman, said that “refusal 
to deal” is a pressing problem 
which has received only slight at- 
tention. “It is our hope,” he ex- 
plained, “that this staff study will 
stimulate discussion of the prob- 
lem and lead to a fuller under- 
standing of the impact of ‘refusal 
to deal’ on American business.” 


BLS Plans Cost of Living 
Check—If It Gets Money 

If the congressional economy 
drive spares the $114,000 sought 
by the Bureau of Labor Statistics 
for rechecks on the accuracy of 
the cost-of-living index, marketers 
may soon get some new bench 
marks on changes in buying habits 
since 1950-51. 

With average wages up 25% in 
the past five years, BLS chief 
Ewan Clague thinks the 300 items 
which made up a typical market 
basket in 1950-51 may no longer 
be representative. Since each half 
point in the index changes esca- 
lator-clause contract payrolls by 
$80,000,000, he figures industry 
and labor both want to be sure the 
index is statistically sound. 

While the new studies would 
give a good picture of spending 
in a limited number of areas, 
they would not be comparable, of 
course, to the gold mine of detail 
which has become available as 
a by-product of the nationwide 
studies of 1950-51. Present plans 
call for surveys limited to a mazx- 
imum of half a dozen markets be- 
fore deciding whether sufficient 
change is indicated to warrant 
more extensive field work. 


FCC Report on Networks 
May Be ‘Rough Dratt' 

FCC Chairman George C. Mc- 
Connaughey is apparently begin- 
ning to wonder whether the com- 
mission’s network study group 
will meet the June 30 deadline 
which has been fixed for its re- 
port recommending changes in the 
commission’s regulations on net- 
work affiliation agreements. 

For nearly a year the chairman 
has confidently predicted the 
study group’s report will be ready 
on time. But last week while testi- 
fying before the Senate commerce 
committee he backtracked a bit, 
and predicted only that a “rough 
draft” will be ready by June 30. 

Unlike the commission itself, 
the study group so far has been 
able to keep its secrets secret. De- 
spite this cloak of anonymity, how- 
ever, it is known that the study 
group is still sending out compli- 
cated questionnaires to film syn- 
dicators and networks. So there 
obviously is substantial analyzing 
and editing still to be done. e 


D-F-S Names Lauchner V.P. 


Norman Lauchner has been ap- 
pointed a vp of Dancer-Fitzgerald- 
Sample, New York. He joined the 
agency in 1953 as an account ex- 
ecutive. 
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What San Francisco Examiner Leadership Means to You 


When you look at the record, 
two things stand out immediately: 


1. The Examiner is preeminently the reader's and adver- 
_ tisers' favorite newspaper and generates the sales you 
want. 


2. Such leadership also guarantees to your advertising 
an influence and prestige over and above the happy re- 
sults at the cash register. 


Circulation:* 
Measures public favor of The Examiner 


Daily Now more than any other northern California daily or 
Sunday newspaper. 


Sunday More than any other two Sunday papers combined. 


Total Advertising: 


Shows how all advertisers value The Examiner 


Daily One million, two hundred thousand lines more than the 
daily and Sunday total of the second San Francisco paper. 


Sunday Four-and-a-half million lines more than the other Sunday 
paper in San Francisco. 


Total First in northern California by more than 2 million lines. 


Department Store Advertising: 


Tells what top retailers think of The Examiner 


Daily Almost as much as the other three San Francisco dailies 
combined. 


Sunday Twice as much as the competing Sunday newspaper in 
San Francisco. 


Total Almost twice as much as any other newspaper in northern 
California. 


For a detailed record of our |956 leadership in retail, 
classified, national, automotive, financial and other ad- 
vertising classifications, we refer you to Media Records 
Annual or Hearst Advertising Service Inc. (offices in all 
principal cities). 


*ABC Publishers Statement 9/30/56 


SAN FRANCISCO EXAMINER C) Hevthern Califovala's Nemepipes Manibasiien 
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THE WILBUR HARTBERG'S 360-ACRE FARM exemplifies the new horsepower and new housepower of the Midwest MRS. HARTBERG PREPARES MEALS for her family in an all-electric 
farm market. Their new rambler is as modern as any in “Suburbia’’. A new type barn, housing 116 steers, kitchen. Midwest farm homemakers make more purchases of 
has all the latest equipment for reducing manual labor. Capital investments of Midwest farmers are packaged foods than city housewives because their families aver- 
twice the national average. age larger and they serve more person-meals. 


MORE HORSEPOWER...MORE HOUSEPOWER... 


MORE SALESPOWER!: 


For fast sales action, appliance dealers 
choose Midwest Unit Farm Papers 6 to 1 


px (2 ee 


vee ee Biss MetletRie %, 


HERE THE HARTBERGS CONSULT WITH A. E. LINK, their Windom, Minn. appliance dealer, our 12th annual “Buying Intentions” survey, listing some 300 items and the quantities 
about a wall-type refrigerator that will be the next improvement for Mrs. Hartberg’s of each they plan to buy this year. Determine the sales potential for your product in 
kitchen, Midwest farmers plan to buy 1,344,603 home appliances in 1957, according to _ the “world’s richest farm market” by writing for your copy now. 
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MR. HARTBERG GIVES YOU HIS REASONS for the reliance he and all members of the family 
place on their local Midwest Unit farm papers: ““We always depend on The Farmer for 


practical new ideas. In fact, you might say we buy the idea from our farm paper before 
we go into town to buy what we need to put the idea to work.” 


MR. AND MRS. HARTBERG, WITH SON, Juhl, 15, and daughter, Janis, 11, make their deci- 
sions on future investments at informal meetings of the “board of directors’. Current 
plans for additional construction include two new silos, a concrete apron for the feed 
lot and another building to house equipment. 


THE WILBUR HARTBERGS of Windom, 
Minnesota, and 1,286,992 Midwest farm fam- 
ilies like them, make up the market that de- 
serves first consideration on your advertising 
schedule. Here’s why: 


e Midwest farm incomes are more than double 
the national average. 

e Farmers are Midwest retailers’ biggest and 
best customers. 

e Midwest Unit Farm Papers give you deep 
and complete penetration of the market. 

The five local farm papers in the Midwest Unit are preferred 
by the Midwest’s Wilbur Hartbergs by a better than 3 to 1 
margin over the second ranking publication. By a score of 6 to 
1, nine different categories of retailers say these publications 
give them the best results in sales. These are facts substantiated 
by independent surveys and by the good judgment of advertisers 
themselves who, since 1948, have given Midwest Unit Farm 
Papers an advertising lineage gain of 50% compared with 7% 
for the farm publication in second place. 

So advertise in the farm market which has more housepower 
and more horsepower, through the medium that gives you MorE 
SALESPOWER. Buy the Unit, one order, one plate at a substantial 
saving in rates. 


GET MORE DEALER ACTION WITH 
MIDWEST UNIT FARM PAPERS 


MIDWEST UNIT 


FARM PAPERS 54.6% 


Appliance wholesalers asked 2,737 dealers: 
“In what farm publication do you prefer to see 


a. 8.7%, advertising for merchandise you sell?” Their 
al preferences, based on 476 replies, are shown 
A here. Other dealer preference surveys avail- 
able on request. 
FARM 
MAGAZINE 7.3% 
B 


FARM 
MAGAZINE 9 0.6% 
c 


Bene cere: 


SELL FIRST WHERE SALES COME FASTER AND BIGGER 
... through the midwest medium that gives you MORE! 


The reason more advertisers are putting the Midwest Farm Paper Unit at 
the head of their farm market schedules is the need to make advertising 
more selective. Coverage in the world’s richest farm market is basic and 
the Midwest Unit Farm Papers offer: 


MORE ADVERTISING FLEXIBILITY: Localized Mia- 


west Unit Farm Papers allow you to key your advertising to each of their 
respective markets. Vary product, copy appeal, timing and size if you wish. 
List your dealers by states. 


MORE PRESTIGE: Midwest Unit Farm Papers enjoy highest 


Advertisdeahere FARMING IS BIG BUSINESS AND GOOD LIVING 


prestige because their farm family subscribers know these publications are 
published exclusively for them. 


MORE IMPACT: Your interests are best served by the medium 
that is directed at the local level, caters to local needs and closer coopera- 
tion from local dealers. 


MORE DIRECT RESULTS: Midwest Unit Farm Papers let 


you pin-point your sales efforts, gear them to sales potentials, check the 
results in sales. No other medium can give you such complete penetration 
in the basic farm market. 


SALES OFFICES AT: 


35 E. Wacker Drive, 
Chicago 1...250 Park 
Avenue, New York 17, 
New York ...110 Sutter 
Street, San Francisco 5... 
672 South Lafayette Park 
Place, Los Angeles 57. 
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50,000 key radio-electronics 


prospects want to know what 
you have to sell to the nation’s 
second largest industry. These 
are the men who regularly re- 
fer to their action-producing 
IRE DIRECTORY because it is 
the only completely up-to-date 
source book in their field. 


This Directory is right for them 
since it's classified the way 
an engineer thinks. Your ad 
facing these vital and well 
read listings gets attention 
right where it serves the 
reader best. 


If you're active in radio- 
electronics you almost must 
be in the 1958 IRE DIRECTORY. 
Call us for the details. 


1958S IRE DIRECTORY 


Grocery Products 


Topped 4th Quarter 
Spot Radio Spending 


New York, March 20—Heaviest 
product category during the fourth 
quarter of 1956 in spot radio ad- 
vertising was the food and grocery 
products grouping, with 17.1% of 
the $46,442,000 quarter gross esti- 
mated by the Price Waterhouse Co. 
for the Station Representatives 
Assn. 

Tobacco products accounted for 
9% of the total in the fourth quar- 
ter, as against 14.6% in the previ- 
ous quarter. Publications and re- 
ligious purchases accounted for 


graph and musical instruments, 
which did not appear in the pre- 
vious quarter’s report, came out 
with 6.9% of the total. 

The leaders were: 


1. Food and grocery products ........ 17.1% 
sis EEE 9.0 
ss ccccenesiinsichsnnnen erties 8.7 
ee I IIIT. citirescccnrecrerececertncion 8.2 
I RD ca ccassneneettiibial 74 
6. Tv, radio, phonograph, musi- 


PIED siccvcesissstitesstionionse 
. Gasoline, lubricants ... 
. Cosmetics, toiletries .................... 
SII - stinisteienniitenavidinicciebunions 
. Consumer services .................60.. 


ovwvomn 


Film Company Expands 
National Telefilm Associates, 


New York, film distributor, has 
opened a booking and shipping of- 


| 


1.3% and 1.6% respectively, and a 
group covering tv, radio, phono- | 


Advertising Age, March 25, 1957 


Getting Personal 


Robert A. Huss, a senior in marketing in the School of Commerce 
at University of Southern California, was the February recipient of 
a Christmas present of $335 from Stromberger, LaVene, McKenzie, 
Los Angeles advertising agency. The money, in the form of a schol- 
arship, represented what would have been spent for Christmas gifts 
to some of the agency’s clients. . . 

Clay Buckout, ad manager of Life magazine and Class of ’32 of 
Fordham, received an “achievement award in the field of com- 
munication arts” from George A. Brenner, president of the Fordham 
College Alumni Assn... 

Marion Harper Jr., presi- 
dent of McCann-Erickson 
Inc., has written the “Op- 
portunities in Advertising” 
section in the 1957 “Book of 
Knowledge Yearbook.” Mr. 
Harper advises aspirants to 
an advertising career that 
they should decide early 
whether they are “what to 
say” or “how to say it” peo- 
ple... 

Wayne Welch, president of 
Wayne Welch Inc., Denver 
advertising and public rela- 
tions firm, has been appoint- 
ed to the national board of 
directors of the Government 
Public Relations Assn., a 
division of the American 
Municipal Assn... 


WALTERS MEET—Connecticut neigh- 
bors Walter O’Meara (right), AA 
Paul account 


columnist, and Walter Lowen, New 
York advertising placement spe- 
cialist, met while on vacation in 
Venezuela and had their pictures 
taken for the “small world” record. 


H. Brown, 
exec of Bozell & Jacobs, Chi- 
cago, is telling about a new 
daughter, named Gwenyth 
McCord, born on March 12 
in suburban Highland Park 


INSTITUTE OF RADIO ENGINEERS alee GO EAE tin eet Seboneea 


pero to handle its own increased 
activity as well as that of its sub- 
sidiary, the NTA Film Network. 


THE 
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YOU MIGHT PITCH A PERFECT WORLD SERIES GAME* — 


BUT ... NIELSEN PROVES YOU NEED WKZO-TV 
TO STRIKE THEM OUT IN 
KALAMAZOO-GRAND RAPIDS! 


November, 1956 Nielsen figures (below) show that WKZO-TV is the top buy in 
one of America’s top-20 television markets. In fact, WKZO.TV delivers more 
viewers nighttime DAILY than the second station delivers MONTHLY, day 
or night! 

WKZO-TV is the Official Basic CBS Television Outlet for Kalamazoo-Grand 
Rapids and Greater Western Michigan. It serves over 600,000 television families 
in 29 Western Michigan and Northern Indiana counties. 


pan YA, NIELSEN NCS No. 2, NOVEMBER, 1956 | 
DAYTIME NIGHTTIME 

No. of Monthly Weekly Daily Weekly Daily 

Station TV Homes Homes NCS NCS NCS NCS | 

in Area Reached Cire. Cire. Cire. Cire. 

WKZO-TV | 633,120 489,170 421,820 292,720 464,530 378,080 | 

Station B 512,980 372,000 310,720 203,170 348,140 278,660 | 


The Fetver SHlatlions 


WKIO-TV — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
ba: Fray Hy GRAND RAMOS 

— GRAND RAPIDS KALAMAZOO 
KOUN. TY — LINCOLN, NEBRASKA 


Arsoccated with 
‘WMBD RADIO — PEORIA, KLINOIS 


WKZO-TV_ 


100,000 WATTS @ CHAKNEL 3 @ 1000’ TOWER 


Kalamazoo-Grand Rapids and Greater Western Michigan | 
Avery-Knodel, Inc., Exclusive National Representatives 
*Don Larsen of the Yankees did it on October 8, 1956. 


Hospital. She has a brother, 
Douglas Evans Brown, aged 5... 

Another Chicago newcomer arrived on St. Patrick’s Day for Em- 
mett Curme, AA editorial staffer, and his wife Barbara. The baby 
girl, as yet unnamed, joins a brother and two sisters... 

Stuart F. Louchheim, president of Stuart F. Louchheim Co. and 
president of the Academy of Music of Philadelphia Inc., was named 
recipient of the first NBC Public Service Award in the area by 
Lloyd E. Yoder, NBC vp and general manager of WRCV and WRCV- 
TV. Mr. Louchheim was cited for his precedent-setting Centennial 
Concert and ball on behalf of the restoration fund of the Academy 
of Music... 


FAREWELL—Walter Mulhall (left), who has retired as vp of G. M. 

Basford Co. after 36 years with the agency, has a preview of the 

television set given him as a parting gift. Roger L. Wensley, chair- 
man, is at right. 


Martin R. (Marty) King, ad manager of General Electric’s Nela 
Park, heads a volunteer committee which is contributing advertising 
and promotion advice to Cleveland’s Easter Seal campaigners... 

William H. Van Pelt Jr., account exec of W. S. Walker Advertising, 
Pittsburgh, and his wife Nancy have a baby boy—their first— 
named William Clark. The baby arrived March 8, weighing in at 
8 Ibs., 6 oz... 

Stu Wilson, special events director of KBIG, Catalina, has been 
voted “Optimist of the Year” by the Hollywood Optimist Club as 
“the man who has contributed most to the club, the community and 
Optimism.” The award was for his work on the group’s 1956 national 
summer and winter regional convention in Los Angeles... 

Sam Gallu, president, Gallu Productions, Hollywood, has been 
awarded the Navy Distinguished Public Service Award as producer 
of ABC-TV’s “Navy Log” series. 

Two third-time fathers in Hollywood are NBC Spot Sales account 
exec Jack Jennings and Charles V. Martin, assistant merchandising 

manager of KTTV, who both added boys to their families... 
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BY THE BOY SCOUTS OF AMERICA 
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Advertising Age, March 25, 1957 


Degnan, Solon Merge ; opened a new office in Minneapolis; The bus boards are available on 
. | Dan Degnan Associates and Jack | to house its advertising and circu-| the sides or rear of public buses or 
Along the Media Path | Solon Associates, both Toledo pr| lation sales staffs serving the area. | trolleys. 

| organizations, have merged to form| Bernard Flanagan, formerly of | 
_Degnan, Solon & Cook. The Degnan | WSJ’s New York sales staff, will Maytag Plans 50-Year Push 
group was founded in 1953, Solon| head the new office which is lo-| Maytag Co., Newton, Ia., is run- 
Seventeen will devote its entire|other outlets. The issue had an|in 1954. Zeke Cook, who has been | cated in the Baker Bldg. | ning a month-long promotion of 
April issue to South America. It | over-all circulation mark of 5,669,-|Chief account executive of Dan| 


: : : . . its Golden Anniversary celebration 
will contain fashions, features,|726 copies and had single copy |Degnan, will continue in that ca- Car & Bus Ads Expands J 


+. ‘ , ; featuring the Highlander washer- 
foods and fiction reflecting the|sales of 4,507,104. | pacity with the new company. Canadiarf Car & Bus Advertising, | dryer pair. Radio spots will be used 
South American way of life. | Modern Bride has a new alltime | 


: : ~— ; a | Toronto, has introduced bus boards | plus 86 newspapers in 79 markets. 
/high in advertising linage for the | WSJ’ Adds Minneapolis Office |in Canadian cities as part of its|Leo Burnett Co., Chicago, is the 
e The Republican, Waterbury, |first six months of 1957. ' The Wall Street Journal has | transportation advertising service. | agency. P 

Conn., published a 12-page stand- ) 

ard size “Better Living Exposition” | 
section with its March 10 editions. | 
The issue was in conjunction with 
March 12-16 “Better Living Expo- 
sition” at the Waterbury Armory, | 
sponsored by the Waterbury Lions | 
Club with the Republican-Amer- | 
ican newspapers’ cooperation. 


e The Writer, magazine for writ- 
ers, will celebrate its 70th birthday | 
with its April issue. 

e To commemorate its 85th birth- | 
day, the South Bend Tribune is in- 
stalling new press equipment. Six | 
of the present 14 press units will 
be removed in late April and 10) 
modern units put in. | 
e The Pittsburgh Sun-Telegraph 


has taken on a new look. It has e y er one a reess: 
switched to all-Bodoni type faces | . 


and a new logotype. ' 
e For the first time, Glamour will | Pye 

devote its entire August issue to a | ite 

college theme. 106 stores will par- | f 

ticipate in the promotion built on | 

college clothes. 


e Department of New Laurels: 
Motor Boating reports that its ad 
volume for the first quarter of 1957 
set a 26-year record with 514) 
pages. 
Building Products ad volume for | 
the first three months of 1957 is| 
up 117%, 178 pages compared to 82 | 
in 1956. 
Circulation of the January issue 
of Motor Trend hit an alltime high | 
of 540,000. Previous high during | 
the eight years of publication was 
517,000 recorded in February, 1955. | 
The April issue of Ebony carries | 
the largest volume of advertising | 
in its history, with the exception of | 
an anniversary issue. There are 
some 82% pages of advertising. 
Circulation for the March 9 issue | 
of TV Guide broke the magazine’s | 
alltime record for single copy sales | 
at newsstands, supermarkets and | 
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2nd Largest Market in the Northwest 


Hundreds of millions of dollars spent and 
proposed—TACONITE MINING—New 
Towns—SEAWAY—New Payrolls 


To reach and sell this vitel market your 
best buy is WOSM.TV 


Top TV at the Top of the Nation 


WwW D SA T , And that picture isn’t far-fetched either! Pick up a copy of the new 
S Vv WOMAN’S DAY—the March issue—and you'll see why they get so absorbed 
NBC = CHANNEL 6 in it at the check-out counter. You'll find WOMAN’S DAY’s new vacation 


A 3 BILLION DOLLAR MARKET . ‘ : e 
house—designed especially for us—that you can build for $5,000. (Also 
four other ideas for shore, lake, mountain and forest houses.) A 6-page 


Duluth & Superior decorating primer on how to use color skillfully. A 6-page kitchen 
Alfikeated evth Dututh Herald and News Tribune } 
) Perens.Grirfin.WoopwarD = | 
“ 


Enctuwre Neatonal Repremrteti res 


ee eS ae a RR Se: -', aaa ee ee ae ee ee a Geeeeerclpeian ete. 
Dees ee i ee lf “aah es re ai ec ee en a a Re el ei 
i te Se ee. ee ae ee ag ee by pepe i: et’ saugiae Rie Pas. Rigg ae ape rea eee a “ee Soe ‘a sini d pe a Ma Ay Nae ae Pe. me RN ae ae . 
A ioe Mee ee ae Oe en ee ene rake Pe ae oe Seeger ee ae ee Big an a Be he ns Mae eee acess Fe 
ls =a * - i " = . vig ieee Pe i) ae bee 4; se ie Pe “ as ner meer F< = Ae gee = ‘ = iad : "ae: oll ee are Sr 
st ; é Z i . ' Be Se ax 
oa a 
A 
a 38 ee 
fo,” 
fs soe a 
rue ae 
eee ae 
ot " ae 2 
bts, 3 
g hacleeral 
ae ; 
+ ss es 
Sars 
tee 
at Bue ee 
eee 
eae A ORY 
uaa alg + 
etn Owe: 
Sie ee 
cel ae 
Fab as ae aa 
foe ai re’ 
eos 
eS 
2 
rs ae 
tea 
a. 7 
" - < 4 R 
4 v 
ek toe 
ale 7 ; Vern 
i, shal 
2 aa , d ° 
te ae \ a iT] 
is Ya Yugo 
a. ies ee eso, 
tears iy 
«ffeil 
as ve 
r Vij =—s & 
si * 
4 aah ps 
igo da : 
fae : 
Figen 2 ae ey " ‘ 
aa re ETS 
ent : 4 i aa 
ese: Wa . ae 
5a DLS ————- Sp A ale . cael OL - ’ 
cai a bees : : a oat a . 
geet a Pe TEE ate ae | . 
mT a Se Mee HF eS if re i, ete: 
Bt aD * Lifts be de ° i, gee 
sant Mon, ee « f i. . ee en ee 
Tipe es Aa iia; of bsiaaiia ea ; 
nies oon : —— os 7 fi : ' aire ire Rahs me c 
Sarah ee =A ~y = Be ye 
a 2 a artes eee Fy Se Sa 4 
ie cae iiil i pe ens SEG =~ 
cs Nee SSS Sse eee > Se 
ea eae at ies aan a Pei Fo een 
Sree ea ar oa a. BE od |“ : 
cite n ie . \ we ee es eae SPaeaanel re 
nates x Ny - a | gga daa 1 Re ee a om Se ek ; ‘ : : 
‘ 3 j a, af ‘ai sf “fee * ce: Ve ea a a o : 
i a f Ie Pe ye ee ae ae: 
whee Ww C4 rs <a Se ce a ar) 
a N Nay ia * : eo} rf : ‘ 
Bp SONS ia = ae ) - 
eer I, Ver ; am 
ieee ~ eek” | Ree, ee a ile CP lve 
mee : Q = Se eee eo Sa = , 4 ee ae ; 
, “ _— - Oa t= ‘ hid : hie | NE 
sononed ”, J /'™ = i _ ‘ = eer, Gee 
ee sat . -/ oe ee Hig eee eg ee ms : ‘i 
A y Sk : es ie segge = ; 
hich re oe Pty ie . = — tiem p Shore oe ie é 
Bare is. ay aaa —————— * ih eam : Se F 
OT ee ee Y ait mene ad . ~ ape Se a ae sy er 7 , a * 
jong ay, sees SS pea eae te ek 
oy Se seameiiaiienieaieaniaaiamattiitetitaiee es ee ai : ae i eae ai yl ees! ike 
raat a aay me ae HE : ae ee ee x : 
=] ars cs ees ‘y HH eect ay 7. Haan bie ; 
ee ae ae 7 Siig re” CE 5 oe weal © ' ' 
pei y ; es ieee ug i uetan (Oa . 
item eon 3 . ae rae \ ae page. ae it, 
(ean [a a ee ee afi Breen: Me Gi eS ‘ °S 
ee ee wis oe ae . oe ay " SEES et a es 
ae, ae >. : xg goer ; es | f 1 SRS eleaoch? ee 
THe te canaoe E J i : us id : ==>S== : | hee ase *S : 
” o a | ‘ pie wa a th. ws. — Se — “a a Eres - 
meaty > ee ko / Sy Ee eee : 
ae eee pee Ht 7 yet RS 78 Scot eee is a 
arene ‘ es | i , wee ae : — : be Wie | Ee aie ee We 
‘ oa ig! | ee Magee 
‘q “8 a et, | Ge ee a ater 
eS . = ; é, AS sarees ae 
habe . 4 ae a ? ¢ Yu d ae Caen ee , esi 
iy ~~ i , 4 Tt en ae =e ae 
‘ i, ee > be. » Oe Seed ee te Taba i 
Be ers “ae — 7 ep ak eater te te Terman eg . , 
see : : Wy a J > . - er ey, eee te ’ 
Bet ok . v J. “a see i r 
pri are MICH. j gg as i " ee > oa Cae. a heme ye a 
en ee » = Pm ’ . * a : ae ee , . yee ae” g 
wet et Ma , - ee ue oa 
re ikea ae . . site 1 -— a } "te - , 4 4 i 
Perea, “ INTHE ; hie ; ww | ao... .: Pie, Pp x 
ee See ’ ‘Ee Gare ¥ 2 =a a kg re age 
Sa ae \ HEART ‘ * f / - ; - ke Sees es } es t 
oe pp ofa | aa ee ee cl = - 
hay, ae . ' ae, al ai Boh at aM : «i a a ~* 
Fea fetes ‘se. ood : % id © 2 ns e — » ff : = 
i 5 er D ‘ 7 26 a — "i 
ise L. OS a : fo a es £ 
se | > ae Oe « ; 2. 
< \ elects ‘ . 4 | —— . 3 = ae 
Pp . . : . ee si 
5" . > : x 
- oi 
= oe? a ote Pon epe 7 alg 
{ Fs . a4 i dle . >. 
ee eet ; . acai iii eee 4 ae 
: , 
eae = = 
: Shons _ 
* 
ae ale: 
WMS 9 PELs eae Pet RN ek ee eee Mire wl. ee eee oe ee a, ee Se ae ae ee ob deghes woo ae 
Kies 43. ROR Ble ope airs ¢ EC Te? hal ee RM Ee! <p ANS 5. a0 S02, SRN ats eR aR oO Ls SMM RIP 8 =a rea een 9 34 ti) pele tec! : pee Re ee oe tee, eae ent hp che 2 Se ite 
e Topmemuracnna = oe a cS ER VS oe =: EDT here oe nae eR RAE ERE. ~ TMaTO FO Sa ai e RAT ee Be ; sf ser re or 2 Re sa cS eet eee 
POA tATu aie PEG SEs Se eg een errors es Ce ey oe i ee 4 eh ae a : eet ie Be eicn i, ein ie be. ot area re 
lo 97, ales See are Nota Pe et O's ae ee ee ae ae ee, os ne (Tie A eS C28 Sales id ae re SE a CTR ge er COE de Gs gt Pa eRe MINS aM. gall aoe Lo it oe ge eS i 
; Sal ‘oe eons 8 rapes rin ee ete ih ee ae : Spe ace!) 2, ee ihe ‘ aa a Ege eee NS Ses Re oy ote Ia 0 eee ey ce eS Reet Ree 2 ee, ey park ae ar i a he i ed ee ara’ 
Oe ae ee ee eee 
Fhe i " ‘ er hag SNE ae See ee = “ay A See te : Se nie ; . ‘ any 


Advertising Age, March 25, 1957 


1* * | the resignation of executive direc-|a shortage of some $45,000, also) Said that OHI's promotional ac- 

ee Lege | Home Improvement p= John R. oo His assistant, | oe ee nome b - somes pe Bebe nee Be 
i ill ki - Don Moore, has become managing |tarial sta and curtailing its|;¢ ©“ m 

ond kod op sg ott the Sher- Changes Directors, director. Mr. Doscher has opened | speaking program. ary ie ee ms 
Time campaign this month. The | Plans Fresh Start his own sales development and} Some manufacturers, it was said, ro reodkpens = Ao = eee parts 
paint company has also scheduled | consulting office. have benefited from OHI activi~ | ered » its catia pan parton 
a campaign featuring exterior) New York, March 20—Opera- | A nationwide promotion cam- | ties “but have yet to put a nickel What will ha iy oe 
house paint which will run in 13| tion Home Improvement is under~| paign designed to get families to|in the pot to keep it boiling.’ | soe Oe a ppp tr ain 
national magazines and five farm | s0ing extensive renovations. modernize their homes, OHI has| Hence the shortage of cash. Key silent in ‘the 1957 effort is 
publications. Radio, tv and home| Unable to raise all the $175,000| met with varying degrees of suc-| | eee Your Living” month in 
service magazines will also be | budgeted for its 1957 activities, the | cess in different parts of the coun-|# Paul B. Shoemaker, chairman of |y7,, pregtain for wea & te 
used. Fuller & Smith & Ross, Cleve-|OHI board of directors requested | try since its founding early in 1956.| the OHI board of directors and vp ‘? “ 


: . ,jhoped there will be considerable 
land, is the agency. |as an economy move, and received, |The current economy move, due to | (sales) of Masonite Corp., Chicago, local-level promotional support on 


the part of home building indus- 
| tries. . 
| 


‘La Verdad’ Published 

| La Verdad, the first Spanish- 
| language weekly newspaper in the 
Philadelphia area, has been 
launched by Miss Nic Filas, pub- 
lisher, a native of Philadelphia 
who was educated in Costa Rica. 
The paper will serve an estimated 
| 50,000 Spanish-speaking residents 
in the area. 
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OLD QUAKER Sales-Maker 


A 
IDEA NO. 106 | 
Radiant Replica for Reynolds 
We're wrapped in admiration for | 
this stand-out example of a KLEEN- 
STIK “‘SLIDE-STIK”’ for 
REYNOLDS METALS CO.,, | 
Louisville, Ky. DICK BOHNEN. | 
KAMPER of the HENNEGAN | 
CO., Cincinnati printers, broached | 
the idea of a 3-D “‘shelf-talker”’ to | 
Reynolds’ TOM ISAACS. Their | 
agency, ZIMMER-McCLASKEY, 
carried out the design, and 
Hannegan did the oh-so-lovely print 
job on actual foil. Clever die-cutting | 
‘pops out” into an 8” miniature of | 
the Reynolds Wrap box, ready to 
attach to shelf edge or other vertical | 
surface by a simple peel-an’-press | 
of the KLEEN-ST K backing | 
strips. 


Outstanding 


P.O.P. Ideas © 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 107 


To make bottles of OLD QUAKER 
Bourbon shout “Here I am!” from 
the shelves of package stores, 
CHRIS HERCHELROTH, 0.Q. 
Brand Mgr. at DANT DIS- 
TILLERY CO. in Dant, Ky., 
created this clever KLEEN-STIK 
combination. The die-cut pointer 
goes on shelf edge or the bottle 
itself, while the Terse price spot 
is posted on back-bar mirror, cash 
register, etc. KLEEN-STIK Strips 
get "em up with easy peel-an’-press 
action .. . keep ’em up to deliver 
hard-sell’ 1g action! Flashy red-and- 
black aesign by MAXWELL 
BAUER Studios . . . peppy pro- 
duction handled by B. DINN cR- 
| STEIN for ATWATER PRESS, 
o 


’ 
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out of Woman’s Da 


planner. Another separately-bound-in “volume” of The Collector's 
Cookbook. And sixteen other features of comparable interest! We think 


N’York. 


See your regular printer, lith- 
ographer, or silk screen 
pao for more business- 
»uilding KLEEN-STIK ideas 
...0r write on your letterhead 
for our free *“‘Idea-of-the- 


the magazine 


Month”. 
you'll be impressed not only with the editorial stature of the book, but . 
with its completely new look from cover to cover. Meet the smart new m™ KLEEN-STIK Products, Inc 
* 7 . a 
woman-of-the-house in the March WOMAN’S DAY (home planning and Stsddnsh ti Pransese-Deadbives 


decorating issue), now at your A&P. end Labeling 


7300 W. Wilson Ave. © Chicago 31, Ill 


OWOMAN'S DAY, INC. 
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'Louis Leverone, 1935. 


Automatic Vending — 
Pioneer, Dies at 78 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
But did I mention the young, active, “extra” market of 
over 4400 students attending Illinois Wesleyan and 

Illinois State Normal? I should have—it’s a market 

most newspapers are unable to offer! 
®t oll adds up te: 


@ 38,586 total circulation; includes 94% coverage of 
Standard Metropolitan County Area (McLean) 

@ $147 Million subscriber Retail purchases 

@ $31 Million subscriber Food purchases 


Food Service and a pioneer in the | 


lege, he went to work for Western | 


Wt Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
127 Mi. S W. Chicogo—157 NE of St. Louis” 


Represented by Gilman, Nicoll & Ruthman 


|brother, Nathaniel, 
rhe | Automatic Canteen Co. of America 
- 1929. He served as board chair- 


man of the company from 1929 to! Mr. Leverone 


| tional Bank. 


automatic food vending field, died| @ tye was board chairman of Con- | Co™mittee. 
March 16 in St. Joseph Hospital. temporary Publications Inc., pub- | 


Born in Wakefield, Mass., Mr. |lisher of the now defunct Chicago} HARRY D. GUY 
| Leverone was a graduate of Dart- | Magazine. He was the principal fi- | 


An ardent aviation enthusiast, 


was a former pres- 


THE FIRST 
HUNDRED YEARS 
IN THE WALLEY 


“The object of this paper is not only independence, but 
permanence. Relying upon a just, honorable and fearless 
course of conduct for its support, it expects only to make 
those men enemies who are enemies of the country. Its 
erly is ... to owe no thanks to any clique or faction, 
ut, based on the broader foundations of right, to sur- 
vive the wreck of mere party organizations, and still to 
be supported by good and true men all over the state.” 
Thus, in 1857, James McClatchy set forth in his in- 
augural editorial the policy and principles which have 
governed The Sacramento Bee and which have been 
observed by The Fresno Bee and The Modesto Bee. 
Now, on the 100th anniversary of the founding of The 
Sacramento Bee, the three Bees completely cover the 
inland empire of California, with its buying income of 
more than $2,500,000,000. 


185 v4 THE SACRAMENTO BEE 195 C 


THE FRESNO BEE = (%$) THE MODESTO BEE 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE 


Advertising Age, March 25, 1957 


| ident and a director of the National 


Mr. Leverone was a partner in| Aeronautics Assn. He also was 
the Canteen Co. from 1936-46, and aeronautics adviser to Gov. Wil- 
|a partner in Canteen Food Service liam Stratton of Illinois. 
from 1939-45. He became board) 
|chairman of Nationwide Food Ser- 

Cuicaco, March 19—Louis Ed-| vice in 1945. One of the many oper- | 
|ward Leverone, 76, president and ations of this company is the U.S.|a former president of the Illinois 
board chairman of Nationwide |Senate Office Building restaurant.| Aviation Conference and a member 


Active in civic affairs, Mr. 
|Leverone was a past president of 
the Illinois Chamber of Commerce, 


| of the University of Illinois citizens 
° 


Da.LLas, March 19—Harry D. 


/mouth College. After leaving col-|nancial backer of the magazine, | Guy, 66, advertising director of the 
| which ceased publishing after its | pallas Morning News, died of a 
Electric Co. in 1904. After holding | October, 1956 issue. He also Was | sudden heart attack March 14. He 
a number of sales jobs with various| board chairman of Frontier Air-| was stricken while working at his 
|companies, Mr. Leverone and his|lines and a director of Midway | desk. 

founded the | Airlines and Michigan Ave. Na- 


Born in Kansas City, Mr. Guy 
joined the News in 1913 as a clas- 
sified advertising salesman shortly 
after his graduation from the Uni- 
versity of Missouri journalism 
school. 

He served as classified advertis- 
ing manager, display advertising 
manager, and national advertising 
manager before being promoted to 
advertising director seven years 
| ago. 
| Mr. Guy was past president of 
the Dallas Rotary Club, and a 
member of the Newspaper Adver- 
|tising Executives Assn. and the 
Dallas Salesmanship Club. He re- 
ceived an honorary award from the 
University of Missouri in 1954 for 
distinguished service to the field of 
journalism. 


CLIFFORD ENSINGER 

New York, March 19—Clifford 
_Ensinger, 54, manager of the New 
| York office of Sunset Magazine, 
died March 17 at St. Thomas, in 
the Virgin Islands, where he and 
his wife were vacationing. He had 
been ill for a week with complica- 
tions resulting from an intestinal 
obstruction. 

Mr. Ensinger joined Lane Pub- 
| lishing Co. in 1950 and opened the 
|New York office of Sunset. In the 
|seven years since then, Sunset’s 
|New York staff has expanded to 
an organization of four men and 
three secretaries. The magazine's 
advertising linage from New York 
| grew from 110 pages in 1950 to 373 
pages in 1956. 

Before assuming his position 
with Sunset, Mr. Ensinger had 
been advertising manager of 
Charm for nine years and had been 
advertising representative in Chi- 
cago for The New Yorker for more 
than 10 years prior to that. 

Born in New Rochelle, N.Y., he 
| attended Wesleyan University, 
| Middletown, Conn. He lived in 
Larchmont, New York. 


ROBERT MADISON 

Cuicaco, March 19—Robert S. 
Madison, 30, production manager 
in the Chicago office of Al Paul 
| Lefton Co., died March 15 in Weiss 
Memorial Hospital after a short 
illness. Prior to joining the agency 
a year ago, Mr. Madison was pro- 
duction manager for Stoetzel & As- 
sociates. 


PETER M. HELDT 


New York, March 19—Peter M. 
Heldt, 82, who retired 14 years ago 
las engineering editor of Automo- 
| tive Industries, died March 12 at 
Miami, Fla., where he was on vaca- 
tion. 

An article written by Mr. Heldt 
many years ago was credited with 
having led to the formation of the 
Society of Automotive Engineers, 
known in the industry as SAE. Mr. 
Heldt was a regular contributor to 
the society’s journal and the author 
of five text books on automobiles. 


D’Evelyn-Guggenheim Expands 

D’Evelyn-Guggenheim, San 
Francisco agency, has opened a 
| Southern California branch office 
| in Hollywood at 1578 Crossroads of 
the World. Richard Guggenheim 
and Herbert L. Kornfeld will be in 
charge of the office. 
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Retailing Daily and the home furnishings industries 
have been going steady for years. It was love at first 
sight... with the romance becoming more ardent 
with every passing year. At the very outset, the 
home furnishings industries were content with see- 
ing Retailing once a week. Next, they insisted on 2 
dates weekly. And finally, they insisted on nothing 
less than a daily date with their favorite! (Retailing 
went daily in 1948.) 


And so at last we’ve decided to make it official. We 
feel it’s high time we proudly sported the name of 
our own true love as our own, instead of relegating 


covering these home furnishings industries: 


ee eee ee 


» oer 
" 


es 


it to just a mention under our present masthead. 
(Like all maiden names, we inherited the “Retail- 
ing” name 26 years ago when we were just a section 
in a parent publication of the Fairchild Family.) 


“Home Furnishings Daily,” we think, will clearly 
and quickly identify the industries and markets this 
publication serves ... something our present name 
does not do. Our news service to these fields, of 
course, will remain the same . . . the same complete, 
objective daily news coverage we have always pro- 
vided the home furnishings industries. Just as our 
new name indicates. 


Furniture & Bedding ¢ Draperies, Curtains & Decorative Fabrics ¢ Floor Coverings * Lamps & Lighting 
China & Glass * Housewares * Electric Housewares * Major Appliances * TV, Radio, Phonographs 


HOME FURNISHINGS DAILY e A Fairchild Publication e 7 East 12th Street, New York 3, N. Y. 
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Introduces Pink Stick 

Lehn & Fink Products Corp., 
New York, is introducing Etiquet 
Pink Stick, “an improved stick 


HELP! 


We have a new medically proven tablet 
to relieve pains of arthritis and rheu- 
matism. Safe, non toxic, no after effects. 
Confirmed by the FDA in Washington. 
Fi ially ponsible organization to 
take over and promote. Discoverer is 
interested only in royalties. For details 
write Advertising Age, Box 505, 480 
Lexingten Ave., New York 17, N.Y. 


deodorant,” as part of a half-price 
promotion for the entire Etiquet 
deodorant line. The promotion is 
backed with a three-month sched- 
ule in Life, plus “concentrated” 
local advertising. McCann-Erick- 
son, New York, is the agency. 


Johnston Joins Williams 

Glenn W. Johnston, formerly 
with McKesson & Robbins, has 
joined the J. B. Williams Co., 


Glastonbury, Conn., as product 
manager for Williams shaving 
products. 

Grieg Joins LaRoche 


Humboldt Grieg, formerly with 
WPFH-TV, Wilmington, Del., has 
joined C. J. LaRoche & Co., New 
York, as head of its time buying 
department. 


‘Inquirer’ Study 
Reveals Delaware 
Valley Area Growth 


PHILADELPHIA, March 21—The 
families of the Delaware Valley 
own 13 times as many cats as 
Cadillacs. More than 70% now 
own their own homes, in contrast 
to the 58% shown in the 1950 
census. 

The median family income for 
the area is $4,725; for Philadelphia 
suburbs, it is $4,930. Among Dela- 
ware Valley families, 742% have 
annual incomes exceeding $10,000; 
in the suburbs 8% attain this 
level. 

Also, men participate in more 
than 40% of the grocery shopping 


trips in this area, and 15% of the 
ear owning families have more 
than one car. 

A total of 1,320,000 families 
have tv sets, and 114,000 homes 
(8%) have tv turned on more} 
than two hours each morning. A} 


total of 265,000 homes (18%) | 


have tv turned on more than two} 
hours in the afternoon. And 776,- 
000 homes (53%) have tv on 
more than two hours in the even- 
ing. 


® These are some of the facts and 
figures released by the Philadel- 
phia Inquirer in a study of “The 
Families of the Delaware Valley,” 
produced by Alderson & Sessions. 

The study is based on a prob- 
ability sample covering the entire 
Philadelphia trading area. It pro- 


A four-story addi- 
tion that soars from 
PTST’s downtown San 
Jose office represents 
a $4.4 million invest- 
ment. This, plus $8.6 
million more being 
spent throughout Met- 
ropolitan San Jose, 
points up PTGTS fran- 
tic efforts to keep pace 
with the ‘‘busy”’ signal 
from the burgeoning 


San Jose area! 


“METROPOLITAN 
San Jose 


Billion Dollar Market ! 


VY 110,000 Daily Circulation® ... And Pacific Telephone and Telegraph adds 
' aily Circulation” 


Up 12.2% 


93,000 Sunday Circulation’ 
Up 13.4% 


V Total Linage 44,678,251** 
Up 11.4% 


70 


* Publisher's Monthly Statement 


** Media Records, 1956 


Dye OA a a 


Up and Coming... 


$13,000,000 


SAN JOSE 


Mercury ano News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, 


Heart of California’s Second Gold Rush! 


INC. 


SRO te aS Waa 
IN HAND—MacGregor Co.’s new 
campaign, which breaks this 
month in Sports Illustrated, fea- 
tures its sports equipment in or on 
the hands of famous golfers and 
baseball stars. Hugo Wagenseil & 
Associates, Dayton, is the agency. 


vides a_current record of social 
and ecofiomic characteristics and 
shopping patterns of the 1,457,000 
families of the market. 

The project was undertaken, in 
response to two questions asked 
by advertisers and agencies: What 
are the measurements of your 
market? and What are the meas- 
urements of the portion covered 
by your publication? 

87 different tables are included 
in the iat 200s tte: publi- 
cation. 

The Inquirer study shows that 
the area’s families have increased 
from 1,230,000 in 1950 to 1,459,000 
in mid-1956. Population is now 
5,129,000 with 59% in the sub- 
urban counties. 


s One-fifth of the families own 
corporate securities, more than 
half have checking accounts, 70% 
have savings accounts and half 
have charge accounts at major de- 
partment stores. 

Less than 10% of major appli- 
ance purchases are made down- 
town, but 30% to 34% of the ap- 
parel purchases are made in the 
central area, the study shows. 
|About 45% of the Delaware Val- 
|ley work force comes from house- 
holds where more than one mem- 
ber goes to work. 

Other findings: 
heat 58% of the area homes, gas 
jin 19%, coal in 18%. 
| Of the five major center city 
\department _ stores, one was 
shopped downtown exclusively by 
\82% to 85% of customers who 
|made household and clothing pur- 
chases. Another store showed ex- 
|clusive downtown shopping for 
j}only 56% of its apparel customers 
and 59% of those who bought 
products for their houses. ° 


Oil is used to 


Buys TV Show in Canada 

Security Storage Co., Vancou- 
ver, is sponsoring “TV Reader’s 
Digest” in Canada over CBWT, 
Winnipeg; CHCT-TV, Calgary; 
CKCK-TV, Regina, and CBUT, 
Vancouver. The contract is for a 
“firm” 52 weeks through James 
|Lovick & Co., Vancouver. The 
Bernard L. Schubert-distributed 
series has started on CBWT and 
will begin soon in the other mar- 
kets. 


Chalek Joins Katz Agency 
Morton J. Chalek, formerly with 
Coordinated Advertising Agency, 
has joined Joseph Katz Co., New 
York, as an account executive 
specializing in food products. 


Breakstone Joins DCS&S 

Elaine Breakstone, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined Doherty, Clif- 
ford, Steers & Shenfield, New 


York, as a copywriter. 
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To sell more where more is sold 
eee tt's FIRST 3 FIRST! 
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A brisk hike along a snow-covered country lane may provide posi- Radio and TV thins out, there is no substitute for FIRST 3 MAR- 
tive exhilaration, but when it comes to putting positive acceleration KETS’ solid 62°%, COVERAGE of all families. 


into your sales curve you should aim your heaviest advertising 
punch at the nation’s outstanding urban markets. In addition, FIRST 3’s “Sunday Punch”’ circulation of more than 


6,000,000 reaches over half the families in 1,319 Industrial NORTH 
and EAST cities and towns, which produce over 30%, of total U.S. 
Retail Sales. 


The three top markets of New York, Chicago, and Philadelphia— 
where nearly 1/5 of all U.S. retail sales are made—should serve as 
your main advertising target upon which to concentrate your heav- 
iest advertising effort. In these three huge markets, where the family To make your advertising sell more where more is sold . . . it’s 
coverage of General Magazines, Syndicated Sunday Supplements, FIRST 3 FIRST. 


The group with the Sunday Punch 


\ New York Sunday News Coloroto Magazine 
> Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today’’ Magaz‘ne 


Rotogravure « Colorgravure 


New York 17,N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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You Can't Hardly 


Get Them New 


Sheaffer Left-Handed Pens No More 


(Continued from Page 3) 
same indulgent smile, tells me 
maybe I heard wrong, like the 
rest of them, and then, to prove 
it to me, he drags out the latest 
listing of Sheaffer pens. I run 
through it with him, and, so help 
me, there’s nothing in it there 
about any left-handed fountain 
pen. 


® To make a long story short, I 
try all over New York. Nobody 
ever heard of Sheaffer’s new 
fountain pen for lefties. 

By now I’m getting real cur- 
ious, not to mention upset, about 
all this. So I ask a friend of mine 
in Chicago to call up Sheaffer’s 
advertising agency there. Russel 
M. Seeds, it’s called. 

A few days later I hear from 
my friend. He tells me that the 
Seeds people say it’s not a new 
item at all, that the points are 
ground left oblique or right ob- 
lique depending on how the south- 
paw holds his hand when he 
writes. And, furthermore, they 
say, the man who can really tell 
me all about it is Moe O’Reilly at 
Carl Byoir & Associates, right 
here in New York. 

So, I have a nice chat with Mr. 
O’Reilly. Sure, he says, it’s an old 
item, that left-handed pen. He’s 
been with the company for six 
years, he tells me, and it was al- 
ready being made when he first 
came to work there. 

Besides, he didn’t even know 
that Sheaffer had advertised this 
thing on television. They have 
been pushing it, he said, for about 
six months in the kind of maga- 
zines the kids read—you know, 
like Boys’ Life and Scholastic. 


s Well, by now, this is becoming 
a crusade with me. So I shop 
around town til I find somebody 
who can give me a copy of the ac- 
tual script that went out over the 
air. Just want to convince myself 
now that I heard right. And here 
it is. You can read it for yourself: 

“Notice anything unusual? This 
man is really left handed. But 
even more unusual is the easy 
writing point that Sheaffer makes 
especially for left-handed writers 


And then it goes on from there 
to talk about Sheaffer points and 
pens in general. 

I did hear right, you see. But 


maybe I’m the only one in New 
York who did. Now I know why 
they call it the Lifetime pen—it’s 
probably gonna take me a lifetime 
to find one. 

My nephew? Oh, him. Well, you 
know how it is. Kid like that he 


can always use another sports 
shirt. » 


SHEAFFER PEN PLANS 
BRITISH “WEEKEND” 

Lonpon, March 19—Sheaffer 
Pen Co., now firmly established in 
Britain, is planning one of the 
largest spring ad campaigns un- 
dertaken for any make of pen. 

Toward the end of this month, 
the campaign will break with a 
“Sheaffer Weekend”—using tele- 
vision spots on Saturday, large 


spaces in Sunday newspapers and 
further dominant press ads in na- 
tional newspapers on Monday. 

Then, for a short period, the 
company will use tv spots about 
twice a week, backed up with 
more press advertising. 

A campaign book containing 
plans for the big sales drive has 
been mailed out to dealers and re- 
tail outlets. The scheme has been 
planned by S. T. Garland Adver- 
tising Service Ltd. Sheaffer’s 
agency. ” 


Advertising Age, March 25, 1957 


Set Art Awards Display in N.Y. 

Some 13,000 entries have been 
received for the 36th annual na- 
tional Exhibition of Advertising & 
Editorial Art & Design, sponsored 
by the Art Directors Club of New 
York. Winners in the various cat- 
egories will be on view at the 
Hotel Waldorf Astoria, New York, 
for the two weeks starting May 27. 
The showing runs concurrently 
with club’s visual communica- 
tions conference at the hotel, May 
28-29. 


CONCRETE BLOCK: 
Authoritative estimotes 
@ 1957 production 
a block at 2,300 


million 8-inch equive- 
lents—an increase of 


22% over 1952. 
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READY-MIX: Pr: 
of ready-mix ¢ 
1957 will re 
mated 119 

ards 

00 


--- by the booming 


concrete industry 


CONCRETE 


PRODUCTS 


published entirely—and separately— 
for producers of concrete products. 


ee” eae l—=:lU ne ae: a”) oe ee 
ae ag ee Ch eek he ee — Bao ae” -_ Be Re So 
best es 
"Tae 44 ee 
ee: | | 
ae i 
ae 
So) eae i 
ae) 
— * > iS | ' 
ae 
i ane 
is . pai 
e P 
a i 
- 
= i. , 
sino 
ie : Bs ‘a "4 ‘ 
asd ; 
Cee ’ 
ia 1 . ; y , nee 
Pi. ; iy” om om ae 7 
a 4 
an == Sh i S ¢ 
is 3 ae eee bb! rr o i 
as . , Bins "2,08 « . : 
rae gg ; ~ Bass: sal a 7 i 
on | ~~ ad 4 Y | 
wt ae ae , 2 
— ee ; *» ae 2 \ e . 
oe. is —— ‘|e oo —— 
EOS ee a 
oe te o ? Le «4 A ¥F » . 
| -. i ek: 
| By 
) | = | > 2 7 
a ¢ o a : 
. i . Ag Utne f; x ee: 
“s ‘ og ~~ ’ q 
tas aa a te ie ma 
aes i PEP es ig 
es 2 x a mr ee ~<a 
Sere Peta ws of a 
eels a ae Mest ; sg |- ae 
ce Pers i ae 
Bees ret ain ‘of See 
ee oe Said 
Sek ney Me : , 4 Me 
ae ee, ae ie = rat g sai i whe 
Pig a wa fl fer aM 
age xs | — y a a: 
ee | . see ; Sy ag 
ee ee > Poe ' Ms Pie 
y | 
; : | i ; ; ee 
a eis EH -: >, 
es ee ee 
eae ee; ; a if : - a 
Ret ked Pen = ie 
me = Among (4 Jowers sr , , 
ae : eg Sar ncaa ie) 
oe aa. ci Vale ee: 
eUst My C3 By ees Je a = es 
ty »- coe Gt a z . af 
a. *)\ een vives 7 i a | (eee 
a, a 1a Nipee eee ‘ é Bact 
Poe ae P Saas Maar et : 
phy = ier 
age f >> Bir i 
—= BY - =” 
Si ._. = We ¥ 
iN f \ 9 
a 
ay XING | a a 
by ih J . : ‘ 
; = ‘i a : 
. - ' y . 
yi B's 
— >) . 
i) > - 
vias 7 of ¥ =a 
ee K ae ee 
: | KWIV . | ik 
as Srey _ R ‘ Ws 
ag eee e © . . . . ik 
G SArne, The foremost publication exclusively serving the concrete products industry —since 1903 = 
bas al % 
=| OKLAHOMA FA) \X=' is 
ee, world’s — ai 
ee or a 
eae} a tallest EVFEL Tie 
cee el ToweR en 
ior Parad . PARis a2 
. Lengateact” s 
eS 
a 7 nm Pan © ere? = ro ee ee si a i 5 ae ae sett a sig Nig bk — 7 eee Eee ee ee he ee ee fis aoe Maer} ee C nies 
pet TON ES cr ektaee 2 Tea 5 i only & lh IN Si ety pF fo ieee: ; spe Meritt ee tt i Soe ee a pe, ee a, 2 xe gate aca ei ee cee 5 Rae La ae 
PE RA Se Nair e he OS ie ais es cds nnn ae ee emer ee er ye oN os 
ee a 


Advertising Age, March 25, 1957 


Storer Broadcasting 

Moves Sales Managers 
William E. Kelley, formerly in 

charge of advertiser contacts for 


ert Fianigan, formerly assistant to 
the general manager of WOV, 
New York. has been appointed 
administrative head of midwest- 


Print Ads Get Simpler; TV's Rate of 


/ ‘ 
Storer Broadcasting Co, Miami, ern sales operations and midwest-/ Porrors “Decelerates, Says Armstrong 


has been named New York sales Ste 
¥ rer. 
ao” WJW-TV, Cleveland, (Continued from Page 3) 
In other appointments, Lewis | Reiss Joins ‘American Weekly’ | A™™strong said, we are confronted | Armstrong said surprise also can 
Johnson and Paul Evans, formerly; John R. Reiss, formerly vp and|by the painted or photographed | be achieved as a result of leaving 
midwestern tv and radio sales| advertising director of Collier’s, | fact. out the expected, as well as put- 
managers, respectively, have been | has joined The American Weekly,| Describing surprise in art as| ting in the unexpected. 
appointed New York sales manag- |New York, as eastern advertising| either something “you've never| Although the reader to whom 
ers for other Storer stations. Rob- | manager. seen before or something familiar!all these trends are directed isn’t 


seen in a brand new way,” Mr. 


A DYNAMIC, NEW SERVICE FOR PRODUCERS 
OF READY-MIX...BLOCK...PRECAST... 
PRESTRESSED AND OTHER CONCRETE PRODUCTS 


A new, completely separate CONCRETE PRODUCTS magazine geared 
to the needs of today's producer of concrete and concrete products. 


NEW, EXPANDED MARKET 

America's vast expansion in construction is placing 
record-breaking demands upon producers of concrete 
and concrete products: New products . . more produc- 
tion . . new techniques . . better communications—and a 
full-time publication edited exclusively for producers. 
The new CONCRETE PRODUCTS is that pub- 
lication. 


NEW, EASY-TO-READ FORMAT 

New in appearance . . concise . . fast-reading . . full 
scope, Completely redesigned with large, informative 
illustrations and easy-to-comprehend features. The 
modern publication meeting the problems of today, and 
those of planning efficient production for tomorrow. 


NEW EDITORIAL COVERAGE 

CONCRETE PRODUCTS will expand its impor- 
tant coverage of all phases of operations and manage- 
ment: Markets and merchandising . . uses . . methods . . 
handling . . new products. Complete, authoritative cov- 
erage. Backed by a half-century of industry recognition. 


NEW, SATURATION COVERAGE 

Reaching every known producer of ready-mix . . block 
. « precast . . prestressed and other concrete products. 
Effective circulation, 16,000. Thoroughly pre-tested for 
“interested” readership . . usership. 


. coverage and format — 


CONCRETE PRODUCTS IS THE NO. 1 SERVICE MAGAZINE 
OF THE CONCRETE INDUSTRY— AND THOSE WHO SUPPLY IT. 


In content . 


WATCH FOR THE FIRST ISSUE OF THE NEW 
CONCRETE PRODUCTS —COMING IN JUNE 


CONCRETE PRODUCTS + 79 WEST MONROE + CHICAGO 3, ILL. 


NOW—Tweo “Authorities” serving 
the construction materials and 
industrial minerals industries 


A MACLEAN-HUNTER PUBLICATION 


45 


aware of what is happening in ad- 
vertising art, he knows that pic- 
tures are different from what they 
used to be, Mr. Armstrong main- 
tains. 

Because (1) the reader’s job, 
(2) balancing his checkbook and 
(3) tv cut greatly into his reading 
time, the advertising reader “can 
really use simplicity, reality and 
an occasional surprise, which no 
matter how shuffled add up to a 
return to fundamentals,” he said.e 


Pennsy RR Moves Account 

The Pennsylvania Railroad, New 
York, has named Transportation 
Displays Inc. to handle the sales of 
car cards, posters and diorama ad- 
vertising. The account was former- 
ly with Transit Advertisers. TDI 
now represents all 15 commuter 
railroads in the New York and 
Boston areas. Beginning April 1, 
it will handle the Reading Rail- 
road, with its commuter services 
in Philadelphia. 


Just in! - ; <a 
Seattle - Son Diego 
- San Francisco _ 


OUTRATES ALL 
COMPETITION 
FIRST RATED 
| ELECASTS 


. 22.3 KING, Pulse 2/8/57 
«23.5 KFMB, Pulse 
-— 4 KPIX, Videodex th 


starring 


John HART 


Lon CHANEY 


Television Programs of America, Inc. 


488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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erald-Traveler 


a 
1D ADVERTISING FOR 30 CONSECUTIVE YEARS 


| Appoints Hicks & Greist 

| Steelman Phonograph & Radio 
|Co. has appointed Hicks & Greist, 
New York, to conduct a campaign 


of national advertising and dealer | 
'sales promotion. Newspapers and | 


| magazines will be used to promote 
| the company’s line of phonographs 
/and radio-phonograph combina- 
|tions. Ben Sackheim Co. is the 
| previous agency. 


‘Sanitized Names Sterling 


Sanitized, S. A., which licenses | 


|the use of the Sanitized process 
!in South and Central America and 
|the Philippines, has named Ster- 
\ling Advertising Agency, New 
| York, to handle its advertising. 
| Spanish, Portuguese and English- 
language publications in 23 coun- 
| tries will be used. 
‘Look’ Moves Fields 

Charles Fields, formerly admin- 
\istrative assistant to the adver- 
tising director of Look, New York, 
|has been named assistant to the 


Represented nationally by George A. McDevitt Co., Inc., New York * Chicago + Philadelphio «+ Detroit + Pittsburgh | general manager of the magazine. 


All-new surveys show again: 


When the youngsters are 
Kansas City radios stay . 


away... 
.. with WHB 


Let’s look between 9 a.m. and 4 p.m. Monday 
through Friday—and see what happens to Kansas 
City radio listening when “all those teen-agers” 
are at school. WHB continues its domination! 
According to every major survey, every one 

of the 140 quarter hours from 9 to 4 belongs 
overwhelmingly to WHB. This, mind 

you, when there are no teen-agers available. 

No wonder WHB carries regular schedules for 
virtually every major Kansas City food 
chain—including A & P, Milgram’s, Thriftway, 
A & G, Wolferman’s and Kroger. Let 

the Blair man tell you WHB’s dramatic 9 to 4 
story, Or, talk to General Manager George W. 
Armstrong. And while you're at it, get the 

whole day and night picture! 


WHB 


The Storz Stations | 
Today's Radio for Today's Selling 


hours. 


10,000 watts—710 ke. 
KANSAS CITY 


WHB—FIRST 140 OUT OF 140 
Y, HOURS BETWEEN 9 and 4! 


AREA NIELSEN. WHE in first 
place 140 out of 140 quarter- 


HOOPER. WHB in first place 140 
out of 140 quarter-hours. 


PULSE. WHB in first place 140 
out of 140 quarter-hours. 


WHB’s share of Area Nielsen 
Total Station Audience: 


46%. 


TODD STORZ, 
President 


wocy 
Minneapolis-St. Paul 


WHB 
Kansas City 


Represented by John Blair & Co. 


Wwaam 


Miami 


KOWH 


Omaha 


WwTix 


New Orleans 


Represented by Adam Young Inc. 
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sweet — switch to 
soft drinks 
ees SQURT 


thirsty... never an after-thirst Seurs 


Goopy—The first soft drink adver- 

tising in Reader’s Digest will be 

this color page for Squirt Co. in 
the June issue. 


Squirt Schedules 
Space; Stresses 
Summer Sipping 


SHERMAN OAKS, CAL., March 19 
—Squirt Co. will use four-color 
pages in The American Weekly, 
Look and Reader’s Digest this year 
in its annual warm weather cam- 
paign, set to run May through 
July. 

The campaign marks two firsts: 
Squirt will be the first soft drink 
advertiser in Reader’s Digest. And 
the use of The American Weekly 
will be the first time in recent 
years the company has used a 
print medium other than general 
magazines. 

Emphasis will be on the local 
character of The American Weekly, 
which was added to get additional 


coverage in markets with largest 
potential for Squirt. According to 
|Hugh McKellar, advertising man- 
ager, “The circulation of all three 
publications which will carry 
Squirt ads has a direct relation to 
Squirt sales and distribution.” 

Ads will continue the theme in- 
| Fosuees in 1950: “If sweet soft 
drinks leave you thirsty—switch to 
Squirt—never an after-thirst.” 
They boost Squirt as both a soft 
drink and a mix. 


| 


® Bottlers will be furnished a wide 
range of material to use in tying in 
with the campaign. Reproductions 


j}of the ads will be available in 
j}counter card form and also as 
newspaper mats for local cam- 
|paigns. Other material includes 


|24-sheet outdoor posters, tv and 
| Tadio commercials, and some 200 
|display pieces. 

Franchise bottlers may use this 
| material or their own in local 
spending of advertising credits 
|earned with the sale of every case 
of Squirt. 

Harrington-Richards division of 
Fletcher D. Richards Inc., Los An- 
geles, is the agency. . 


Borden's Forms Research Unit 

Borden Co., New York, has 
formed a new marketing research 
unit to serve all segments of the 
company. Robert E. Kahl, national 
advertising manager in charge of 
the general advertising depart- 
ment’s merchandising and _ re- 
search, is assuming the added re- 
sponsibility of managing the new 
service. 


_Monogram Appoints Two 

Cal Affleck, formerly advertis- 
ing manager of the receiver divi- 
| sion of Allen B. DuMont Labora- 
| tories, and Robert Rawson, for- 
|merly radio-tv director of Sher- 
man Lawrence Advertising Agen- 
cy, have joined the sales staff of 
Monogram Art Studio, New York, 
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first in the nation 
in total food and grocery advertising forte “aaight YeAn, 


In 1956 The Miami HERALD published 
5,293,218 lines—leading the runner-up newspaper 
by a comfortable 640,000 margin. 


The Miami Retail Trading Zone buys some $360,000,000 
worth of groceries a year—and The HERALD blankets 
this zooming market at one low cost. Many food 


advertisers use only The Herald because they know 
that no newspaper in America is closer to the 

life of its community and readers. Recent survey 
shows 78% shop the pages of The HERALD 
before they shop the stores. 


fications. ~ mi HERALD, - ; e ; 
write The wd In Greater Miami The HERALD alone.delivers 
, man sy. INC. : 
ask the nN vINLEY, ES 90% of the 2-paper audience. 
rorY, BROOK 
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CBS Shades NBC 
in Emmy Awards 
TV Competition 


(Continued from Page 2) 
“block-voting based on loyalties” 
which it asserted eastern members 
obviously indulged in. 


® CBS programs took 14 awards; 
NBC got 13; ABC won two. New 
York programs garnered 15 Em- 
mys, compared to Hollywood's 14. 
Live tv got the nod over film, with 
19 awards going to live shows and 
nine to filmed programs. 

Top award winner was CBS’ 
“Playhouse 90,” which was voted 
six awards, five of which were for 
the same program, “Requiem for a 
Heavyweight.” Right behind was 
the Sid Caesar program (NBC) 
with five awards. 

Complete list of Emmy award 


U.S. 
ers 


STYMIED... 


AT THE PAY-OFF! 


Ever faced a situation like this: an ad campaign set to break par— 


but stymied at the pay-off? Well .. 


. it’s all in a round of golf for the 


man behind the putt, but it's a serious business when your 
money is riding on an ad campaign that must produce results! 
When it comes to the most important aspect of your entire 
program—Merchandising at the Point-of-Sale—we're old pros. 
For more than SO years our job has been to create new 


ideas that sell . . 
that stop shoppers, get action .. 


. invent point-of-sale merchandising programs 
- pay off where it counts — 


at the cash register. Let our nation-wide organization show you 
how Merchandising at the Point-of-Sale can keep your ad 
campaign out of the rough; produce top results whether for a single 


display job, or a year-long program. 


CHICAGO SHOW PRINTING COMPANY, 
2640 N. KILDARE, CHICAGO 39 


Trademark Mystik Registered. 


Merehontiing « at the POINT-OF-SALE 


* Litnographed disp 


use *¢ Animated Displays 
*Cioth and Kanvet Fiber Banners and Pennants ¢ Mystik* Seif-Stik Displays 
® Mystik® Can and Bottie Holders *¢Mystik* Seif-Stik Labels *¢Squee-zel* 


*® Econo Truck Signs *¢ Booklets and Foiders * Moided Piastic 
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winners: 

e New program series: “Playhouse 90” 
(CBS) and five additional awards for one 
program, “Requiem for a Heavyweight”: 
teleplay writing, one hour or more; art 
direction, one hour or more; direction, 
one hour or more; actor, single perform- 
ance, Jack Palance; and single program. 
« Series, one hour or more: “Caesar's 
Hour” (NBC), with four more awards to 
the program going to: supporting actor, 
Carl Reiner; supporting actress, Pat Car- 
roll; comedian, continuing performance, 
Sid Caesar; commedienne, continuing per- 
formance, Nanette Fabray. 

e Edward R. Murrow (CBS) won as news 
commentator, and participated in two 
more: newsworthy event, “Year of Crises" 
report with CBS correspondents, and 
public service series, “See It Now.” 

« Comedy writing: Nat Hiken, Billy 
Friedberg, Tony Webster, Leonard Stern, 
Arnold Rosen, Coleman Jacoby, of the 
Phil Silvers show (CBS). 

e Teleplay writing, half hour or less: 
James P. Cavanagh, for “Fog Closing In,” 
on “Alfred Hitchcock Presents” (CBS). 

e Art direction, half hour or less: Paul 
Barnes, “Your Hit Parade” (NBC). 

e Musical contribution: Leonard Bern- 
stein, “Omnibus” (ABC). 

e Male personality, continuing perform- 
ance: Perry Como (NBC). 

« Female personality, continuing perform- 
ance: Dinah Shore (NBC). 

« Direction, half hour or less: Sheldon 
Leonard, “Danny's Comeback,” Danny 
Thomas show (ABC). 

e Series, half hour or less: Phil Silvers 
show (CBS). 

e Actress, single performance: Claire 
Trevor, “Dodsworth,” on ‘“Producers’ 
Showcase” (NBC). 

e Actor, continuing performance in a 
|dramatic series: Robert Young, “Father 
Knows Best” (NBC). 

« Actress, continuing performance in a 
dramatic series: Loretta Young, Loretta 
Young show (NBC). 

e Film editing: Frank Keller, “Our Mr. 
Sun” (CBS). 

e Engineering or technical achievement: 
development of video tape by Ampex and 
further development applications by CBS. 
« Cinematography: Norbert Brodine, ‘The 
Pearl,” Loretta Young show (NBC). 

« Live camera work: “A Night to Re- 
member,” “Kraft TV Theatre” (NBC). 


CBS OUTLET IN L.A. 
BEATS NBC LOCALLY 

HoLLtywoop, March 19—CBS 
again shaded NBC in the winning 
of local Emmy awards in a local 
telecast which followed the na- 
tional awards ceremony. 

A special station achievement 
award, chosen by a non-industry 
committee, went to KNXT, with 
the committee stating that the 
standards of KTTV fell only slight- 
ly short of the winner. 


= Other awards: 

Best entertainment program: 
“Stars of Jazz,” KABC-TV; best 
documentary or educational pro- 
gram: “Harvest” with Dr. Frank 
Baxter, KRCA; best children’s pro- 


|gram: “Faith of Our Children,” 
/KRCA; best news program: “Big 
|News,” with Clete Roberts, Bill 
Stout, Gil Stratton, Austin Green, 
| KNXT. 

Best sports program: “Sports 
News, ” Gil Stratton, KNXT; most 
| outstanding male personality: 
|Clete Roberts, KNXT; most out- 
standing female personality: Elea- 
nore Powell, KRCA; best local 
|station production also seen out- 
|side of Los Angeles: Paul Coates’ 
“Confidential File,” KTTV. . 


Sacony to Anderson & Cairns; 
|Dorfman Resigns May 1 

S. Augstein & Co., New York, 
|manufacturer of Sacony women’s 
| wear, sportswear, children’s wear 
and foundations, has appointed 
Anderson & Cairns, New York, to 
|handle its advertising. Ogilvy, 
Benson & Mather, the previous 
|agency, resigned the account. Ad- 
Mam nag for the company’s Sil- 
houette foundations has been han- 
|dled by Lawrence Kane Inc. for 
the past few months. 

Robert Dorfman, sales promo- 
tion director of Sacony, has re- 
|signed effective May 1. He joined 
the company 17 years ago and has 
been advertising manager and 
general sales manager of all divi- 
sions. After an extended vacation, 
he plans to re-enter the advertis- 
ing business. 
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HERE'S GROCERY ADVERTISING RESPONSE 


1,445,375 product labels entered in 
The Milwaukee Journal Food Checker Contest 


Here’s more proof that grocery product news is big news in THE 
MILWAUKEE JOURNAL’s colorful food pages. In the “Favorite Food 
Checker” contest sponsored by THE MILWAUKEE JOURNAL and 26 
manufacturers, thousands of grocery store customers voted for 696 
food store checkers using 1,445,375 product labels, box tops and 
bottle caps as ballots. That’s right, 1,445,375 brand labels! 


This demonstration of reader interest and consumer action again 
shows the pulling power of the big, separate food sections of 
THE MILWAUKEE JOURNAL. Here, more than a score of active 
retail food advertisers provide powerful support for national food 
advertisers, with more than 90% concentration of their newspaper 


advertising dollars. 


No other medium, no combination of media, can match THE 
JOURNAL’s complete coverage and thorough selling job in this big, 


metropolitan market. 


THE MILWAUKEE JOURNAL 


Read in 9 Out of 10 Homes in the Metropolitan Area 
National Representatives—O’Mara & Ormsbee, Inc. 


New York Chicago Detroit Los Angeles San Francisco 
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French Newspapers 
Plan to Reduce 20% 


Agency Commission 


New York, March 19—Two de- 
velopments—a movement among 
French provincial newspapers to 
cut agency commissions and the 
proposed establishment of a com- 
mon European market—were dis- 
cussed here by Claude Marcus, 
business manager of Publicis, 
France’s largest agency. 

Provincial newspapers, M. Mar- 
cus said, have been granting 20% 
commissions; now they want to re- 
duce the rate to 15%. He predicted 
that the outcome probably will be 
a 17% commission, which is what 
French national newspapers and 
magazines are granting to agen- 
cies. 

M. Marcus said one of the most 
encouraging developments, on the 


ture was widely publicized in the} Astoria, waich served as Gen. Ei- | tions would not allow a new build- 
U.S. last week on the one-hour | senhower’s headquarters after the ing of this height to be erected. 
NBC television show, “Chevalier’s| war, when the President was com- In keeping with the French rev- 
Paris.” The closing scene in the!mander of SHAPE (Supreme erence for les choses historiques, 
program showed Mr. Chevalier| Headquarters Allied Powers in|the Publicis building will have an 
mounting to the top of a building| Europe). Publicis will move into | “Eisenhower Room,” which will be, 
now under reconstruction in Paris. | the building, which is not far from |in effect, a small museum of ob- 
Mr. Chevalier noted that the/its present quarters, this summer. |jects and documents relating to 
building, which is just off the While the interior of the six- | the SHAPE occupancy. 

Champs Elysee, near the Arc de/story building is being completely | 

Triomphe, will be occupied by an | redone, the frame is being retained. ® The agency headquarters will 
advertising agency. | M. Marcus explained that this was | have still another American man- 
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| U.S.-style drug store, replete with 
soda fountain, tobacco counter and 
pharmacy. “It will be the only one 
of its kind in Paris,” said M. Mar- 
| cus. 

Publicis’ latest account acquisi- 
tion, M. Marcus reported, is Vice- 
roy cigarets, which it obtained 
| through British-American Tobacco 
|Co., London. The agency also has 
| been doing creative work for Nes- 
cafe, which he said has been a big 


French advertising scene today is | 
the plan for the establishment of | 
a common European market. He | 
pointed out that Publicis now takes | 
this into consideration in all of its | 
reports to clients. 


s M. Marcus, who is making his 
headquarters at Goty -Ine., a Pub- 
licis client, told ApVERTISING AG 
last week that the ageficy’s 1957 
billings are running 10% ahead of 
1956. Publicis, he reported, has 
now crossed the $10,000,000 mark 
in billings. 

The advance, he said, has been 
achieved despite the defection of 
Shell Oil as an advertiser. Follow- 
ing Egypt’s seizure of the Suez 
Canal, all of the oil companies in 
France ceased advertising. Shell is 
a $1,000,000 account at Publicis. 

M. Marcus is here to look at 
the latest American advertising 
techniques, confer with clients 
(principally Coty and Colgate- 
Palmolive), see potential clients 
and visit agencies. Yesterday he 
signed up Publicis as an associate 
member of the Advertising Re- 
search Foundation. 


® Established in 1927 by Marcel 
Bleustein-Blanchet, who is now 
chairman and managing director, 
Publicis has gm*employe force of 
210 persons. M. Marcus is a neph- 
ew of M. Bleustein-Blanchet. (Be- 
ing Jewish-owned, Publicis was 
forced to close its doors during the 
Nazi wartime occupation.) 
Although the agency’s name was 
not mentioned, Publicis’ latest ven- 


this salesman- 


yours for 
less than 


Crocker full color 
Mirro-Krome Post Cards, 
reproduced from exclusive 
Mirro-Screen plates, give the 
extra impact of full color 
to your merchandising 
and direct mail campaigns. 
Be sure and 


send for our new ‘ 
reduced price list. Dept. AA3 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 


Los Angeles, 2030 E. 7th New York, 23 E. 26th St. 
Baltmore, 1600 S. Clinton 


® The building is the former Hotel| because French housing restric- jis expected to be converted to a 


|mecessary, among other reasons, |ifestation, in that the ground floor | success in France. 


Other accounts serviced.by Pub- 


= 
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34% of all 


automatic washers 


are owned by 
eader’s Digest families 


They buy more home appliances, 
more detergents, more cleansers, 
more of every household product— 
than any other magazine audience. 


¢ SELL major household appliances—especially: 


today—an advertiser must reach two different 
groups: the replacement market, and the families 
who are buying for the first time. 


You can get both—in every issue of Reader’s 
Digest. The Digest reaches more owners, of auto- 
saftatic washers than any other magazine—and more 
non-owners, too. 


It reaches one-third of all American families who 
own automatic washers, nearly one-third of the 
families who bought washers last year, and a similar 
share of the potential market for 1957. 


And in the Digest, your advertisement has an 
unusual opportunity to be seen and read by the 
women who initiate such purchases—and by the 
husbands who share in the actual buying. 


That’s because every issue of the Digest is turned 


to, and read more often, both by men and by 
women, than any other magazine—including those 
edited especially for women. 


99 million opportunities to sell to women 


Nowadays, when women have more schooling than 
men, and when a third of our married women work 
at outside jobs, the American “women’s world” 
takes in a lot more territory than ever before. So 
you would expect her favorite magazine to be the 
same as her husband’s. And it is! Among women, 
the Digest enjoys a substantially larger audience 
than any other magazine—including those edited 
expressly for women. And women turn to the Digest 
more often than to any other magazine. 


The Digest’s U. S. circulation is over 11 million 
copies a month. Every issue is read by more than 
32 million people—and 17,215,000 are women. 
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licis are: Singer Sewing Machine;| This was an entirely new market|licis placed 65% of its billing in| ginning March 31, This Week will | 


Monoprix, a leading chain of vari-|for France, since there had been | newspapers and magazines, 12% in | casey full-page, four-color Hunt 
ety stores; Pathe-Marconi, radio-tv | previously no French equivalent of | commercial broadcasting time em- | ads every third week for the rest 
set manufacturer (France now has| Lane Bryant. M. Marcus said Pre-| anating from stations outside of the| of the year, according to Whitney 
between 500,000 and 600,000 tv sets | natal now bills $500,000 at Pub-|country (France has no commer- | Drayton, vp of advertising. 
in use); Bas Le Bourget, the largest | licis. cial broadcasting) and 9% in films| 
manufacturer of nylon stockings in| The agency’s oldest accounts are | and slides shown in movie houses.e | Inland Daily Press Elects 3 
Europe; Sabena Airlines; and Rosy | Brunswick Furs and Levitan Fur- | The Inland Daily Press Assn., 
foundation garments. niture, two retailers located near | Hunt Adds ‘This Week’ to List | Chicago, has elected three news- 
Publicis. M. Bleustein-Blanchet| Hunt Foods, Fullerton, Cal., has | papers to membership. They are 
opened his shop in 1927 with these | odées This Week Magazine to its|the Democrat, Lamar, Mo.; the 
two accounts, and both have grown| previously announced (AA, Jan. Dunklin Democrat, Kennett, Mo., 
with the agency. 28) ad schedule in 16 general|and the Republican, Rensselaer, 
M. Marcus disclosed that Pub-| magazines and supplements. Be- | Ind. 


@ One of the agency success stories 
reported by M. Marcus is Prenatal, 
a new chain of stores specializing 
in clothes for pregnant women. | 


Whichever you want most—new prospects 
or replacement buyers—the Digest has more 
than any other magazine. 


A recent market study—one of the most exten- 
sive ever made—shows that the average reader 
picks up and reads his copy of the Digest on 5.3 
different days. That gives the Digest 168 million 
“exposure days.”’ And women alone read an average 
issue of the Digest 99,630,000 times. 


That gives you, as an advertiser, nearly 100 
million opportunities to have your message read by 
women in the Digest. In this respect, the Digest 
leads the next magazine by more than /wo-to-one. 


Send for ‘‘Study of Seven Publications”’ 


These figures were taken from a nationwide study 
of “exposure days,” a new dimension for measuring 
magazine readership. The study was conducted by 
Alfred Politz Research, Inc., and approved by the 
Advertising Research Foundation. 


Life, Saturday Evening Post, Look, Good House- 
keeping, McCall's and This Week. This study pro- 
vides new facts of value to advertisers—including 
the latest comparative data on magazine readers 
by sex, income, age, family status, educational 
levels, household possessions and purchases. 


For your copy, send for “A Study of Seven 
Publications,”” Reader’s Digest, 230 Park Avenue, 
New York 17, N. Y. 


People have faith in 


eaders Dige st 


Largest magazine circulation in the U.S. 
11 million copies bought monthly 


It covered seven publications: Reader’s Digest, 


HAROLD H. WEBBER, who resigned as 
exec vp of Foote, Cone & Belding 
and general manager of the Chi- 
cago office in January, will join 
Look about April 15 as a vp, re- 
porting to Marvin C. Whatmore, 
general manager of the magazine. 


Fort Wayne Station Changes 
Call Letters: Names Petry 
WIN-T, Fort Wayne, Ind., will 
change its call letters to WANE- 
TV April 1. WIN-T and WANE, 
affiliated radio station, were pur- 
chased by J. H. Whitney & Co. 
late last year. Whitney also owns 
WISH and WISH-TV, Indianapo- 
lis; KOTV, Tulsa, and KGUL- 
TV, Galveston-Houston. The Fort 
Wayne stations will move into 
combined quarters now being con- 
structed on W. State Blvd. about 
Sept. 15. 

Also effective April 1, Edward 
Petry & Co. has been appointed 
national sales representative for 
WANE and WANE-TV. The sta- 
tions currently are listed with 
H-R Representatives. 


Kellogg. Lansdale Merge 

Edward S. Kellogg Co. and 
Lansdale Co., Los Angeles agen- 
cies with a combined billing of 
close to $2,000,000, have merged 
under the Kellogg name. The 
Lansdale staff has moved to the 
Kellogg offices at 685 Carondelet. 


CAPTIVE 
AUDIENCE 


Potential customers are 


comfortably seated, re- 
laxed, with all eyes focused 
on your commercial. 
USE... 


THEATRE SCREEN 
ADVERTISING 


MPA 
| ro 


1032 Carondelet Street. 
New Orleans, La. 


Ec aM, OM) pcg Pe = EME rR Sn 9 RT 1, A se cere’ NRO = Meee are alee ME aera ee SM eM sg ad re 
ee ree pee i IRE lglg as + Fae i eo ae Sat od ae ee cae ane ne eee re eo ae : e aot Baga ek Bs Ps - en re sae a te eae enti: eo cp ee ee 
eS co ree Bi ae Bee ae Ae te ie eee gee Arcgeg 2 a ee Se ies RRR “paar a ae << i rrr rr Ve TaeeaaT, Soi spacing ditens 5 “ign Ne fee ge ob ew Ok, ee Se es 8 as es vont Og oy 
ree Sy # Oe ce «ee ee ee q tas ee ks, 7: eee a ens) ney ee ett oo eae Roi ogee Te i ek a ~ ‘ih as Pe ree sich Yu Rare Me an Be ee Ai cok rea de ae ah Tar pikes ee a e ie 
See a ane Oa oe eae = ee as a i oa cee ee Sie Te a cote eee eee io ant ofan Sao ie oi “ee TIRES ere eee As or Bi bi 
; ate . Si a ae Pag ols cs aoe a igre: be Salers oe od: : San et oC eo 7 Kot Sangeet = z ; cae” CS Seer a oe ye 
= : t ore ‘es ? die ¥. Seu : : ‘by ; f ne sae . oat ee 3 : a, ey : = # 5 epee eee ee. z 2 = Rigs Fe a th a ee ¥ 0 Gi hale ee “gael 
is Peer 3 ’ i A . amma iaanca aera anrae came aan en meat eect eee “. : mee ee Syl : 
ba weer ae é 
ee ” i 
yo Wir a ge? : fe 
\ _ . fe? 
; 13 4 eee a 
: Baye > Coane 
me - = Pa ae 
Td k ees a 
eieuemiminee oii es ae 
a dais es ; : ve Seer 
3 —  ™ rvmvmvmrmvm''l On — ss aie i: 
; o> Sees 
' | 1 ail 
; Sa 
é | i ape 
rm Ci 
- iw}, 
~ . oo, a e 
: — SS. _ a ae 
: SSS - Mee | ae 
y NP Lace lola 
‘ > SS 25 -~ as | Lege we eres 
; iG — . ‘ noe een 
(a . | = | ne 
it S ~ = * -— . x ae -s eae a 
fl ' SS ——. (oo — . ead Lane aii 
: _ —— LS - f ee n 
nee — ——_— gern = 
~~ = ———— ‘ ois 2 
Sa = fs Ye FZ | a 
ig ' eee z : a : 
ry i “~ = i Pete ne a # Sa : 
e. ° - ——— q 
woe ™ - > . 
i y a “ i). aa 
3 ~ ~ ¢ eS seal Pa as oe 
, ae 4 ~ aes | . . ieee: 
é (—S =F a ww 4) 7 Pe a 
; \ = ~~, wa = y 34 | agin ia nae i 
——— —— —_ : ~ a 4 ; One 
eS —— ‘. fs | . 
ae ——_ ‘ - os Sa 
oh . ~ . ~~. - beh a 
See: — Ve / > Ba ote 
- — ’ Na J A gem 
i, ———_ 7 o oe 
si —— a J / j \ ees ~ 
Se » ~ - 4 ~ / - Re. 
a, eo —<> —S ——— WY —— 
y ‘ / \ j s ae si 
2 = 4% (i ae -™ 
— oF ed es 
_ Ge I os 
as \ wa - = i Bes 
Ff ; . 4 — —— r en a ‘ ‘ a sige 
4 ! : cz ee nal > é a ea = 
e's »*) 4 . + . _— A “| , ' aed tae ae 
‘. _——— Pn x uf hi es 
: - < \ - a ie Se eas yo game 
3 at - e. sd a ee a 
ea... ‘ : = 4 > o— -—— a 1 ) co aia fe 
fey 4 - > ae = . Race 
4 . . — _— ~ ., ie. 
* —— es = b> ee 
: : ‘ 4 + ~e0- — ~- ee : 
‘4 + anf - Re | 
: i ¢ ’ ) \ ee 
‘ _ a 4 nd . _— —EE z Sam 
me i A é pes oo » ~ ‘7 = ‘ — if ) | 4 a * , 
Sh —- * y } { Pit tte! ae ’ Yo a: hie 
i , ee \ 7 ae 
= : a 
as a ge 
¥ eam . a i 
‘ 0 mer a 
i . ey Pye care 
3 She ot = 
a ngery fa 
- = ae, ? 
*" aes" 
ry . a) Sime ae 
me ‘ 4 ernes 
3 a . 
dé ae 
oe. 
= ° ‘ er 
a es ‘ps 
574 . ee ad “4 
wad! . ae ee 
Ay oc ee 
; a 
a | 
aah eee 
ae F 
=. ne 
ke 32 5 ay 
Lie ys, ae 2 
nes en cre 
— 
a, 
; — = 
mt 
: 
74 ahs 
Rex 
te oo: 
2g i ee. # 
st ea is - = SE wes ea oe Pee FTA oe er ee Foe oe eee fits - : i ets... | ee 
a ee ee, CE re a st See ae Oe be nee Aa ER RA, WRCINA CCDs era nee ee om Aa 
Be een or coats oe : om ie Dae ans ete dt eat Be tg og We Ps ie ae ea ih Ron ccc De henge eee. ae Laie eee ace ts gem | GALS $ SA nt ae ane ie 
MWe arg heme ie re ai Nippon ee 3 bay Se Oe ne ioe a ar tat Nita Was h\id! ake eters eo i SS er a ep me aes Rr ee hy og aa) ioe eee alee nem a geimMa s eee See Nhe ot See 
we ae ede RC! ee rites Be age een: eas hitay 9 a ene Rina ee ees Ge teen a Eh BY ee ee ee eae 2 Payee ee eRe ee ip ae De eee chee: Pe Re eee a || ee ea ap) a tS, 2 '> oe 
a i nl 


OutH 
FRECKLE 
HAMPION 


ZZ 


Pretty good coverage, isn’t it? But we can beat it in “Test 
Town, U.S.A.” The South Bend Tribune saturates South 
Bend’s City Corporate Area (108.9% family coverage) —and 
reaches 90.6% of the families in the South Bend Metropolitan 
Area! The beauty of this is that you can completely cover 
this market, one of America’s richest, with only one news- 
paper —for the low rate of 30c a line! Learn more. Write 
for free market data book. 


Ue 
Soulh Bend 


The South Bend, Ind. Morket: 
7 Counties, 1/2 Million People 
Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 
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U.S. ‘Real’ Income 
Grew 50% Since ‘29, 
Commerce Dept. Says 


WASHINGTON, March 19—In what 
is probably the most comprehen- 
sive study ever made of personal 
income by states, the Commerce 
Department’s office of business 
economics reported last week that 
personal income increased from 
$85.6 billion in 1929 to $303.3 bil- 
lion in 1955. 

While this represented a na- 
tional average increase of 254%, 
the report said actual spendable 
income per capita after allowances 
for differences in taxes, prices and 
population increased about 50%. 

The department said this 50% 
gain in real spending power is 
good evidence of the nation’s great 
economic strength and the sub- 
stantial improvement in living 
standards which has been taking 
place. 

Much of the study, which fills 


HE’S 
READING 
HIS 
NEWSPAPER 


E. Ward King, President 
of The Mason and Dixon 
Lines, Kingsport, Tennes- 
see, says: ‘*Transport 
Topics is my newspaper, 
alright. P’'ve read it regu- 
larly since its inception!” 


Transport Topics 


“There’s no other publication in the trucking field 


CONTINUE STUDY OF CREDIT AGENCY 


The Mason and Dixon Lines was or- 
ganized in 1932 with E. Ward King, 
now president, one of three partners. 
Equipment consisted of 3 tractor- 
trailers and an office — the latter in 
Mr. King’s home. Today this fine com- 
pany has 1500 employees, operates 
over 1250 pieces of rolling equipment 
over approximately 6,000 miles of 
franchised routes. In 1956 the Mason 
and Dixon fleet traveled over 25 mil- 
lion miles in 11 states transporting 


over a billion pounds of freight! 


that gives motor carriers as much news of the in- 
dustry — and as timely news — as TRANSPORT 
Topics. I read it religiously .. . and we have fur- 
nished subscriptions for all of our key personnel so 
that they, too, may keep posted on what’s happening 
in the industry.” 


TRANSPORT Topics is the only national weekly in 
the truck fleet field — and this is an important rea- 
son why no other publication in the field gives motor 
carriers as much and as timely news about their 
industry. 

It’s the only publication in the truck fleet field to 
reach the 18,000 ICC authorized for-hire carriers — 


a $6 billion gross revenue for-hire truck fleet market 
which accounts for — 


¢ ¢ * 300,000 power units, many of them requiring 
replacement annually. 

¢ « * 1/3 of all truck ton-miles, creating a tremend- 
ous market for gasoline, tires, motor overhauls and 
other replacement business. 

* * « 30% of all tractor-trailer combinations on the 
road. 


TRANSPORT TOoPIcs is edited for management and 
supervisory men — the men in the for-hire fleet mar- 
ket who hold the purse strings. In addition, it reaches 
around 5,000 private carriers and shippers who also 
buy or influence the buying of large amounts of trans- 
portation equipment. 
. . . 

If you’re an advertising agency with a client who 
manufactures anything used by the trucking industry 
—or an advertising manager for such a manufacturer 
— Transport Topics should be on your schedule! 


Crausport Eopics 


In Its Twenty-Second Year 


National Newspaper of the Motor Freight Carriers 


@ 1424 Sixteenth St., N.W., Washington 6, D.C. 
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229 pages and includes 78 tables, 
is devoted to unadjusted total and 
per capita income by state for se- 
lected years beginning in 1929. 
The additional breakdowns show- 
ing spending power after allow- 
ances for changes in taxes, prices 
and population represent an addi- 
tional refinement of the data, and 
are represented as being the first 
official estimates ever published 
of disposable income by state and 
region after taxes. 


# On a state and regional basis 
the gains in income vary widely 
| with the most impressive percent- 
age and per capita increases reg- 
istered by states and regions 
which formerly had low popula- 
tion and below average per capita 
income. 

By regions the largest percent- 
age increases in total income were 
in the Far West (418%); South- 
west (374%); Southeast (364%), 
and Rocky Mountain states 
(307%). The Great Lakes states 
showed a 245% increase and the 
Plains states 222%. 

While New England and the 
Mideast (the Middle Atlantic 
states, plus Delaware, Maryland 
and District of Columbia) gained 
only 185%, they continued to rep- 
resent one of the most concentrated 
markets in the world, occupying 
only 6% of the nation’s land area, 
while accounting for 28% of its 
population and nearly $100 billion 
of the $285 billion total personal 
income. 


. 


® In the leveling off process, 
states which formerly had low per 
capita income showed per capita 
gains above the national average. 
New England’s per capita income 
dropped from 25% above average 
in 1929 to 13% in 1955 and in the 
Mideast from 38% to 16%. Mean- 
while the Far West’s per capita 
income above average was also 
reduced from 29% to 19%. 

On the other hand, the four re- 
gions with lowest average income 
levels produced these _ results: 
Southeast up from 52% of the na- 
tional average to 70%; Southwest 
from 67% to 86%; Plains from 81% 
to 89%, and Rocky Mountain re- 
gion 85% to 91%. 


|@ The analysis of changes in ac- 
|tual disposable per capita income 
| showed that federal, state and lo- 
| cal taxes take 12% of personal in- 
come compared with 3% in 1929. 

Compared with an average na- 
| tional gain of 50% in actual dis- 
posable per capita income the re- 
| port credited the Southeast with 
a gain of 105%, the Southwest 90%, 
Plains states 62%, Rocky Moun- 
tain 56%, Great Lakes 48%, New 
England 38%, Far West 33% and 
Mideast 30%. 

The report, “Personal Income 
by States,” is available for $1.50 
as a supplement to the “Survey of 
Current Business,’ from Com- 
merce Department field offices or 
the Superintendent of Documents, 
Government Printing Office, 
Washington 25. e 


Gibson Boosts Fisher, Heinlen 
Gibson Refrigerator Co., a divi- 
sion of Hupp Corp., Greenville, 
Mich., has appointed Dale H. 
Heinlen manager of advertising 
and sales promotion, succeeding 
Frank H. Fisher, who has been 
named manager of refrigerator 
sales. Mr. Fisher succeeds Frank 
L. Sacha, who has resigned. Mr. 
Heinlen formerly was assistant ad 
and sales promotion manager. 


‘Life’ Names 5 Retail Reps 

Five new retail representatives 
have been named by Life’s mer- 
;chandising department and as- 
|signed to different market areas. 
They are Philip T. Clark, Min- 
neapolis; William J. Evans, Hart- 
ford; John R. Maher, Cincinnati; 
Thomas W. Richey Jr., Dallas, and 
David A. Ring, St. Louis. 
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In Philadelphia, buying begins at home 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Families in the giant 14-county Greater Philadelphia market 
spend $168,037,000 a year for drugs, cosmetics and toiletries. 
Your products get first call at the drugstore when you use the 
advertising columns of Philadelphia’s home newspaper — The 
Evening and Sunday Bulletin. And now you can give your sales 
message the added impact of R.O.P. spot and full COLOR— 


evening and Sunday — seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 


ET ane ain ee tee: i Se 5 rae Se en a Se a ere eee aeegee seme et ee en eee ee oe Oe ee eee ae ae ay ae le Relies ol es 
Gee A .—"" a a 5 ener SY a ee ae . a aie. en Pa . 2 ee tices... Same a a 
toi oe =e Spee, ER eaiemaeranal Sx it ag eras s i eae hh eee ae ie br tg’ Og a Se eee r rc . La hy 5 SEE Men Sa ge wet A ria Se ema na 
i cel. aaa | ae ae ee ee a ee ee 
Ser eae oe ae a are BE Ss rr Cea ye er i ere gos, aap Se pe ee Na eae eee ee LS ee ee 
es nee ee ae a ae oe aaa eo a — a ee Nee ties ce Ach nel 2 ae oe Ss ee < e 
oa? he ; “ Be Ree Sng ee “=. SS ease ote eh vo" ee ee Nae £ oa eee OER Rg ae ST ss 4 ght came He ade Sat : ao oe = lee 
e oe os dara 
Sc 
i: < os 
oe 
ae 
7 as 5 
. See ce 
— 
OS a 
: tek 
; Caren ee 
“ i eee 
rie. eter ts iy 
3 eee Zee es 
; a la a 
Bee i 
‘ eye e 
i Cig 
Pe ee | 
| ied 
_ ene he 
fy ' Bint Ta as 
. t ; aa 
3 : : pos ae il, 
3 ss a 
| a he as Es 
= \, — flag ie os a 
vi a th ae 
. : eo 
: ~~ @ ’ ty : 
- ” é . a 7 
& o 4 ae 
o * ¢ 2 “7 : ‘ne if ee sr 
: “ J *, * . Z ¥, i 2 _ oe? i *} : er x : 5 
= ( 4 P fie —_— £m * ee 
a Ret A oS ae _.-. eee 
—— i : > hag : oie sa 
4 pei , 29) ; m aK ‘eau, bs > ae : / ae a 
4 ae rN ah : De - . 7a / SEE oy 
‘ ‘ wy Me ts a — oe 
a —— a og ee F fe aa se ; ; Peak 
. ; ' Hs ee c_ ON atte: 
ut al : i erat ae ae — e, = ee 
‘ | f . x er sie = ” a sii Sa 
4 - i ® Z.. *~ 
‘ a ‘ - i ° : . . 
dain ., 5 % -e P 3 = , ‘. > 
i » ** ‘ae Poe al ; , "4 j a i t oe é 4 
4 ——, ha ol ae Get oa a _ ae Be 
. Me ca = " (1. = * — - 
a) Sg P* =4 . ‘ yy AD ae ee oo 
; . —- 4 ’ TF ht ait 7 r eT os j to Bee 
: 4 ; Nil : — “sa t ot gee ia Tas oe 
. : ¥ Ee in 4 «ail 3 se at ane aa hy 
a j 9 4 “ a Be al ES ae 
“s " SE? ti re i 4 x y oat ic ae s 
“ 5, ‘4 =: SETI T eT See aa 
i s ~ Yo Bere: j , . “0 pret eS +2 be oe eke ora ae 
be oe “ia me 4 Be a ESS Pa . +> % eppvaere” 
7‘ i —- ¥.. 3 F is 'y oe : ; + ai ee ee 
5 . : 4 ‘ mi. i ee ee ". 33 + a . a 
a aa : " ro S33, ° Sis ae 
Wo — ~ Sia 
* : «= a Sore ie all eae 
: gy : wi ., ee et ie’ ne ee, “Sie 
a ~ » J y - — ~ as ; ones aaa 
bal <a ta 5 & ae. 3 al an 
a 5 + * ate. Fa eta AS, he! cis 
i ie ae : s net, , 4 Pe Pd ta sti tiatg 7 ey, ahr 2 oa 
. _— o> na aeeeetsoe Nie 8 mee | 
% 0 ane: % —- e,S ee Lae. Qeeees i “ee | ie ; 
e : Pe? . s + a” og . , TE in, ~~ -serameernditinee ; > 
os ~ Kine _e,*. o- eae ae 
" ” eee ai sa . aoe 
oy . 4 wy 7 72 ao ee a4 oar = ideal 
4 % y ~ a . .* oe? ee “a teats sare: 
. ci - . narra “ 
“anit "22" oO aay age 
F <4 tay a s chk Caeageee 
: ad me) e ! Gy geet 
recientes A \ , ty * ee 
' ‘ us a by a ES eee yr 
3 rm * ; i aes’ sare 
" ~ ae’ ae 2 
= % 4 a ee 
3 ‘\ hea eo are 
. La ee ie ai 
a 4 a? vf 
SSG i at 
: a sg Ie aie 
- 3 . hcg ie 
be ¢ ete pe iad a 
: e , anh: « aaah 
ioe 4 —_ > eae 
‘ 4 . 2 ae re 
ue , j & * | Re ta et be 
fu 4 g aes 8 gee 
es F + . Bie’. Sowa Wit 
Me PY —_ ‘ae mee 
sy ‘ {seg Sed i 
En < a ert, 
ig ie 
i ee. 
oa = 
ee 
; ee Re. a 
2 a 
‘ a 
; ena 
ve ee i 
fe 1 a 
bet: on ns 
Be ta Se 
ae 
an 
Pe eb eee ' 
ty oe ; 
ee eames 
its Osetia 
o ee 
: ieee ue 
a ek as 4 
saben: 
- ee 
; ee: eee 
ee eo as ri aa sis tony Ges si pen a a a ee” Pe take oo pie ae : * a ae 3 aie re So = r : . ee ¥; i _. 5S eee 5 ij 7 i oe eR vans 
Uy i eee i eheerras eae tee, i bees oS Po aoe + igigg ee Geer 8 Bere s Be ee sae neat, Pars, tae: See OF eG 4) Sepia : + {oo ge a a oe is 
Spear rage i <r pre re A ee ; : ; ee ee eee SAS, Se a eee : ; Bt td pete toy poet cai te wee, 
=" eee ee RE ee eel Lar eae ge eee ‘ > as r ite eae ee a ele ee Me ee kt re ee ote z tayo ee rer : : Aine eee 
Seg ec 1 (ORE alee enenae +2 i. Ran a fa Oe Boe, aa Oe ise mag See eh” See Vial Ra ha nae ee on eM ey a ee ' nie We ey ~ ; Li Pacare ree * ay eet he OU ae ee 
hur... eats 5 aie 1 A ee ee ee. ia are Caran ee term Pee IRS ii oS Law Ie aie: “he 1 RS A ele oe cana We OTE Sn SF Or ne oe Be aan! & aK i * eg tea KE Nits Bee’ eS 
Sa a Bee i pea. ere ee ee ee. oe ee ee ee ee ae 


SELLING AT THE POINT OF IMPRESSION | 
That's the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H§M engraving always does. 


Hutchings & Meiville, inc. 
Distinguished Photoengraving 


Faithful-to-plate 4 color wet proofing 


Advertising Age, March 25, 1957 


WHY INDUSTRY 15 MOVING TO CHESSIE£'S RALLWAT 


Cet te come A tr ete er Nt ems tm tem eal at the emo the en 
+ ee Ek ee et 


voces rooms 
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4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 | DISCREET—A new ad series, designed to interest industry in moving 
to Chessie’s railway, is illustrated with gouache drawings. 


C&O Uses Executive Books to Promote 


Industrial Growth Along Its Right-of-Way 


the Des Moines Sunday Register covers a whole state (Iowa, that is) better than most metropolitan 


1,920,000 of them are 15 years of age or over . . . 1,310,000 of this group 


85.9% of Des Moines Sunday Register women readers are housewives. 


Housewife, eh? 


‘momo | 
I've got a house. 


enjoyed the women’s section 
. in fact I've always 
enjoyed women. 


eee ——KKe ee oe ee & 


Peay 


ro------- 


More than 2% million people live in Iowa... 
read the Des Moines Sunday Register—and 660, 000 are women. 


Now that’s a figure 
worth filing. 


,310,000 WHO, 
HAT, WHERE? 


More than 1,310,000 Iowa adults read 
the Des Moines Sunday Register . . . 70.6% of Iowa urban dwellers . . . 66.4% of Iowa farm folk 
. and together they have an effective buying income of $4% billion annually. 


lowuh you say. I've always 


Hello, hello . ry me the Sunday 
‘pronounced that loway. $4-1/4 
! 
! 


1 
Register. . . no, not a copy, H 
you lop-eared baboon, an ; 
' 
! 


billion . . . 1,310,000 you say... advertising representative. 


The bare fact of the matter is this: 


newspapers cover their city of publication. Fine state of affairs we say. 
P.S. Se FORE ae Cee & Sol heen, 


DES MOINES REGISTER anp TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 


ey ire tot “ 
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CLEVELAND, March 19—To pro- 
|mote its industrial development 
program, Chesapeake & Ohio Rail- 
way is telling policy-level business 
executives “Why Industry Is Mov- 
ing to Chessie’s Railway.’ The 
schedule is in business publica- 
tions, including Business Week, 
Dun’s Review, Fortune, Industrial 
Development, Nation’s Business 
and Wall Street Journal. 

The ad copy relates anonymous 
“actual case histories” of business 
and industrial firms which found 
it profitable to locate on a C&O 
road. 

The series is illustrated by 
gouache drawings, blending literal 
illustration with abstract patterns. 
The style was developed by Albert 
Pucci, New York illustrator, under 
direction of Claude Hurd, art di- 
rector of Robert Conahay Inc., 
C&O’s agency. 

Walter S. Jackson, C&O ad man- 

ager, believes the technique adds 
interest to “what has been consid- 
ered prosaic” advertising illustra- 
| tion. 
\s Newest ad in the series is head- 
jlined: “The Lady Who Didn't 
| Talk.” The text tells how C&O in- 
dustrial development specialists’ 
knowledge of their territory helped 
them locate a site for a major in- 
dustrial plant. 

The silent woman was an influ- 
ential citizen—a newspaper editor 
——in whom the site-buying client 
confided reluctantly during the ne- 
gotiations, after being reassured by 
C&O that she could—and should— 
be trusted. 

The first ad, “We Made Sure the 
Money Was There,” told how C&O 
experts dug in and found out the 
town selected for a plant site 
could provide facilities for the in- 
dustry and for the consequent in- 
crease in population. 7 


Top Value Enterprises Elects 
William Runyan President 

Top Value Enterprises Inc., Day- 
ton, O., has elected William P. 
Runyan president. Formerly vp in 
charge of operations, Mr. Runyan 
succeeds Robert 
S. Bare, president 
since the compa- 
ny was organized 
in 1955. Mr. Bare 
has resigned to 
devote his time 
to his responsi- 
bilities as exec vp 
of Cappel, Mac- 
Donald & Co., 
Dayton, which 
has expanded its william P. Runyan 
sales incentive 
business to Germany, France, Bel- 
gium, Holland and Italy. 

Mr. Runyan joined Top Value 
when it was formed two years ago 
after 23 years in various executive 
positions with Montgomery Ward 
& Co, 
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are you getting 


your share 


of today’s 


Brand names that are sold to Young Women Under 20 today become their BUY- words 
fora lifetime. NOW is the time to reach these Young Women-— while their buying habits 
are being fixed. 


seventeen completely dominates the Under-20 market! 


Three issues of SEVENTEEN reach 75% of ALL the Young Women Under 20 in America® 
the most complete saturation of a market in the magazine field. 


SOTUREID xin scetiaia: tite httien~niani 


41.8% of ALL teen-age girls in America have actually purchased merchandise they saw 
advertised in SEVENTEEN: It’s the magazine they believe in, live by and BUY from. 


seventeen can put YOU in the YOUTH market! 


By 1967 the vast market of 8,500,000 Young Women Under 20 will increase by more than 
46%, while the 26-40 age-group will decrease 6%. To get your share of these BRAND- 
new customers, do as so many leading advertisers are doing...sell in SEVENTEEN! 


*Gilbert Youth Research Survey 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 * PLaza 9-8100 


RAN D new customers? 
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The happy new force making people 


0 more, do more, buy more today is 


the new aelie We 


... And the spirited leaders of this more- 


fun-and-fine-living age are Holiday's 

readers. With incomes triple the national 
average, these 875,000 families are first 

to follow the many lively pursuits of pleasure 


...and look to Holiday to show them 


A CURTIS MAGAZINE 


the way. If your product gives 


people more leisure or more 


pleasure, it belongs in Holiday. 
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‘TV Availabilities’ Sold 


Richard Railton Co., San Fran- 
cisco, has sold its magazine, TV 
Availabilities, published for the 
past three years, to Billboard Pub- 
lishing Co., New York. The mag- 
azine henceforth will be published 
as Billboard-TV  Availabilities, 
combining the format of Bill- 
board’s former ty monthly with 
that of TV Availabilities. Railton 
'Co. will serve as northwestern 


IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. C) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


|sales representative for the new 
|combined magazine. 


Adman, If the Shoe Fits. . . 


Advertising Age, March 25, 1957 


McKinney Associates Bows 
McKinney Associates, a new 
public relations company, has 
| been opened at 690 Market St., 
| San Francisco, by Richard McKin- 
|ney, former travel secretary for 
| California’s Gov. Goodwin Knight, 
j}and Robert Canon, formerly with 
'a San Francisco investment broker. 


WHITMAN, Mass., March 19— 
Shoe advertising must relate the 
product to the way a man wants to 
live. Moreover, the experience 


shown in each ad must appear to 


HOw GREAT AD SLOGANS 


EXPOSE -> 


(A GLIMPSE BEHIND THE SCENES AT G. B. Ano B.) 


be a more enjoyable one because 
of the shoe. 

That’s the theory behind the 
spring and summer campaign for 
Commonwealth Shoe & Leather 
| Co., maker of Bostonian and Mans- 


ARE BORN/ 


SAY, HOW DID ELL, SON, IT \}, 000 
VILD, BASCOM, Ano Bonfigi )| Abt BEGAN YEARS 
GET THE SKIPPY ACCOUNT, AGO AT THE Z00.. 


MR: GUILD ? 


WELL...1F YOU LIE 
PEANUTS, YOUZL 
LIKE SKiIPpPY.Z, 


SAY / THATS A CREAT 
SLOGAN 4. WANTA HANDLE 
MY ADVERTISING? 


| field shoes for men. Color pages 
land b&w half-pages will run 
through July in Esquire, Life and 
Look. 

Each ad shows situations in 
which the shoes pictured are a 
natural part, and each ad presents 
a single shoe idea—one particular 
piece of “news in shoes.” 

For example, an ad picturing a 
quintet on pogo-sticks features 
crepe-soled shoes. The theme is 
“You ride on cushions in these 
Mansfield Flight-weights.” The 
“news in shoes” stressed in the 
copy is “effortless comfort.” 

Other “news in shoes” motifs in 
other ads include coolness and 
comfort, new colors, hand-sewn de- 
tails and flexibility. 


® Themes of all the ads have been 
developed into retail promotions 
and special store events, such as 
guessing the weight of the sum- 
mer-light “Zephyrs,” as illustrated 
in one ad. Merchandising aids in- 
|clude mat ads, direct mail pieces 
and displays for each ad. 

Grey Advertising Agency, New 
York, is handling the campaign. e 


Letts Succeeds Stanton 

Howard L. Letts, former RCA 
Victor record division vp and oper- 
ations manager, has been named 


of the business affairs department 
|of tv programs and sales at NBC, 
| New York. Mr. Stanton, a vp, has 
been assigned to a new post co- 


POINT- WITH-PRIDE 
an) 


G.B.aveB:s DAVE BASCOM 
HONORED BY NEW YORK 
ASSN. OF ADVERTISING 
MEN AND WOMEN “FOR 
OUTSTANDING ACHIEVEMENT 
IN ADVERTISING...” 


#CURRENTLY HANDLING SUCH TASTY GROCERY PRODUCTS AS SKIPPY PEANUT BUTTER, 
RALSTON WHEAT CHEX AND RICE CHEX » RY-IKRISP, HARRY AND DAVID'S FRUIT-OF-THE-MONTH . 


MOTHER'S COOKIES, FARMER JOHN HAM AND BACON , INSTANT 


ations. Mr. Letts will be proposed 
for election as an NBC vp at the 
next board of directors meeting. 


Quick WALT, GET INTO 
COSTUME ./ HERE Comes 
MR. RDSEFIELD 


| to succeed Car] M. Stanton as head | 


ordinating all NBC color tv oper-| 


Commonwealth Pushes ‘Shoe Living’; 
Admen Have Biggest Feet: Study 


PHILADELPHIA, March 19—Adver- 
tising executives have bigger feet 
than policemen—at least in this 
city. 

A survey made by the Greater 
Philadelphia Chiropody Society, 
with the assistance of students at 
Temple University school of chir- 
opody, found that ad executives 
actually have the biggest feet in 
the area. 

The survey found that average 
shoe size for admen is 11%, with 
some sizes over 13 and “a few un- 
der 10.” 

Philadelphia police, meanwhile, 
were found to wear an average of 
94%2D shoe, which is about normal 
for the American male. The width 
is a bit more than normal, but the 
chiropodists figure this is due to 
the intelligence of the cops, who 
want to be comfortable on the beat. 

Dr. James E. Bates, chairman of 
the board of the Greater Chiropody 
Society, said he was surprised at 
the average measurements of ad 
men’s shoes and feet. 


® He said the local survey actually 
confirms similar findings around 
the nation. 

The survey showed that salesmen 
as a group had the second biggest 
feet, with an average size 11; store 
managers averaged 104. 

Policemen and high income ex- 
ecutives were more considerate 
than others of their feet, the survey 
found; reportedly they were care- 
ful about fitting shoes to their feet 
—and not vice versa. 

ADVERTISING AGE asked Dr. Bates 
why advertising men had such big 
feet. 

“I can’t figure it out,” he said. 
“They spend so much time sit- 
ting.” . 


Fred V,.Davis Appointed 

Fred V. Davis, formerly manager 
|of the Detroft office of Collier’s, 
has been appointed manager of 
the Detroit office of TNT Tele- 
Sessions, an affiliate of Theatre 
, Network Television, New York. 


Now / 


"K'ROUOE men 


RALSTow, ano REGAL PALE BEER men? Then TRUE goes to the 


of your list. 


make the BIG 


buying decisions 
While the little woman tries on yachting caps the TRUE man 
is signing the check for that cabin cruiser he’s had in mind. 


Never overlook the buying power of the men who read 
TRUE (now 2,500,000 of ’em...and still growing). Selling to 


top 


TRUE 
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more interested than ever in 
keeping pretty. Now she knows 
lipstick is only the finishing 
touch ... her new make-up 
plans include the preventive- 
protective care of her hair, 
skin, hands; the subtle fun of 


mascara, eyeshadow, perfume. 


That's why Good Housekeeping, 
in 1956, devoted 55% more 
editorial pages to Beauty and 
Toiletries than its nearest 


competitor in the service field, 


That’s why Good Housekeeping 
has its own beauty salon, 

a panel of staff “guinea pigs,” 

a complete chemical laboratory 

... to examine critically every 
development in the cosmetic 

world. When today’s wife reads 
her favorite magazine, she has 

a 100% guaranty . . . that every 
beauty product claim or statement, 
whether in editorial or advertising, 
has been checked by the 

very same magazine that makes 


her and millions of women 


SO Sure 


when 


Good 


Housekeeping 


SAYS SO 


the buying guide 
Good Housekeeping of 31,000,000 women 
2245 soveansen (Crossley) 


GOOD HOUSEKEEPING «© A HEARST MAGAZINE 
FEB. 1957 ISSUE: 4,083,000—PUB. EST. 
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DAVENPORT 


* PACE SETTER OF IOWA — with a retail sales gain of 
over $11,000,000 for the fiscal year ending June 30, 1956. 


& LEADER OF THE QUAD-CITIES — with whopping, 
topping net buying income of over $158,282,000. 


REACH — SELL this rich midland mar- 
ket through DAVENPORT NEWSPAPERS. 
For the tenth consecutive year — First in 
lineage in all lowa and First in the Quad- 
Cities! 

Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE, AND EAST MOLINE, ILL. 


Lynn Baker Names 2 VPs 

Lynn Baker Inc., New York | 
agency, has elected two vps. They | 
|are James D. Evans, formerly an) 
account executive who will now} 
serve as plans board member and 
as executive supervisor of the me- 
dia department, and Harry G. 
Kebel, who supervises the Quaker | 
Oats Co. account. The agency also | 
has promoted Thomas McGowan 
and Robert Stephenson, members 
of the research department, to 
senior research assistants to the 
vp in charge of marketing and re- | 
search. 


Lester Kamin Buys KIOA 

Lester Kamin, president of Ka- 
min Advertising Co., Houston, 
Tex., has bought KIOA, Des 
Moines radio station, for $185,000. 
/KIOA previously was owned by 
Town & Farm Co., Grand Island, 
|\Neb., which currently owns 
|KMMJ, Grand Island, KXXxX, 
|Colby, Kan., and KNNF, Shenan- 
| doah, Ia. 


HAMILTON HARBOUR 
handles the third 
largest tonnage of 
any Canadian port — 
over 7,800,000 tons 
in 1956. 


= The Hamilton Spectator 


| May 


Advertising Age, March 25, 1957 


Coming 
Conventions 


*Indicates first listing in this column. 

March 22-31. International Photograph- 
ic Exposition, National Guard Armory, 
Washington, D. C. 

March 29-30. Midwest Advertising Agen- 
cy Network, Bismarck Hotel, Chicago. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Adver- 
tising Institute, 11th annual symposium 
and exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 22-25. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising In- 
stitute sponsored by the Atlantic Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 
5-7. Magazine Publishers Assn., 


|The Greenbrier, White Sulphur Springs, 
|W. Va. 


vee 


Population of Metropolitan Hamilton now stands at over 325,200 


NOW ONTARIO’S FASTEST-GROWING MAJOR CITY® 


Look at the facts: The latest Dominion Bureau of Statistics release shows 


Hamilton is now Canada’s Sth largest city and Ontario’s fastest-growing majer 


city. Latest Sales Management figures put retail sales in Metropolitan 
Hamilton at $287,783,000-—per family income at $6,590—a full 
$2000 above the Canadian average. 


Industry is booming! The Steel Co. of Canada, Ltd., Canada’s top producer, 


is engaged in a seven-year, $173 million expansion program. 


Hamilton’s Dominion Foundries & Steel, Led. is topping off an $88 million 


expansion program. The chemical industry in the Hamilton area has 
six companies involved in programs totalling $15 million. 
*Dominion Bureau of Statistics, 1956 


The Spectator is 
the only newspaper with 
saturation coverage of 


Ontario's fastest-growing 
major city 


One of the Eight Southam Newspapers in Canada 


MONTREAL GREAT BRITAIN UNITED STATES 
The Southam Newspopers F. A. Smyth 
1070 Bleury St. 34-40 Ludgote Hill, 
J. C. MeCagve, Monager London, E.C.4, 
England 


TORONTO 
The Southom Newspapers 
388 Yonge St. 


New York, Detroit, 
K. L. Bower ,Monoger 


Chicago, San Francisco, 
Los Angeles, Atlanta 


Cresmer & Woodward inc. (Can. Div.) 


F-4985F 


| y 10-11. International Affiliation of 
| Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising 
conference, University of Michigan, Ann 
Arbor 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-7. National Sales Executives, 
22nd annual international distribution 
congress, Biltmore Hotel, Los Angeles. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach 

June 10-11. Outdoor Advertising 
of America, 5th painted display 
ence, Hotel Sherman, Chicago 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit 

June 19-22. Trans-America Advertising 
| Agency Network, annual convention, San 
| Diego, Cal. 

June 24-28. Advertising Assn. 
West, 54th annual 
Village, Honolulu. 

*June 28-30. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn 

*July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco 

July 4-7. National Assn. of Advertising 
| Distributors, The Greenbrier, White Sul- 
| phur Springs, W. Va. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athietic Assn 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston 
Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Assn. 
confer- 


of the 
convention, Hawaiian 


Crosley Gets FCC Permit 
for Indianapolis TV Station 

Crosley Broadcasting Corp. has 
been granted a license to construct 
a television station in Indianapolis. 
The original application for the 
station was made in 1946 to the 
Federal Communications Commis- 
sion when licenses were granted 
for Crosley stations in Cincinnati, 
|Dayton and Columbus. 

Crosley also operates a tv station 
in Atlanta, which, with the new 
Indianapolis station, brings Cros- 
ley to the maximum number of tv 
stations permitted by the FCC. The 
new station will be known as 
| WLW-I. 
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ALLYN B. McINTIRE 

Vice President 
Pepperell 
Manufacturing 
, Company 


WAYNE HICKLIN 
V. P. in Charge of Sales, 
Avon Products, Inc. 


DUDLEY SANDERSON 7 


\ Advertising 

| Vice President 
™) Oneida, Ltd., 
Silversmiths 


Question before the board: 
How do you rate 
Ladies’ Home Journal? 


This Board consists of just a few of the \ 
blue-chip advertisers in Ladies’ Home Journal. \\ 
Yet collectively they represent over 150 years 
of steady advertising ... hundreds of colorful pages... 
and millions of dollars invested in the Journal. ) 


ore 
3 

% 
se 


These gentlemen, like their fellow-advertisers, 
agree that women have a world of their 
own...and one magazine that reaches and 
sells this world better than any other. 


In April, advertisers invested more money 
in the Journal than in any other April issue 
in Journal history—$3,018,695. 

An indication that if you want to belong in 
a woman’s world, you belong in the Journal. 


Women have a world of their own... 
and a magazine of their own... 


=HOURML | 


... the world’s largest 


| ROBERT J. SULLIVAN 


HAL M. CHASE i j i 
. Vice President in 
Vice President _ Charge of Advertising 
s . Director o and Promotion, 
fs Dole Hawaiian Lenox, Inc 
: Marketing, oT 


Pineapple Co. 


ROBERT B. BROWN 
President of 
Bristol-Myers 
Products Division 
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These rich Fox River towns 
extend 8 miles each way from 
Appleton, logically look to it 
as their shopping, service 
and news center. 


...sometimes overlook the facts! 


The “Fox Cities,” made up of 5 cities in 2 counties, are 
not measured or evaluated in the major marketing books. 
But “Fox Cities” is a Metropolitan Market, 94% covered 
by 1 medium — the Appleton, Neenah-Menasha POST- 
CRESCENT. 106,670 people comprise this ABC City 
Zone market. But they don’t conform to county lines. 


Examine all the facts carefully concerning the daily 
newspaper that is FIRST in editorial volume, SECOND 
in advertising linage and covers the THIRD largest City 
Zone Market in Wisconsin. 


APPLETON Post-CRESCENT 


KEN E. DAVIS, MANAGER, GEN'L ADV APPLETON, WISCONSIN 


|McCann Taps Bryson, Shelley | 


' Gene E. Bryson, for the past 


three years an account executive 
with Erwin, Wasey & Co., Los 
Angeles, has joined McCann- 
Erickson, Los Angeles, in a simi- 
lar capacity. McCann also has 
named James F. Shelley a vp. He | 
rejoined the agency last Novem- | 
/ber to become senior account su- | 
pervisor and member of the ad- | 
visory committee in Los Angeles. | 
Previously with the agency, he re- | 
signed to head his own agency, | 
James P. Shelley & Associates, for | 
several years. 


F&S&R Adds Two 

Thomas F. Buck, formerly vp 
in charge of advertising and mer- 
chandising of Everywoman’s Mag- 
| azine, has joined the merchandis- 
ling staff of Fuller & Smith & 
Ross, New York. Oliver Darling, 
|formerly with G. M. Basford Co., 
has joined the agericy as an ac- 
count executive and technical writ- 
ler. 


| 


IT'S 


AND IT'S Yours FOR THE ASKING! 


The 11th Annual 


yours for the asking! 


in retail sales, 


This comprehensive study reveals shopping habits and brand _pref- 
. . from mattresses to motor oil, 


erences for more than 180 products 
vegetables to vodka, cars to catsup. 


_ For your personal copy, just contact your Ridder-Johns representa- 
live or write on your company letterhead to Consumer Analysi: Dept. B 


“Ramsey, Dakoia and Washington Counties 
1956 Sales Management 


Source: May 10 
Survey of Buying Power 


st. & PAUL 


i? DISPATCH 


A Rt OoODOER 


NEWSPAPER 


EER PRESS 
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READY AND WAITING — BIGGER THAN EVER — 


CONSUMER ANALYSIS 


of the big-spending St. Paul market! 


. ; 
It’s hot off the presses—brand new from cover to cover—and it’s 


The packed-with-facts 1957 St. Paul Dispatch-Pioneer Press Con- 
sumer Analysis Survey is bigger and more complete than ever before, 
and it will erase any doubts about how YOUR product rates with the 
486,100 people in the St. Paul Market* who spend $596 million a year 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO -LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


Advertising Age, March 25, 1957 
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CHARLES DONER has joined Wesley 
Aves & Associates, Grand Rapids, 
Mich., as executive art director. 
For the past 12 years he has been 
head art director for the 13 offices 
of Beaumont & Hohman. 


CBS Radio’s Impact 
Plan Cuts Price to 
Volume Purchasers 


New York, March 19—A new 
sales plan called Impact has been 
initiated by CBS Radio to sell five- 
minute segments on 22 of its week- 
end programs. 

Costs range from $1,000 per seg- 
ment down to $800 per segment 
for an advertiser who buys 16 seg- 
ments per week on a 52-week con- 
secutive basis. Liggett & Myers 
(for Kent cigarets) became the 
first advertiser to take advantage 
of the new plan, buying 16 seg- 
ments a week in 10 weeknight 
and weekend programs through 
Young & Rubicam. 

“Sports Time,” a _ five-minute 
Monday-to-Saturday show, began 
on CBS yesterday, with North 
American Philips Co., for Norelco 
electric shavers (C. J. LaRoche & 
Co.) and R. J. Reynolds for Camels 
(William Esty Co.) as sponsors. 


s Latest NBC Radio sales include: 
Carter Products, for Arrid deo- 
dorant (Sullivan, Stauffer, Colwell 
& Bayles) and Carter’s little liver 
pills (Ted Bates & Co.), a 26-week 
participation schedule on various 
shows; Simoniz Co. (Tatham- 
Laird) 252 participations on “Mon- 
itor”; Kiplinger Washington Agen- 
cy (Albert Frank-Guenther Law) 
three 15-minute ‘‘Tips from 
Changing Times” programs each 
Saturday for 13 weeks; and Olin 
Mathieson Chemical Corp. (Van- 
Sant, Dugdale & Co.) three weath- 
er forecasts on “Monitor” for six 
weeks. 


® At ABC Radio, R. J. Reynolds 
Tobacco Co., for Camels (Esty), 
and Norwich Pharmacal Co., for 
Pepto-Bismol (Benton & Bowles), 
have started sponsorship of 38 
five-minute newscasts a week. 
Reynolds sponsors four Monday- 
through-Friday nighttime late 
news broadcasts. It also co-spon- 
sors with Norwich the network's 18 
“Weekend News” programs. * 


ANPA Asks 11 Pica Width 
as Standard Column 


A new standard column width 
of 11 picas has been recommended 
by the board of directors of the 
American Newspaper Publishers 
Assn., New York. Earlier, a sub- 
committee had found that “wide 
variations in newspaper column 
width has created a serious prob- 
lem for advertising agencies” in 
ordering space and supplying en- 
gravings. 

The ANPA said that 204 news- 
papers with 45% of the total U. S. 
daily circulation have already 
adopted a width less than the old 
standard of 11 picas and 6 points. 


Western States Assn. Moves 
The Western States Advertising 

Agencies Assn. has moved to larg- 

er quarters at 730 S. Western 


Ave., Los Angeles. 
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~Oakl 


It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market, 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 


COVERS METROPOLITAN OAKLAND* 


* Daily 201,308 
Sunday 225,010 

ABC Publisher’s Statement 
September 30, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


: 
cs 


* Oakland judged an All-American City, December 1956. 


One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Tribune ie 
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Quite naturally, auto registration is one of the important factors we consider 
in our work for the Lincoln-Mercury Dealers, Western Region. Living in the 
East Bay as I do, it’s certainly no surprise to me to observe that the Metro- 
politan Oakland-Alameda County area consistently records the highest auto 
and truck registration in Northern California. 


This, of course, is only a reflection of the tremendous population growth of 
this market—making it a prime target for any advertiser interested in the West. 


RALPH M. GRADY 
Account Executive 


KENYON & ECKHARDT, INC. 
San Francisco 
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help Betty Furness “pitch” April | 
8 when CBS televises Westing- 
house’s controversial “Studio One” 
Sand Test commercial direct from 
their homes. 


Westinghouse Airs ‘Back-Fence Dispute’ in 


New Version of Controversial Commercial 


Co.LumMBus, O., March 19—Two| which Gallup-Robinson rated as 
dissentient housewives here will|one of the five top commercials 


Advertising Age, March 25, 1957 


of all time and the absolute tops 
for home appliances, was used 


| twice last year, in variant forms, 


on “Studio One.” 
The company encountered some 


The schismatic pair are Mrs. | opposition to the comparison com- 


|Fred R. Asay and Mrs. Michael 


|mercial—and some hawk-like vig- 


E. Spangler, who live just across /|ilance about it on the part of the 


the street from one another. A 


to televise the comparison com- 
mercial simultaneously from their 
homes. 

“This will be one of the very 
few times—if not the very first 


been done remote and live from a 
private home,” said Andy Chris- 
tian, director of commercials for 
“Studio One.” 


le The Sand Test commercial, 


split screen technique will be used | 


time—a television commercial has | 
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HOW MUCH A HEAD? 


29¢ er for 52-time buyers of KYW- TV’s big-hit SIX 
O’CLOCK ADVENTURE. Scheduled weekdays 6:00-6:55 PM, 
its January ARB 5-day average was 21.4—better than twice the 
combined competitive averages. 

Get ahead now in KYW-TV’s great 1,288,156 home-market. For 
action call Albert Krivin, KYW-TYV, “Bink”? Dannenbaum, WBC, 
or your P.G.W. Colonel. 


RADIO~ 
TELEVISION~ 


ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD, INC 


KRY WA? 


CLEVELAND 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


WIND REPRESENTED BY A M RADIO GALES * KPIK REPRESENTED BY THE KATZ AGENCY. INC. 


I'v 


BOSTON, WEZ+WBZA, PITTSBURGH, KOKA, CLEVELAND, KYW. FORT WAYNE, WOWO. CHICAGO, WIND, PORTLAND, KEX 
BOSTON, WSEZ-TV: PITTSBURGH, KOKA-TV: CLEVELAND, KYW-TV: SAN FRANCISCO, KPIx 


network—because in the initial 
version it strayed close to the 
boundary between ethical and un- 
ethical comparison, according to its 
critics. 

The two previous commercials 
featured a Westinghouse Laundro- 
mat automatic washer and three 
competitive machines, six towels 
and two cups of dark sand to dem- 
onstrate the washing, rinsing and 
self-cleaning action of the tumble- 
action Laundromat. 

Following the showing of its first 
commercial last Sept. 24, a com- 


peting manufacturer complained 
| bitterly because, it said, its ma- 
|chine was readily identifiable, 
|though draped for the demonstra- 
|tion. A number of viewers also 
| wrote Westinghouse expressing 
‘bese of the test. 


. When the second Sand Test 
| demonstration was shown last 
Nov. 12, a CBS vp was on hand to 
make sure that no slips occurred 
which would allow identification 
|of the competing agitator ma- 
chines. A number of skeptics were 
on hand for the demonstration, 
with Westinghouse paying for 
their expenses. 

The April 8 demonstration will 
be different in that only two ma- 
chines will be used—Mrs. Asay’s 
Laundromat and Mrs. Spangler’s 
competitive model. Mrs. Spangler 
told Westinghouse she thought the 
test was “rigged” and that she 
couldn’t believe it. Mrs. Asay said 
she tried the test in her own ma- 
chine and found it to be valid. 

The demonstration consists of 
throwing towels and two cups of 
dirty sand into each of the wash- 
ers. Previous tests showed that the 
towels in the Laundromat emerged 
| white and free of all grit while 
| the towels in competitive agitator- 
| action machines ended up caked 
| with sand. e 


Pencil Makers to Launch 
Annual ‘Pencil Week’ 


As part of an expanding promo- 
tional program started three years 
ago, the Lead Pencil Manufactur- 
ers Assn. has voted to conduct a 
Pencil Week during the last week 
of February each year, beginning 
in 1958. For the first year, Pencil 
Week activities will be concentrat- 
ed around dealer marketing and 
sales aids. 

Since the pencil association’s 
consumer publicity program was 
undertaken in 1953, the association 
reports, per capita consumption of 
pencils has risen 18%, and the use 
of higher quality pencils has risen 
to show a 24% increase in dollar 
sales. Banner & Greif, New York, 
is conducting the program. 


Westinghouse Names Myers 

John F. Myers, vp of Westing- 
house Electric Corp., has been ap- 
pointed general manager of the 
company’s marketing subsidiary, 
Westinghouse Electric Supply Co. 
He assumes the responsibilities of 
Victor D. Kniss, former president, 
who resigned “to pursue other 
fields of business activity.” 


Simoniz Gets Clad-Rex 

Simoniz Co., Chicago, has ac- 
quired controlling interest in Clad- 
Rex Corp., Denver, maker of 


vinyl coating for steel, aluminum 
and magnesium. Simoniz intends to 
step up Clad-Rex sales and pro- 
motion and 
market. 


increase its export 
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| How to reach more of your bes 
| prospects per advertising dolla 


i] 


Your best sales prospects are those people who have the 
urge to own, the time to enjoy, the money to buy your 
products. The more of these people you reach per adver- 
tising dollar—the more efficient is your advertising. 


The tables below compare the efficiency of six leading 
magazines and a weekly supplement in reaching impor- 
tant segments of the buying public in four major product 
fields: food, cars, appliances, insurance. The audience 


ARE THEY CAR BUYERS? 


Readers in families who 
PURCHASED A CAR 
in 12 months prior to survey in spring 1956 


. R 
; Audience on tener 
LOOK 7,098,000 429 
Life 9,011,000 391 
Reader's Digest 9,499,000 328 
Good Housekeeping 3,383,000 294 
Post 5,784,000 292 
This Week 6,965,000 216 
McCall's 2,970,000 187 


ARE THEY SUBSTANTIAL FOOD BUYERS? 


Readers in families who 
SPENT OVER $27.50 A WEEK ON FOOD 
in 12 months prior to survey in spring 1956 


Audience pr Ee 
Life 11,718,000 508 
LOOK 7,967,000 481 
Reader's Digest 12,469,000 430 
Post 6,557,000 332 
Good Housekeeping 3,629,000 315 
This Week 9,183,000 285 
McCall's 3,684,000 232 


data are taken from the recent Reader’s Digest-Politzsur- 
vey, “A Study of Seven Publications,” conducted in spring 
1956. LOOK has applied current, one-time, black-and- 
white advertising page rates to these audience figures. 


In studying these tables, note LOOK’s huge audience of 
people who buy . . . LOOK’s efficiency in reaching these 
people. Which of them are the best customers for your 
products? 


ARE THEY INSURANCE BUYERS? 


Readers in families who 
PURCHASED NEW LIFE INSURANCE 
in 12 months prior to survey in spring 1956 


Audience pny di 
LOOK 3,852,000 233 
Life 5,091,000 221 
Reader's Digest 5,052,000 174 
Post 3,135,000 158 
Good Housekeeping 1,748,000 152 
This Week 3,853,000 120 
McCall's 1,806,000 114 


Whatever your product category may be, your mar- 
keting and advertising strategy calls for reaching the most 
responsive people at the lowest cost. Consider, then, this fact 
—LOOK reaches more people per advertising dollar than any 
other major national publication. 


ARE THEY APPLIANCE BUYERS? 


Readers in families who 
PURCHASED AN APPLIANCE* 
in 12 months prior to survey in spring 1956 


Audience Ay - 
LOOK 7,004,000 423 
Life 9,601,000 416 
Reader's Digest 10,094,000 348 
Good Housekeeping 3,660,000 318 
Post 5,644,000 285 
McCall's 3,897,000 245 
This Week 7,467,000 232 


*includes refrigerators, stoves, TV sets, record players, clock radios, air conditioners, 
freezers, clothes dryers, washing machines, and automatic dishwashers. 
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| large-space ads will start running 
|at the end of this month in news- 


Remington, Nestle, Johnson, Playtex 
Introduce New Products to British Market — ce enetins . 


Lonpon, March 19—Main news | introduced to Britons through ad- | Remington for cooperative adver- 
on the British advertising front|vertising in the next few weeks. tising will qualify for a two-thirds 
this week is the projected launch-|They are a Remington shaver, a|cost reimbursement. 
ing of new products. Nestle chocolate bar, an auto polish| Plans produced by the agency, 

Four major new lines are to be | by S. C. Johnson & Sons Ltd., and |G. Street & Co., also call for the 

= baby clothes by Playtex Corp. showing of a one-minute movie 
| Remington Rand Ltd. plans aj|ad in 840 theaters throughout the 
massive advertising drive using | country. 
press, movies and direct mail to 
launch the shaver division’s latest|}s The new Nestle product is a 
product—the Super 60 De Luxe! Triple Chocolate bar, an addition 
Rollectric. to its large range of confections. 
| Direct mail brochures will go to|It is a three-decker block made 
| some 50,000 retail outlets and | up of milk chocolate, milky bar 


$100.000.000.000.°° 


= MIDWEST INDUSTRIAL MARKET 
... and M.P.A. Covers the Purchasing Agents ! 


Industrial adman’s dream come true! Buyer 
coverage of World's richest concentration 
of industrial purchasing power —at low 
regional rates. M. P. A. is Official Publication 
of all P. A. Associations in fabulous “Heart 
of Industrial America”. Nothing like it for 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Radio-Active’ MBS 


Advertising Age, March 25, 1957 


and plain chocolate. 

The company says the new bar 
will provide a blend quite differ- 
ent from anything on the British 
market at present. 

An advertising campaign using | 
the theme of “Three treats to the 
bar” is planned for press and com- | 
mercial television. Saward Baker | 
& Co. is the agency. | 


# S. C. Johnson & Sons Ltd. is 
launching Johnson’s One-Step, a 
new polish for autos. 

Foote, Cone & Belding Ltd. is 
handling the advertising cam- 
paign, which Johnson calls the | 
biggest-ever for an auto polish. | ' 
National newspapers, mass maga- ser step rai merchandising and 
zines, trade papers and commer- advertising director of Lewyt 
cial television are being used. Corp., New York, has been named 

to succeed Walter J. Daily as vp 
= Playtex is introducing Playtex | in charge of cleaner sales and 
baby pants, described in trade ads | marketing. Mr. Daily will continue 
as “America’s favorites.” The baby |as a vp on a parttime basis as a 
pants are the first of the com- step toward retirement. 
pany’s new line of infant wear 
products. Initial advertising is ex- 


pected to be heavy. S. H. Benson | 7 
peg hog ‘Hollingshead Push 


Bolling Adds Conner Introduces Dab, Its 


Ralph Conner, formerly with 2nd Consumer Item 
the New York office of Headley- Cimusthh. Merch 90~Deb. 0 tte 


Reed Co., radio-tv representative, 


selling the buyers at the essential local level. 
Send for rates and data. 


has joined the radio sales staff of 
Bolling Co., New York, radio-tv 
representative. 


liquid plastic for sealing leaks in 
vinyl plastic pools, toys and rain- 
wear, is being introduced nation- 


647 Penton Bidg. 
Cleveland 13, Ohio 


ally by the consumer products di- 
vision of R. M. Hollingshead Corp.., 
chemicals manufacturer. 

The division is taking the prod- 
uct immediately into national dis- 
tribution to reach this year’s sum- 
mer market. A heavy trade book 
schedule, now under way, and a 


WPET Appoints Simmons 

Simmons Associates, radio rep- 
resentative, has been named to 
handle WPET, Greensboro, N. C. 
The station previously had no na- 
tional representative. 


HURLETRON controls 
SPOT color ..... 


Hurletron accurately keeps color 
registry to o plus or minus 0.005”, 
and all through the use of 380 
Electronic Tubes, 72 Push Button 
Switches, and 4 miles of wires. 


in the new look 


CINCINNATI TIMES-STAR 


Select any issue of the Cincinnati Times-Star. Scan the pages through the 
interesting sections, note its features, local and national news coverage, its 


The Cincinnati Times-Stor is Today's 
Bold Leader In The Afternoon Field. 
FIRST in ABC City Zone Circulation 
+++ now 130,919 

FIRST in ABC Zone goins...up 2,919 


+++nearly 3 to 1 over our competi- 
tor in the BIG Evening Field. 


reproduction of plates and advertising copy. 


sales by penetrating the market. 


... right on the button! 


electronically controlled automatically registered 


— by HURLETRON color registration 
control equipment any day of the week 


You'll recognize the NEW LOOK of the afternoon newspaper that creates 


consumer magazine campaign to 
break with a fractional page ad in 
| the June issue of Life will support 
the introduction. 

The bulk of initial advertising 
is going into trade books because 
“this is a new concept as well as 
|a new product, requiring an edu- 
cational campaign directed to the 
trade,” said Anthony C. Kupris. 
He is manager of merchandising 
and market development and gen- 
eral advertising manager of Hol- 
lingshead. 

Page insertions in grocery, hard- 
ware, automotive chain, variety, 
drug and toy publications are 
scheduled. The theme is “‘not just 
another patching material.” The 
hard-sell ads tell the reader Dab 
will help him sell more inflatables. 


® Theme of the consumer ads will 
be, “Don’t throw away your in- 
flatables.” A program ancillary to 
the mass appeal in Life calls for 
a schedule in shelter books, but 
the list has not been determined. 

The new product is a consumer 
development of Hollingshead’s 
“Cocoon” formula, which its lab- 
oratories developed some years 
ago as a protective coating for 
machinery and equipment and for 
“mothballing” naval vessels re- 
| tired from active service. 

“With Dab we are taking an- 
other major step in expansion into 
the consumer field,” Mr. Kupris 
said. Long prominent in the field 
of industrial, automotive, aviation 
and maintenance chemicals, Hol- 
lingshead first attracted wide- 
spread attention in the consumer 
field more than a year ago, with 
introduction of Floor Show, its 
waxless, polyethylene-based floor 
polish. 

In addition to inflatables, in- 
cluding wading pools, beach balls, 
air cushions and toys, Dab may be 
used for repairing rain coats, 
boots, seat covers and shower cur- 
tains. It is packaged in a clear 
glass 2-oz. bottle and retails for 


69¢. 


® Distribution in all major mar- 
kets across the nation will be 
through hardware, variety and 
department stores, as well as su- 
permarkets and grocery stores. 

Point of sale material will be 
made available to dealers. 

Gray & Rogers, Philadelphia, is 
the Hollingshead agency. 


Er ee es ee ee yo i See!» 3 aaa P< 5 rr nse oy rie eee SS) Caen en een A PR a ee a iia ia io kk) MMM ag To ca 2am ia 
ee oat po a ees See a “ aa sas . ae abet mags Mae tre "a a me We a ge it pee fe Oe LEE ae eck: ae — ; ae Sa eae PCR 
rien a ee OY A, eet ake en oi. Re Re ee marr pias tees 4 ee MRR Stag Bi" Sa Ce ae Se oe A” 5 ee remenomomeneen ST Ae 2 Sta 
i, — ; Mess ts en eer: im = Bee. cau F nseieisliias oa ee — han Ba ap gg eee BAe ao Ta (Oa 5 eis ees epee 
a ee ot oe : ks 
i 66 ee 
de i ana — ’ he eee pack re: 
: ee ee ao eae 0 
a i ae Ge. i 
- < 2 ’ j 1 F 
a : ‘ 
< . / 
& a a oe 
hy aa songgenene 
; s 
‘i rr S 
* ee 
c i ; 
a 7 , 
D Son 
a bt 
, ™* 
: Re Bis } 
ai ; Be Wanisy | 
J % al ~/ ery —~ 
' xs | ee ry = | 
* f ay | 
ih bP e | 1 
: i . pe 4.2 | , 
: f th | 
3 oe = = 1 =f 
a “ egg cad 
i ie -nane oa WD CMASINS. ts & . ” ; 
vl -t~ Ne PuUR ” 
: % fre | a GENT a 
a Bi oes ine se a 
5 a a 
4 ———————_——_— TT —_ ae 
: " 4 ey ae |, A meen eg ce Ey agen ee ey eRe a lee Peer eee = ons ee am eee Bee aioe Sere Te ee < ae 
é i Sele i, col) aa iia am 2 re 
: - "ES ae sag ne — Tai ie sag ie 
= ia AR ee - Pan aioe of 
a ; 48 oan Ps Lae i. 
ia - ai eg a ee - 
ae mS eee S es sail ed 4 
; : <A ‘ ‘ 2. a here tee tts ae 
? : re noes ee Lae A ie a, Bs be 
INNA : per—Founded | fi pr ce 5 Ss ea . 
a <a ° Home-Owned Neuse con Qe ok. kee a et : 
q Cineinaatl’s Pee. Re ety 
: —— Ta eae es ote ae enyee ae a 
: , 1.1700 ass SS a. Tere ee ae 
= aie 4S Prone CH SS rt a = : os 
a 7 vor. 118—No —— SS = — 7 ne 
a =: —$——— —— ——————— et ee CE ae 
te aa —— —— a ————— ——|> ——— 7 zs ree Pa ea af a owed ‘j 
4 a = = == eee iglesia ae tea ee al : 
et > " ° ——<$<$——— ——————— ss 7 Bia «Sali ak r f 
ae x SS —————— ————————— 5 
ai S=——— — —— —= ———— ——! —— 2s cal tt ala ialiataah tuiia tase a 
oe —— == —————— ———> Sse SO Se ee i A ame bY 
2 ae —— sn a a OS meg en. Peg ee Ye i 
De de ———— — —_— —— — eee a ——> a — — 4 F oT 
eo. $n SSS ASSESS os HESEOWOSE SS See EE EES a 
‘ - — — = ——aEoo —_—_ ae = ey 
— we ay 
:. 8 ‘ ee 
a Shar aaa aa Sanaa: * ar 
4 — ; 
; a be Fi 
} cee Se ii 
; ates ps ay ae 
& & ee. be. ie pe 
eet BS Bae ee at 
Or ee ae. 
ee — i 
| 
& = 
Wud " 
+ 4 ea a seen ee Senne : ine : a a Fai 5 ia SOS Tet Pie > Po aoe 5 bP es : a oe eS mae. : 7 ave i Pee MT a 
Ee A ge ; res ie es Sareea : 5 chats nota é i ecss ee Seine ieee : ee J dans Mahe > ee 
BONES Teg e The Te eee * i r pie te see N ite Aiea ag : ie tah oe a eee : A ie Rae ees ra ask Mae fe San ee aa fein ecnae i Con ee ie te rhage Be RRS as ped ee en Ma 
pra > a ba By dt ie 2 Tee Sele cd f ee ae egy ey cb 5 Mer RUE Ee UE es ee eee alee ee 5 Be oi ee te ee aera ec Sa ae ree seis Fa hae afoot PER ree pete wl Sao i eta re 
ae Ee: ee a sok eae es “OD ita "gees Tea cipal Cel eens 3 ii hal eames ee a ga a htc A am Fg nt ae ee eee Me rah NES a aI eS noe a 


and now 


SPO RT magazine is 


proud to add PONTIAC to 
its ever-growing list of top- 


flight national advertisers. 


increasingly, Automobile and Automotive Goods advertisers 
are recognizing the importance and value of SPORT's enthusi- 
astic young audience. in today's economy, these young men — 
their median age is 21 years — wield enormous purchasing 
power and influence. (The median tamily income of SPORT 
reader-tamilies is $6200.) 


Importantly, the same pent-up vigor and high spirits which make 
them ardent Sports fans carries over into their enthusiasms tor 
the products you want to sell them. Yes these SPORT fans are 
top prospects. You can buy that! Others do. Here is... 


ij 
ARM AND AMMUNITIONS 


*BROWNING ARMS COMPANY 
*CROSMAN ARMS COMPANY 
COLTS FIRE ARMS COMPANY 
*ITHACA GUN COMPANY 
LYMAN GUN SIGHT 

MARLIN FIRE ARMS COMPANY 
"MOSSBERG & SONS COMPANY 
PETERS CARTRIDGE COMPANY 
REMINGTON ARMS COMPANY 
*SAVAGE ARMS COMPANY 
WESTERN CARTRIDGE 
“WEAVER GUN SCOPE 
WINCHESTER ARMS COMPANY 


“New Advertisers 


Source: Publishers statement to ABC 
2nd 6 ths 1956, subject to audit 


q q 
ATHLETIC GOODS 


ASHAWAY LINE COMPANY 
BAUER & BLACK 
CALIFORNIA SPORTWEAR 
CHICAGO ROLLER SKATES 
*COOPER’S UNDERWEAR 
HILLERICH & BRADSBY 
“JOHNSON & JOHNSON COMPANY 
MacGREGOR COMPANY 
NOKONA LEATHER GOODS COMPANY 
PENNSYLVANIA ATHLETIC PRODUCTS 
* SEAMLESS RUBBER COMPANY 
A. G. SPALDING 
SOUTH BEND BAIT COMPANY 
U. S. RUBBER 


WILSON SPORTING GOODS 
The only monthly magazine 
for the sports enthusiast 


SPO K A Mactadden Publication 


NEW VORK - CHICAGO - DETROIT - SAN FRANCISCO 


[THE SPORT TROPHY CASE OF ADVERTISER CHAMPIONS 


( q 
OTHER “MAN” PRODUCTS 


ALLEN A. UNDERWEAR 

BRISTOL MYERS COMPANY 
BROWN & WILLIAMSON COMPANY 
CITY CLUB SHOES 

DUNLAP TIRE & RUBBER COMPANY 
GENERAL SHOE COMPANY 
INTERNATIONAL SHOE COMPANY 
KINGAWAY SHOES 

$.C. JOHNSON CO. 

MENNEN COMPANY 

PETERS SHOE 

*SHAEFFER PEN COMPANY 

STAR METAL BOAT 

R. J. REYNOLDS 

R. K.O. PICTURES 

UNIVERSAL FILM COMPANY 

U.S. ARMY 

WESTBORO SHOE 


Circulation 486,357 
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Top 200 Spot TV Advertisers: 1956 


Regional and National 76, Pacific Coast Borax Co. .. 


. Swift & Co. 
Source: TvB from N. C. Rorabaugh Reports 


. Campbell Soup Co. .... 
. Carnation Co. ........... 1,154,300 | 
. Ralston Purina Co. ............ 1,143,800 | 
. Simmons Co. and Deolers 1,140,000 | 
. E. & J. Gallo Winery 1,130,800 | 

Pharmaceuticals Inc. 1,108,600 | 


Advertising Age, March 25, 1957 


. Tea Council of U.S.A. ... 
» E. 1. du Pont de Nemours 
Stokely-Van Camp 101. Sealy Mattress and Dirs. .. 
BD PII eetnec cscs coe: 102. Rath Packing Co. ............ 
Great A & P Tea Co. .... / Pe I aceericssnsecsonsesscies 
104. Republican National 


| 100. American Bakeries Co. .... 797,300 
795,700 
790,600 
1,097,900 778,400 
1,091,900 | 
1,077,400 | 

- Top Valve Enterprises .... 1,041,500 | 
. General Electric Co. ......... 1,039,800 | 
- Salada Tea Co. ............... 1,006,600 | 
. William Wrigley Jr. Co. 997,100 
. Kimberly-Clark Corp. 996,700 
. Thomas J. Lipton Inc. 993,500 | 
978,400 


SSSssere 


; 105. Dormin Inc. 

. Bristol-Myers Co. ............ 106. Wm. B. Reily & Co. ........ 

a F434 ) oo aoe OM 848,600 | 107. Proctor Electric Co. ........ 

. Ward Baking Co. .. 848,200 | 108. Reader's Digest Assn. .... 

. Tafon Distributors ............ 822,000 | 109. Rayco Mfg. Co. ................ 

. Sunshine Biscvit Co. ....... 810,100 | 110. Sardeay Ine. occ ccccccseeeeen 

. Adell Chemical Co. ........ 807.600 | 111. Dr. Pepper Co. and Bottlers 716,800 


Rank Advertiser 

. Procter & Gamble 

2. Brown & Williamson 
. General Foods Corp. ........ 
. Sterling Drug 
. Philip Morris & Co. ........ 
. Colgate-Palmolive Co. ...... 7,314,700 | 
. Warner-Lambert Pharmo- 

ceutical 

. Continental Baking Co. .... 
. National Biscuit Co. ........ 
. Miles Laboratories 5,354,700 | 
I Ciiieicereccrcdibivereee 4,810,500 | 
. Carter Products ................ 4,535,230 
. Lever Bros. Co. onc. 4,535,000 | 
. Robert Hall Clothes 4,450,59C 
. Liggett & Myers 4,400,900 
. Bulova Watch Co. ........... 4,298,700 
. American Tel. & Tel. ........ 3,801,000 
. Coca-Cola Co. and Bottlers 3,697,509 
. General Motors ................ 3,486,890 
. Ford Motor Co. ................ 3,332,600 
. Max Factor & Co. ............ 3,181,700 
. Corn Products Refining Co. 2,849,400 
. Helaine Seager Co. ........ 2,781,000 
. Charles Antell Inc. .......... 2,774,200 
III soicdateroniccestavesess 2,374,900 


Time Expenditure | 
$17,522,500 


1,196,300 


Oo 
= 


. Harold F. Ritchie Inc. .. 
. Esso Standard Oil Co. 
. P. Lorillard & Co. ............ 2,148,600 
. Shell Oil Co. seveeeeee 2,000,200 
. Pepsi Cola Co. and Bottlers 1,993,000 
. Florida Citrus Commission 1,972,500 
. American Home Products 1,965,900 
. Pabst Brewing Co. ............ 1,962,600 
. R. J. Reynolds 1,952,800 
. Minute Maid Corp. ........ 1,939,000 
. Block Drug Co. ........... , 1,937,800 
. Chrysler Corp. ............ . 1,914,200 
. P. Ballantine & Sons 1,852,300 
SE ae 1,817,909 | 
. Northern Paper Mills ... 1,798,700 
. Gillette Co. 1,782,900 
. Grove Laboratories .... 1,696,100 
, A tee Ge «............. 1,627,100 
. Nehi Corp. and Bottlers 1,614,200 
. Peter Paul Ine. ............ 1,546,800 
. Anheuser-Busch . 1,534,700 
. Standard Brands ......... 1,512,800 
. Wesson Oil & Snowdrift . 1,498,000 | 
. Piel Bros. 1,485,300 | 
. Borden Co. 1,483,500 


2,341,700 
2.192,000 


SELLING 
TOMORROW'S 
MARKET 


1. The new concept 


. American Chicle Co. 

. Chesebrough-Ponds . 

. Radio Corp. of America 

. Carling Brewing Co. . 

. Food Manufacturing Inc 

. H. J. Heinz Co. ..... 

. International Lotex Corp. 

. Better Living Enterprises .. 
. Theo. Hamm Brewing Co. 

. Avon Products 

. Benrus Watch Co. ............ 
. Standard Oil Co. (Indiana) 
. National Dairy Products 

. Secony Mobil Oi! Co. 

. Falstaff Brewing Corp. 

. Associated Products . 

. Beech-Nut Life Savers 

. American Tobacco Co. .. 

. Seven-Up Co. and Bottlers 1,201,500 


Fr purchased 3222 reprints of this article from 
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In one month, 288 business firms 


ieee 


USE oe 
MISSOURI NEWSPAPERS 
THE EASY WAY 


Whether you use one or all of 
Missouri's 398 newspapers it's 
easier, faster, cheaper with Mis- 
souri Press Service. 


ONE ORDER—ONE BiLi— 
ONE CHECK 


Advertising Agencies and Advertisers Send for 
your free directory and rate book of Missouri + 
Deily, Weekly and Sunday newspapers 


MISSOURI PRESS SERVICE, INC. 


WALTER WILLIAMS HALL 
Columbia Missouri 
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KEY FACTS MEAN BETTER PROFITS. This important 
article explains how executives can construct a few 
bosic indicators which will regularly measure the 
significant factors reflecting the profitability and 
competitive strength of their business. Page 80, 
March Nation's Business. 


MAKING LEADERSHIP EFFECTIVE. New research 
findings suggest that effective executive leadership 
may hinge on a good organizational framework even 
more than on good men. Changes in organization can 
have a startling effect on both morale and efficiency. 
Page 96, March Nation’s Business, 


WASHINGTON’S NEW LOOK. There's a big differ- 
ence between the Washington climate today and 4 
years ago. This subject—vital to every businessman—is 
analyzed in seven articles in March Nation's Business, 
including “The White House—a Different President’ 
and “Budget $72 Billion—Spending $83 Billion.” 
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Advertising Age, March 25, 1957 


112. 
113. 
114, 
. National Brewing Co. 

» Pillsbury Mills ...........00000- 
. Vick Chemi 
. B. T. Babbitt Inc. ............ 
. Lucky Lager Brewing Co. 
> TERMINI GEBs scrvcsstnsecossincvcerees 
. Clorox Chemical Co. ........ 
. Sinclair Refining Co. ........ 
. General Mills ............0.000 
. Paxton & Gallagher Co. .. 
. San Francisco Brewing Corp. 663,100 


Cream of Wheat Corp. .... 


707,800 


Langendorf United Bakeries 700,700 


Duncan Coffee Co. 


I Co. 


700,200 


665,800 


126. Liebmann Breweries ........ 660,400 | 140. W. F. McLaughlin & Co. .. 580,900 
127. Lewis Food Co. 2.0.0... 657,100 | 141. Duffy-Mott Co. ................ 572,200 
128. Studebaker-Packard Corp.  653,200/ 142. Oscar Mayer & Co. ........ 567,400 
129. F. & M. Schaefer Brewing 648,000 | 143. Jackson Brewing Co. ........ 566,700 
130. Greyhound Corp. ............ 639,500 | 144. Blue Plate Foods ............ 566,300 
131. Jos. E. Schlitz Brewing .... 638,400 | 145. Grocery Store Products Co. 564,600 
132. Phillips Petroleum Co. ..... 624,400| 146. Emerson Drug Co. ............ 562,700 
133. Buitoni Products ...... 622,500 | 147. Mars . 555,700 
134. Quaker Oats Co. . 619,200 | 148. Richfield Oil iciep. . men 543,000 
135. Drewry’s Ltd. .......ccccceeee 607,000 | 149. Standard Oil Co. (Ohio) 537,500 
eS eee 595,500 | 150. Simoniz Co. ...........000.. 537,200 
137. Geo. Wiedemann Brewing 594,100 

138. G. Heileman Brewing Co. 585,400 | 151. Gold Seal Co. . 535,500 
139. General Cigar Co. ........ 584,300 | 152. Columbia Broadcasting 


System 
. General Baking Co. ........ 
. US. Tobacco Co. ............ 
. Welch Grape Juice Co. .... 
. National Presto Industries 
. B. C. Remedy Co. ............ 
. Duquesne Brewing Co. .... 
. Foremost Dairies 
5 See 
. Continental Oil Co. 
. Monarch Wine Co. ........ 
. Armstrong Rubber Co. 

. Household Finance Corp. 
. Petri Wine Co. 


Basic approaches to selling are changing 
. a fact of vital importance to every 
businessman. The new point of view be- 
gins and ends with the consumer, focuses 
on the marketing man, and implies major 
adjustments all through the production 


ent today knows * 
hate r the plant f 
t his needs t 


y gros 


and sales cycles. 


February Nation’s Business analyzed 
this change so comprehensively that the 
charge for reprints of the 12-page article 
had to be a high 35¢ each . 
four weeks of publication 288 business- 
men had purchased 3222 of them! The oe 
requests came from businesses of every 


type and every size, nationwide. 


This is what you would expect of the 
one business publication that blankets the 


ate and what 


. » yet within 
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ing executives in manufacturing, banking, 
retailing, wholesaling, construction, trans- 
portation. Nation’s Business has 8008 sub- 
scribers in 71 of the 77 U.S. companies 
with more than $1 billion in assets .. . 
and 5256 in 31 of the 33 companies whose 
sales exceed $1 billion annually. 

Many magazines reach “management 
men,” but Nation’s Business is geared for 
the business owner. That helps explain 
why it is an effective selling medium for 
advertisers of business goods and services 
. why its advertising linage has gone 
up for 15 consecutive months (1st quarter 
1957 up 18.7% over Ist quarter 1956) 

. and why action in business results 
when you advertise in Nation's Business. 


vast business market. Of the 779,000 Na- 


tion’s Business subscribers, 550,000 are 
owners, partners, presidents or stockhold- 


Reprints of “Selling Tomorrow's Market” 
available on request. 


Nation’s Busine 


779,902 PAID CIRCULATION 
(A.B.C.), including 75,154 executives 
of business members of the National 
Chamber of Commerce and 704,586 
businessmen who have personal sub- 
scriptions. 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, N.Y. 


Washington * Chicago 
Philadelphia * Detroit * Cleveland 
Los Angeles * San Francisco 


ball program series (see story on 
Page 103) to R. J. Reynolds To- 
bacco Co., which has bought one 
quarter of each of the 26 major 
league games to be telecast, begin- 
ning April 6. William Esty Co. 
handles the account. 


Leading Agencies 
in Spot TV in 1956 
1. Ted Bates & Co. e. 
2. McCann-Erickson the 
3. Young & Rubicam pal 
4. Leo Burnett Co. age 
5. Benton & Bowles ing 
6. Dancer-Fitzgerald-Sample an 
7. Batten, Barton, Durstine & vel! 
Osborn Up 
8. J. Walter Thompson Co. plo 
9. Compton Advertising nar 
10. William Esty Co. rez 
the 
vel 
166. Drackett Co. ..eccoccnssoen 493,900 bet 
167. Jacob Ruppert Brewery 489,400 ho’ 
BOR. Aemeel GR, ccccceserecsiesceee 478,300 nel 
169. Standard Oil Co. (California) 474,400 bey 
170. Assoc. Hospital Service ... 473,000 tin 
171. Gunther Brewing Co. .... 464,600 by 
172. Bank of America 462,100 wea 
173. Rev. Oral Roberts 460,800 sta 
Res ee 458,600 en 
175. V. LaRosa & Sons 455,700 
+ 
176. Democratic National tut 
| Se eee 453,300 wi 
177. G. H. P. Cigar Co. ............ 435,800 35 
178. tone Star Brewing Co. .... 432,400 fir 
179. International Salt Co. ...... 430,900 in 
180. Quality Bakers of America 424,300 wi 
WU, Cea a Siiaaiesesentnnccesescessins 424,200 at 
182. Holsum Baking & Bakeries 422,500 ° thi 
183. Hudson Pulp & Paper Corp. 419,500 elu 
184. Regal Pale Brewing Co. .. 412,600 — 
185. Libby, McNeill & Libby ... 472,400 7 
186. Montgomery Ward & Co. 410,100 
187. American Stores Co. ........ 409,200 
188. Thomas Leeming & Co. .... 408,500 
189. Stephen F. Whitman & Son 403,200 
190. International Milling Co. 402,600 , 
191. Pharma-Craft Corp. ........ 401,300 — 
192. Stroh Brewing Co. occ...» 401,300 4 \ 
193. Slenderella int'l. Salons .. 399,200 
CO IS GIN vsrccasercceerceesine 397,100 2 it 
195. General Tire & Rubber Co. 395,900 i a 
196. Clinton Merchandising Corp. 383,400 : 
197. Brown Shoe Co. ..........000 383,100 : mM. 
198. Pan-Am Southern Corp. .... 381,800 ; ‘ Ri 
199. Mrs. Baird’s Bakeries ........ 379,000 
200. Frontier Foods Corp. ........ 378,200 
NBC Sells Part of ‘Game’ 
NBC-TV, New York, has sold : 
part of its “Game of Week” base- 4 


Get Your FREE 
Copy of 


— 


“HOW BUSINESS » Ef 
USES CLIPPINGS” AB 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64° x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 


handling. Documented, iliustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON’ S CLIPPING BUREAU 
343 So. Dearborn $1, Chicago 4, tilinoi 
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Merchandising Ideas 


e A sprightly booklet explaining 
the operation of its radio-tv de- 
partment as well as its over-all 
agency operations currently is be- 
ing sent to prospects, clients, media 
and suppliers by Watts, Payne Ad- 
vertising, Tulsa. Entitled “Once 
Upon A Time,” the booklet em- 
ploys a quaint cartoon character 
named “Mr. Advertiser” to take the 
reader on an illustrated tour of 
the radio-tv department. “Mr. Ad- 
vertiser” is introduced to the mem- 
bers of the department and is told 
how they work with other person- 
nel of the agency. As in most stories 
beginning with “Once upon a 
time,” and in this instance followed 
by “there was an advertiser who 
was sad,” the Watts Payne radio-tv 
staff brings the tale to a happy 
ending for “Mr. Advertiser.” 


e Pabst Brewing Co., usually as- 
tute on the merchandising front, 
will add its contribution to the 
350th birthday celebration of the 
first permanent English settlement 
in America. The original occasion 
will be created in colorful events 
at Jamestown, Va., from April 
through November this year. In- 
cluded in the pageantry offered at 


| Only 2%¢ ea. 


ZOOM BUSINESS WITH BRAND NEW 


~ WHISTLE POPS 
yx Pure Candy that “Whistles” 
First time available in ad- 

vertising field. SENSA- 

TIONAL w cosT 


, Laundries, Bakeries, 
shoes, 


‘ clothes, soft drinks, etc 

° Gets repeat business 
Your ad imprinted on label 
FREE—(up to 5 lines.) Used 
regularly by largest firms. 
Be first in your — 
Send trial order to-d: 


H. MEINHARDT CO. 4333 N. Pulaski, Chicage 41, mM. 


840 to case : 


the Jamestown festival will be rep- | 


licas of the three ships—Susan 
Constant, Godspeed and Discovery 
—on which the first settlers landed 
off Jamestown Island. “To help 
make America and Americans 
mindful of their heritage,” Pabst 
and its distributor, Virginia Bever- 
age Co., last week presented 15 
barrels typical of those used by 
early settlers on their Atlantic voy- 
ages, to the Curtis-Dunn Marine 
Industries at a special ceremony in 
Norfolk. Five barrels, each bearing 
a brass marker signifying the do- 
nor, will be used to provide atmos- 
phere on each ship. 

To publicize the festival, Pabst 
will use special six-pack cartons 
imprinted with settlers, Indians 
and an invitation “to visit the 
Jamestown festival.” 


e A portable dictating machine for 
use of busy executives has been in- 
stalled on the Blue Bird stream- 
liner between St. Louis and Chica- 
go as the newest “on-train-selling” 
feature in the Wabash Railroad’s 
campaign to sell the character and 
personality of a modern railroad. 
Free dictating machine belts pro- 
vided by the railroad may be 
mailed by executives back to their 
offices. Typewriters and stationery 
are available in the Blue Bird 
room, which also may be reserved 
for conferences en route by groups 
of six or more business men with 
first class tickets. 

These new services are part of 
the merchandising and ad cam- 
paign developed for Wabash by 
Gardner Advertising Co., which 
emphasizes conveniences and com- 
fort of Wabash passenger travel. A 


for conventions, trade association shows, 
industrial and commercial exhibits .. . 


SELL | MORE where MORE IS SOLD 


” cal 


Eero 


@ to the most diversified audience in the 


nation 


@to the most influential buyers in the 


world 


in the show place of the nation's capital 
Only the modern, fully equipped D. C. Armory 


offers you an audi that is + 


iA ns 


8 
8 


i 


lhl 


@ 76,000 sq. ft 


products than any other bi 


p for 
infivencing more people and more purchasing 
agents of more organizations to buy more 


of unobstructed 
floor space on 
main level — plus 


ad di eo 


in the world... 


Government Agencies 


Industrial Groups 


Ideally located . . 


For FREE colorful brochure and further infor- 


mation—write, wire, or phone: 


Arthur J. Bergmen, Maneger 


Union Organizations 
Military Organizations Diplomats 

Statesmen 

. and other dominant groups 


an additional 
60,000 sq. ft. on 
lower level. 


@ Catering and 
restavrant facili- 
ties. 


. near Capitol Hill, the Penta- 


close te Union Station and National Airport. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


D. ¢ NATIONAL GUARD — 


the prestige choice for your neat convention 


ST CAPITOL STREET * WASHINGTON 3.0. 


LINCOLN 7 9077 


special direct mail invitation to use 
the dictating machine is being is- 
sued to business men by A. K. 
Atkinson, Wabash president. The 
message is printed on dictating 
machine belts and mailed in en- 
velopes carrying the Blue Bird 
room return address. Ads in Chi- 
cago and St. Louis newspapers and 
radio spots introduced the service. 


e Velsicol Chemical Corp., Chica- 
go, is using a loaded flyer to in- 
form a special list of insecticide 
formulators about the company’s 
coming “Stop ’em dead. Be dollars 
ahead” promotion of Velsicol Hep- 


LOADED MAILER—This mailing piece 

announcing Velsicol Chemical 

Corp.’s insecticide promotion 

helped make its point with a real 
silver dollar. 


tachlor insecticide for control of 
soil insects. The mailing piece has 
a genuine American silver dollar 
glued on the front cover. Dealers 
will receive the same piece, which 
is headlined, “You’re $1 ahead al- 
ready,” at a later date, but their 
copies will be uncluttered by coins. 
Allen Advertising, the company’s 
agency, says Sgt. Friday has been 
obtained, free lance, to turn down 
applications for inclusion on the 
Velsicol mailing list. The promotion 
will include farm publications, di- 
rect mail, educational literature 
and dealer sales aids. 


e Hotpoint Co., seeking to tell the 
public about the strength and du- 
rability of aluminum and how Hot- 
point has used aluminum in its 1957 
refrigerators, developed a “hair 
raising” story complete with pock- 
et comb demonstration for use by 
dealers. It goes this way: 

Armed with a 12-page sales 
booklet containing an aluminum 
j}comb, prepared by Hotpoint’s re- 
| frigeration department, the dealer 
| takes a plastic comb and snaps it 
in two. He then takes the alu- 
minum comb and asks the custom- 
er to try to break it. Hotpoint says 
it can’t be done. With this opening 
the dealer can launch into the story 
of aluminum and its uses in the 
j}new Hotpoint refrigerators: freez- 
er liners, ice tray shelves, ice trays, 
coldcoil systems and six other 
items. 


e “Ready to use advertising for 
any budget” is the theme of a 


for dealers of St. Charles Mfg. Co 


weighty promotion kit developed | 


COMPLETE WITH KEGS—Replica of one of the three historic ships, Susan 
Constant, is recreated in detail down to the last keg, thanks to Pabst 
Brewing Co. and its distributor, Virginia Beverage Co., donors of 
the 15 (empty) barrels to be used during the Jamestown Festival. 


, partment in St. Charles, Ill. In ad- 
|dition to the kit containing well 


over a pound of promotional aids 
and literature, dealers received 
paper money in $1, $5 and $10 de- 
nominations redeemable at face 
value in advertising materials to 
stimulate dealer advertising effort. 
Purpose of the promotion kit, 
Homer L. Price, St. Charles ad- 
vertising manager, said, is to de- 
velop a coordinated dealer ad pro- 
gram consistent with St. Charles 
national advertising. The company 
currently is scheduling color ads in 
six shelter magazines to promote 
its steel kitchens, supported by a 
schedule in architectural and pro- 


fessional magazines on the hospital | 


and classroom lines. 


e Effectively merchandising its 
1957 advertising campaign, Da- 
Lite Screen Co., Chicago pioneer 
in the “flickers” era back in 1909, 
early this month mailed a white 
canvas working glove with teaser 
type message on the palm to more 
than 8,000 of its distributors and 
salesmen. Built around the “push- 
button” feature of its screens, the 
campaign focuses on the fact they 
can be opened and set up in six 
seconds and with one hand if need 
be. The first ads, headlined “One 
hand sets up the ... screens in 

6 seconds,” and _ illustrated 
with a man with one arm in a 
sling, kicks off with color inserts 
and pages 
magazines 


March through May 


followed by other ads in 22 other | 


TRAFFIC STOPPER—Chicago policeman 
Walter (Swede) Granby models 
the “one-hand” promotion glove 


gimmick sent out to promote Da- 
Lite Screen’s 1957 advertising. 


trade and consumer publications 
throughout the year. 

To back up local promotion for 
distributors and dealers, Da-Lite 


is offering point of sale material, 


literature and envelope stuffers in 
addition to the glove with “one 
hand” message. Blow-ups of the 
ads will be on display at the com- 
pany’s exhibit at the Internation- 
al Photographic Exposition March 
22-31 in the National Guard Ar- 
mory in Washington—and in 
keeping with the themes, Da-Lite 


-| personnel at the show will have 
‘by the company’s advertising de- their left arms in a sling. 


in four photographic | 


Advertising Age, March 25, 1957 


| Beer Hempstead Adds Three 
Henry M. Hempstead Co., Chi- 
leago. has been appointed to han- 
dle advertising for three new ac- 
counts. They are Coroaire Heater 
Corp., Cleveland; Lloyd A. Fry 
Roofing Co., Summit, IIL, and 
Lowrey Organ Co., Chicago. Gris- 
wold-Eshleman Co., Cleveland, 
|formerly handled Coroaire; the 
| other two formerly were direct ad- 
vertisers. Consumer and _ trade 
publications will be used for all 
| three. 


WXIX Names Hogue S.M. 


Richard P. Hogue has been 


|mamed general sales manager of 
WXIX, Milwaukee. Formerly an 
account executive with CBS Tele- 
vision Spot Sales, New York, he 
succeeds Theodore F. Shaker, who 
will move into network sales out 
of New York for CBS Television. 


Salt Lake City 


CREAMERY 
takes 4* year! 


‘For some time now 
ARDEN MEADOW 
GOLD CREAMERIES, 
has sponsored ‘The 
Cisco Kid’ and it has 
always done an excel- 
lent job for them,” 
reports Ross Jurney & 
Associates. “Cisco won 
everybody — men, 
women and children 
— from the governor 
and his lady down to 
the littlest orphan. It 
would be impossible to 
estimate the amount of 
good Cisco is doing for 
us here in Utah.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMAN[ 


“THE CISCO KID” 
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“Spot-I'V pushed Lestoil sales up 
1200% in less than three years, § 


says J. L. Barowsky, president 
of Adell Chemical Company, 
regarding use of TV saturation 
in winning major markets 


You've been using TV nearly three years, Mr. 
Barowsky? 


Just about. We started during 1954. 


Was Lestoil a new product then? 

No, we developed the Lestoil formula in 1933. 
At first it was sold only to industry. In 1942 we 
began packaging for home use, but not until 
1954 did we hit on our present merchandising 
formula, which has pushed sales up 1200%. 


Sate Se ee Pde ee 


Merchandising formula? 

Yes, the basic element is TV advertising. We 
discovered that, with Spot-TV, we could create 
a real demand for Lestoil —a demand so strong 
that customers who fail to find Lestoil at one 
store will go elsewhere to get it. 


For a detergent, that’s a remarkable achieve- 
ment. How quickly can you gain distribution? 
Take Rhode Island for example. We started 
using both Providence stations in the fall of 
1955. After the initial orders were signed, our 
five-man advance guard got virtually complete 
Rhode Island distribution in three weeks. 


And you're still on both stations?* 


Naturally. We recently renewed our contracts 
for another 52 weeks. 


In picking spots, what hours do you prefer? 
On that point, our theme song is NIGHT AND 
DAY. After all, Lestoil is not only BOUGHT 
by women, but most of it is USED by women. 
We find that daytime spots, properly selected, 
give us a chance to reach homemakers at a very 
low cost per thousand. And when we reach them 
with our TV spots, we SELL them. However, 
men also find many uses for Lestoil so we hit 
them late at night and on week-ends. 


Has sales-growth taxed your production? 

To the limit. Sales have far outstripped the ca- 
pacity of our present facilities and a new build- 
ing is now under construction. When that plant 
gets into production, it will mean more jobs for 
more people —and more work for Advertising. 
Especially Spot-TV? 

That’s right. Because it has proven to be our 
“power-house” medium, Spot-TV still gets the 
big share of every advertising dollar. Our ad- 
vertising must sell—and Sell—and KEEP SELL- 
ING. We're fortunate in being able to employ 
a selling force so powerful, yet really so ECO- 
NOMICAL, as Spot-TV. 


*WPRO-TV—12 anncts. per week 


JACOB L. BAROWSKY, President of Adell 
Chemical Co., Holyoke, Mass., makers of 
Lestoil. For the development of his company 
into a major advertiser, Mr. Barowsky credits 
the selling power of Spot Television. 


Television's 


First Exclusive 
. - . 
For sales building availabilities on these major-market stations ...Call BLAI R iy V National 


Representative 


WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO.TV—Providence | WEWS—Cleveland KFRE-TV—Fresno WABC-TV—New York 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma WXYZ-TV—Detroit KVOO.TV—Tulsa WIIC—Pittsburgh WCPO.TV—Cincinnoti | KGO-TV—San Francisco WFBG-TV—Altoona 
WOW.TV—Omaho KTTV—Los Angeles WABT—Birmingham | WFLA-TV—Tompo-St. Petersburg | WNBF-TV—Binghamton | WMCT—Memphis KFJZ-TV—Dellas-Ft. Worth; KGW-TV—Portland 
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is our business... 
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Eject ‘Skunks, Bootleggers' from 
Auto Retailing, NADA’s Sutter Urges 


(Continued from Page 2) 
padded prices on insurance. Some- 
times in the confusion the customer 
signs a blank contract. Usually the 
victim does not really know what 
he has signed.” 


s Mr. Sutter pointed out that the 
National Automobile Dealers Assn. 
has worked out a set of advertising 
principles which NADA is proud of 
and which has the hearty approval 
of the car manufacturers. 

In order to make the code fully 
effective, he said, NADA needs the 
cooperation of every group in- 
volved in the buying and selling of 
cars, which includes the American 
Bankers Assn. 

“If you want your place to smell 
like a rose garden, you have to de- 
odorize your skunks or get rid of 
them,” he said. “Even leaving one 
of those fellows around will spoil 
the whole effect. While you are 
getting rid of them, it will help if 
you educate people to shy away 
from these pretty little animals 
with the foul odor.” 


s Four obstacles must be overcome 
if the auto industry is to realize its 
full potential in the future, said 


George Romney, president of 
American Motors Corp. 

The four major hurdles, he said, 
are (1) need for additional high- 
ways, (2) wasteful consumption 
of raw materials and sizable in- 
creases in car operating costs, (3) 
threat of government controls and 
inflation and (4) economic imbal- 
ance. 

In discussing material shortages 
and higher operating costs, Mr. 
Romney sounded a note of doom 
for the larger, heavier and longer 
American car. A definite trend in 
the U.S., he said, has been toward 
buying smaller, more economical 
cars. * 


s “It has taken less than a year 
for the ‘trend’ to become obvious 
to many other observers,” Mr. 
Romney said. “General Motors has 
recently put into production in 
England its new small car, the 
Victor, and Chrysler has announced 
it is exploring the possibilities of 
making a small car abroad. 

“The Rambler, the Metropolitan 
and the Volkswagen have collided 
with the oversized car trend in 
America and have, for the first 
time, generated doubts nationally 
about the supposed superiority of 
‘heavy’ cars and the advisability 
of making cars even longer.” 

Mr. Romney predicted revolu- 
tionary changes in car concepts as 
a result of multiple car ownership, 
growing material shortages and 
higher operating costs. “The phi- 
losophy of making them ‘bigger, 
heavier and more powerful’ is hav- 
ing its last great fling,” he said. 


s Instalment credit was described 
as one of the real bargains of today 
by Joseph C. Welman, vp of the 
ABA. 

“I think we can say with com- 
plete confidence that no regularly 
employed man or woman of fair 
reputation, in fair debt condition, 
and with a small down payment, 
will have any difficulty in buying 
an automobile, a tv set, furniture 
or household goods, or other items 
of a similar nature,” he said. 

“Nor will such people find it 
difficult to obtain small amounts 
of personal credit. Rates have in- 
creased only modestly and, in 
many cases, not at all. Bank instal- 
ment lending has grown up and is 
now proudly and _ confidently 
wearing its long pants,” Mr. Wel- 
man said. . 


Advertising Age, March 25, 1957 


HAROLD C. HAGEN 

WASHINGTON, March 19—For- 
mer Congressman Harold C. Ha- 
gen (R., Minn.), a staunch foe of 
postal rate increases, died sud- 
denly this noon after attending 
the House post office committee’s 
opening hearing on the adminis- 
tration’s postal rate increase bill. 
He was 55. 

Since his defeat four years ago, 
Mr. Hagen had represented a 
group of business mail users. He 
died in his office at the Congres- 
sional Hotel after ordering lunch- 
eon for himself and several other 
representatives of mailer groups 
who were holding a luncheon con- 
ference. 


CHARLES A. SCHENCK 

Tucson, March 20—Charles A. 
Schenck, 56, original producer of 
the “March of Time” radio series, 
died here March 15 of a heart at- 
tack. Mr. Schenck started his ca- 
reer aS an announcer with the 
National Broadcasting Co. in New 
York in 1924. He was a veteran of 
World War I and a member of the 
1922 U.S. Olympic swimming team. 
During his career in radio, he also 
produced the “Ma Perkins” pro- 
gram, and wrote, produced and 
directed the “True Detective” se- 
ries. In television he produced 
“Search for Tomorrow” and “Love 
of Life.” 


JOHN P. E. DEMPSEY 

NEwTon, Mass., March 20—John 
P. E. Dempsey, 73, advertising di- 
rector of the Boston Traveler and 
the Boston Herald for 13 years 
before his retirement four years 
ago, died March 19 at the Welles- 
ley Hospital. A native of Boston, 
he had spent virtually all of his 
career as an advertising salesman 
for Boston newspapers. 


Bishopric/Green/Fielden 
Names Whitebrook VP 

Bishopric/Green/Fielden, Mi- 
ami, has appointed Charles H. 
Whitebrook a vp and a member of 
the agency’s board of directors. 
Mr. Whitebrook 
previously was 
exec vp of Harris 
& Whitebrook 
Advertising, Mi- 
ami Beach, a post 
he recently re- 
signed. 

Before moving 
to Miami Beach 
in 51, Mr. White- 
brook was exec 
vp of Norman D. 
Waters & Asso- 
ciates, New York, for 19 years 
and was with Sterling Advertising 
Agency for six years. 


Cc. H. Whitebrook 
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HERBERT B. MAYER | 


New York, March 19—Herbert | 
B. Mayer, 69, former newspaper 
man and magazine publisher, died 
March 15 at his home at Long 
Beach, N. Y. A native of New Or- 
leans, he became a reporter for 
the New Orleans Item. After ser- 
vice in World War I, he worked 
on several New York newspapers 
including the old American, the 
Daily News and the Mirror. At 
one time he was prominently iden- 
tified with several sensational 
crime investigations, notably the 
Hall-Mills murder case in New 
Jersey and the Elwell and Dot 
King murders here. 

During the early 1930s he 
served as editor of Midweek Pic- 
torial, a publication of the New 
York Times, with which he was 
also associated. 

For a short time Mr. Mayer was 
editor and publisher of Panorama, 
an illustrated news weekly, which 
later was suspended. In 1935 he 
became editor and publisher of 
Beautician, a business paper. 

In World War II he served with 
the Army in Washington and re- 
tired at the end of the war with 
the rank of lieutenant colonel. Be- 
cause of ill health he had not 
been active in business in the past | 
few years. 


EDWARD BOWMAN 

New York, March 19—Edward 
L. Bowman, 53, associate media di- 
rector of Benton & Bowles, died 
March 13 at Greenwich Hospital 
after a short illness. Born in Mich- 
igan, he was graduated from the 
University of Michigan in 1926. 
After gaining experience in several 
jobs, Mr. Bowman joined Mac- 
Manus, John & Adams, Bloom- 
field Hills, Mich., agency, in 1935. 
Two years later he became district 
manager of the Cleveland Shop- 
ping News. In 1941 he became pub- 
lisher of the Reveille, Seneca Falls, 
N.Y., weekly. In 1949 he returned 
to the agency business as manager 
of the Cincinnati office of Benton 
& Bowles. The agency brought him 
to New York in 1952 as associate 
media director. 


CLARK MORRISON JR. 

Osweco, N. Y., March 19—Clark 
Morrison Jr., 72, president of the 
Oswego Palladium-Times, died 
March 7 in Clearwater, Fla., where 
he had been a patient since Feb. 24. 

He had been a resident of Os- 
wego all his life, starting as a re- 
porter for the Palladium. He 
served in various executive capac- 
ities. When the Palladium merged 
with the Oswego Times in 1925, 
he continued as news and city 
editor. 

Mr. Morrison later became pres- 
ident of the publishing company, 
entering semi-retirement several 
years ago. 


JESSAMINE HOAGLAND 

Cuicaco, March 19—Jessamine 
G. Hoagland, 77, former savings 
department manager of the old Na- 
tional City Bank of Chicago, died 
March 11. Miss Hoagland, who lat- 
er formed her own bank consultant 
service, was one of the first wom- 
en in the U. S. to serve as an ad- 
vertising adviser to banks. She 
was president of the Women’s Ad- 
vertising Club of Chicago in 1921- 
22 and a past president of the old 
Federated Council of Professional 
& Business Women, which she 
founded in 1930. 


OTTO H. SUTTER 

New York, March 19—Otto H. 
Sutter, associate producer of Roger 
Wade Productions, maker of tel- 
evision advertising films, died 
March 10 of a heart attack at his 
home in West Hempstead, N.Y. 

Mr. Sutter was graduated from 
Yale University in 1922, and start- | 
ed his career as a reporter for the | 
New Haven Journal-Courier. Later | 
he became an advertising repre- 


sentative for American Builder and | 
after that for Electronic Industries. | 
Before joining the Wade organiza- | 
tion he was a vp of Seaboard Stu-| 
dios Inc. | 
HERBERT M. WILLGOHS 

New York, March 19—Herbert 
M. Willgohs, 52, secretary and con- 
troller of the J. J. Newberry Co. 
variety store chain, died March 12 
of a heart attack at his home in 
New Rochelle, N. Y. 


HAROLD BERGMAN 

ScHENEcTADY, March 19—Harold 
K. Bergman, 61, for 18 years man- 
ager of Radio Station WCAD, Can- 
ton, N.Y., died March 13. He was 
a pioneer of the St. Lawrence Uni- 
versity radio station. Recently he 
had been a member of the staff of 
wGy. 


Whitaker Joins Ampex 

Ralph Whitaker, former account 
executive in the San Francisco of- 
fice of McCarty Co., has been 
named assistant advertising man- 
ager of Ampex Corp., Redwood 
City, in the instrumentation divi- | 
sion under William Fisher. 


WANTED: ADVERTISING AGENCY 


We are a AAAA Eastern food manufacturer whose products are in 


national distribution and who has real growth potential in convenience 
foods. 


We need an agency with the creative spark to produce outstanding food 
advertising plus background and current experience in food merchan- 
dising to make the advertising effective at trade and point of sale levels. 


This agency must be willing to spend the necessary time in client contact 
and field work to keep constantly familiar with all phases of our market- 
ing problems. They must also be able to offer practical solutions to these 
problems. 


If you are convinced that your agency has these qualifications and can 
definitely help us grow, please contact Box 502, Advertising Age, 480 
Lexington Ave., New York 17, N. Y. 


Arizona IS AN A MARKET 


.ANYWHERE! 


Arizonans love baseball. And why not! Four major league clubs have chosen Arizona for 
their spring training schedules. The Cleveland Indians, Chicago Cubs, Baltimore Orioles and 
New York Giants have discovered that Arizona's $200 million tourist trade means more fans in 
the stands. These clubs know what we mean when we say Arizona is an A market. 

Have all your fans been included in your spring schedule? Don't overlook Arizona — the 
fastest-growing state in the nation! You'll score heaviest with a schedule in The Phoenix Repub. 
lic and Gazette .... the major medium with a breadth of coverage and a depth of penetration 
unmatched by any other media in one of America's major markets. 


Phoenix REPUBLIC 


National Representatives—Kelly-Smith Co. 


C \ and Gazette 


A member of the Metro Sunday Magazine and Comics Group, 


eis <3 i AIM oie. ee me ee eG a |. el ici dies. ea mnie Lilies so Umm Ot RS 0 ON GR eee Rata «abe I CO rc Ty 
eet og NE eal ze a om He el Sai ee A aoe ee eee ES cae ee oS acs ag —- al : ae a ae eS ea 
Ri) nck ao a Rees eh. Oeil ne 3 Lue ie MY a Rae a Mis ee eee arse — a ee 
* * Pees ; Mee eae oo i eee okt ae nee ee Aiea ies oer os ae ee ee <n eter ar ae sia i See: ene 
gare ees ol eee i ee ed na een ene npoeai ae he, ee = ee ier ie! ese ane st eee, i 35 , e 
ig ae, ; oe eae eee ae nee f Sree ata : meee te : ek a) EU re Bie ise Po eee Te Seti? ; : oe eh ce mee ; tne 
o 3 E : - 2 * 4 P J at 
m 4 
es 73 
F a ronan 5 - ” i? 
os % 
| a ee 
r nae 
7 ee 
7 a 
J sea eaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaacacaaaaaaaaaaaaaaaaaaaaacaaaaasaaaaaaaaaaaaaaaaacaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaamaamaaaaaamaaaaaaaaamaaaaaaaaaa aaa aaa 
y *e 
ss 
- | 
ie Za Wy, un 
: } NO Wee Seen SS. Se 
é | SST Ta * A he x Seite: = Wik 
, Ae c ii; 
. ile , 
“9 ty ‘ 
a J A ¢, Nn ‘ 
. } by OX) o 
ie : ‘ i j 
= | t j 4 on, 
rs S : > / A 
“ | 2 } \ ry) , : a 
r = \ ¥ t ’ , 
ie ~. bs if : 4 } 
ok MAE ; a S| XN i“ + 
F Uist ~. » e :) 
wi ‘ a , 
| [RS om BA BS e?. ~ a 
we va pRITONA SS “so ee J x. s 4 i ‘ 
i , pROEN': aK ; la } 
. ah wis : an . j 
ue MORE 1) eae oa 
iY) : Bh) j . hi 
4 re ie i ae ; 
| _. 1 oe Hath WS “ i 
| wy 7 Pega i & 
P iT iA ie Ee es d ef j ‘ 
on ay ie ae ees, ie | E By) 
3) ieee — ’ j 
F AY ik § es an Be ; N A P 44 yt te 
+ —A~fi ] ohh i 
Pi p =O S/ Lae Bit vs 
\i F — : {, . 
’ | : ee -~ a ; Hi! 
Ses SS .>> ~ \f : , J 
fe 3 So fe > — 2 wi Ni : bed : 
ay, | ' a 
“ Fo hy, — a 4 i s : 
of £ a aS - 
E Bh aay ‘ reuti) j 
ed Tih oh, . ‘ 
7 « 7 it tees ei ’ ~ ie 
a » ife Lt 
as veh Ls 
al — ' n° 
4 2 -— bell 
: 4 . ~ 
ns O 4 
a AA 
ai rv Pee) bAL ae A 
2 ew - ‘ Cees | See 
ee 
ea 
: 
* ——_—_—_———— 
” 2 es 
eee 
os 
a s 
ier eG ok acae. eae he aids ri fe hg er ee niet es ji VE 6a aR DON, ee isa oe » i re) 
oie et a slain Ft ; 2g Sipe ieleaigcamrt «tea es as she wT gatas ponerse eames Manes tc a ehe SEAN SS ote Soapbox ppb ae rad : Papas nes pat Rene re etanrp gRe COV ARNE Pris pe wen pk eS te hi 
eee eae ee ee ee i eo ye ee ar, : ge OE ae aan Wasa! je ie Se oe as eae ; erg Se a eae Oe et eo eee et 
ao q ial See, Nahe a oe gota Vere alee Dale rs Secs nee aa le Ae mors: rok to aaa Se Le ae pF at i Ata ee . pee rnc) “Tee Aap ops id _ Raa a a ; is. wis 24} Ee Rt ep 
ie. ee i ees ns A a pace ER La en» Oe ees ee Lee ee fee Gee ti ee ek oe eee ae 6 eye DS aaa, a Laer Waites =the ee 


Expressing the Feminine Viewpoint .. . 
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Toptlight Women Copywriters Pick Outstanding Ad 
Campaigns of the Year Just Past 


1. Hunt’s in magazines. 

Picked by Jean Crawford (Donahue & 
Coe); Ann Fitzhugh Cummings (J. Wal- 
ter Thompson); Kay Daly (Norman, Craig 
& Kummel); Van Davis (Ellington & 
Co.); Helen Hoagland (Leo Burnett); Do- 
ris Johnson (Foote, Cone & Belding); 
Genevieve Hazzard (Campbell-Ewald) ; 
Jane Trahey (425 Associates). 

Miss Crawford says: 

“In magazines overflowing with food 
advertising, Hunt’s defies the law of 
gravitation towards the conventional and 
emerges triumphantly. Hunt’s plunge into 
fashion magazines with catsup was dar- 
ing and controversial—displayed a crea- 
tive talent that left most other food ad- 
vertisers holding hands—and wondering. 

“Marrying food with fashion blazed a 
new trail. Though the lady who buys 
fashion buys catsup, food advertisers 
never really moved into fashion’s cate- 
gory till Hunt’s made the leap. The first 
ad, which produced quizzical eyebrows 
and raised the question of expanding a 
seemingly impossible series, has been fol- 
lowed by a successful and continuing 
campaign. Dramatic, memorable ads have 
made influential consumers, who were 
scarcely aware of Hunt’s, buy this cat- 
sup because they now consider it’s 
‘smart’. 


s “To divorce this series from Hunt's to- 
mato paste and tomato sauce advertising, 
I feel would be an injustice. These are 
all integral parts of an over-all campaign 
which is guided by an unusually Creative 
approach—with an awareness and initia- 
tive that sets it many notches above or- 
dinary food advertising. Whether it’s 
Mama Mia in the kitchen, a short cut to 
exciting cooking or a decorative model 
reaching for catsup—the ads demand and 
get attention. 

“In my opinion, this is a triangular 
campaign which has spread the brand 
name with deliberate direction, laudable 
talent and taste. Each ad, in promoting a 
singie product, has removed the cluttered 
look prevalent in much food advertising. 
The result surely has been a healthy, new 
share of a market never touched by 
timidity.” 


s Miss Cummings says: 

“I picked the Hunt’s Tomato Sauce 
campaign as an outstanding example of 
the kind of advertising that consistently 
does the best job for foods. Of course 
there are situations where a service cam- 
paign is not the answer. But, generally 
speaking, I believe food advertising is 
most effective when it shows how your 
product can help the homemaker home- 
make more happily and/or efficiently. 

“The Hunt campaign, like its predeces- 
sors, does this with exceptional flair. Ex- 
cellent food ideas expressed in easy, 
friendly headlines; nice turns to the copy 
(‘rich tomato, red-ripe tomato, tomato 
through and through’); superb big 
photographs. 

“All the advertising ratings I have 
seen—Gallup-Robinson, Starch, etce.—in- 
dicate that these Hunt advertisements 
get seen and get read, and gals go out and 
buy.” 


® Miss Daly’s comments are: 
“Why didn’t someone think of doing 
this with foods before? The answer is, I 


In previous years Advertising Age has asked juries of noted advertising 
men and women, including creative writers, art directors, advertising manag- 
ers and others, to select their choices for “the year's best advertising cam- 
paigns.” Prominent adwomen, like Bea Adams and Jean Wade Rindlaub, have 
participated in past choices—but this year we decided to make it an all-female 
jury. So here are the “top three advertising campaigns of 1956” as selected 
by a baker's dozen of topflight advertising women. As in the past, there was 
only one rule: No judge could select campaigns with which her organization 


had any connection. 


guess, that food advertising, like many 
other fields, is full of ruts and it takes 
courage and imagination to get out of 
them. How wise of Hunt to realize that 
fashion can sell almost anything to 
women, from Cadillacs to catsup. So few 
advertisers understand this. And even 
fewer understand how to do it well. The 
Hunt people have done it impeccably.” 

Miss Davis says: 

“Imaginative, bold, superb in execu- 
tion. . . to me infinitely more memorable 
competitively because the product has 
been taken effectively out of the con- 
ventional food advertising format.” 


s Genevieve Hazzard has this to say: 

“Blessed be Hunt’s for a fresh and 
wonderful approach to a mundane sub- 
ject. In an exciting series of magazine 
ads, they effectively broke a hackneyed 
tradition of food advertising, and made 
not only their product, but their way of 
presenting it, interesting and delightful. 

“To begin with, everybody uses catsup 
and everybody acts as if he didn’t. The 
catsup bottle on the table—unlike, let’s 
say, a sauce de resistance like Escoffier— 
is social stigma, and I’m sure nobody 
really knows why. We have the feeling 
that people who are apparently so outre as 
to prefer catsup smuggle it in before 
hand, or serve it in a sauce dish (and 
everyone knows how easy it is to get cat- 
sup back in the bottle again). This is the 
bull that Hunt’s took by the horns—in a 
manner which made one of the most com- 
pelling presentations I have seen of any 
product in this category. 


s “Each ad has been a masterpiece of 
photography, intrinsically and extrinsi- 
cally. In each ad, catsup has a bright new 
character it never had before. We see it 
used—frankly, because people like it—in 
a series of situations ranging from a hunt 
club buffet to a smartly frivolous pseudo- 
supermarket setting. It’s a superb job of 
selling catsup as a whole, and Hunt’s 
specifically, with the simple and effective 
line (consistent with the over-all idea) 
‘Hunt for the Best’. 

“This glamorous handling of an un- 
glamorous product finds me wondering 
what delightful things they will do and 
can do in the next one. And I think it’s 
put catsup back on a lot of tables, where 
it belongs.” 


® Miss Johnson says: 

“'56 will probably go down in adver- 
tising history as the year in which to- 
mato catsup appeared as the smartest 
item in Vogue. Cheers for the imagina- 
tion that launched this campaign! For 
the art that has made these ads actually 
awaited and sought out. For the refresh- 
ing acknowledgment that fancy-hat girls 
buy groceries, too. And, primarily, for the 
sound business concept that the best way 
to fight a long-established competitor is 
to invest your product with unusual qual- 


ity and prestige. (Cheers, too, for the cli- 
ent, who must have blanched a bit at the 
first suggestion—Catsup in Vogue!)” 


® Miss Hoagland says: 

“It usually takes long years to build a 
quality name for a common food staple, 
particularly when the field is dominated 
by one brand. 

“Hunt’s catsup has done it in a re- 
markably short period, with excellent ad- 
vertising that has had continuity of 
theme and media. 

“I would like to give Young & Rubi- 
cam an extra bow for the daring use of 
Vogue. Those high-fashion people with 
the catsup bottles have caused talk, and 
what’s more, they look and seem real.” 


® Miss Trahey adds: 

“The familiar slap of a catsup bottle’s 
bottom is a sound that is quite nostalgic 
to me. When I was young and unaware of 
the expense account, and the Pavillon, 
Colony and ‘21’, I slathered everything 
I ate in catsup. As one grows up, one be- 
comes less and less inclined to admit they 
like catsup on steak (even though it might 
be tough as a Red Cross shoe). Hunt’s, 
God love them, have made it chic again. 
It’s a shame I don’t like catsup any 
more, but I occasionally buy a bottle of 
Hunt’s simply out of love and loyalty and 
affection for the advertiser. 

“I believe their consistently believable 
yet totally unusual photography—idea 
photography—has just been tops. I look 
at all those impeccable chefs—the master 
gourmets drinking a fine wine and pass- 
ing the Hunt’s catsup. Monsieur Point 
may turn in his grave, but who cares; I 
looked and associated something with the 
best. That’s what counts in advertising. 
Down with Heinz! Up with Hunt’s! If it’s 
good advertising you want, you'll have 
to hunt for the best.” 


2. United Fruit in magazines. 

Picked by Doris Johnson, Margot Sher- 
man (McCann-Erickson), and Jane Tra- 
hey. Miss Johnson says: 

“United Fruit did a notable job in ’56 
making the country more banana con- 
scious—both at the consumer and dealer 
levels. The new ‘Havabanana’ campaign 
with its bright combination of cartoon 
characters and easy recipes is supported 
by a strong merchandising campaign, 
‘Sellabanana’. Very smart in this day 
when it’s equally important to court the 
grocer, too!” 

Miss Sherman comments: 

“United Fruit Company’s Havaba- 
nana, Grababanana, Peelabana! Wonder- 
ful headlines, good copy, charming illus- 
trations . . . and don’t overlook the ‘Who 
stole the banana?’ ad. Everything nicely 
integrated with the tv effort—and all 
calculated to put the banana in a fresh 
new light.” 


® Miss Trahey says: 


“The United Fruit contest was to me a 
Banana Delight. It had all the elements 
it takes to create reader interest in an 
advertising campaign. Who could resist 
trying to figure out which ad is best (as 
I recall, they received 5,000 or so an- 
swers from home economists, food store 
operators, secretaries, presidents of com- 
panies, etc.), not at all from only inter- 
ested copywriters and professional ad 
people. Take it for what it’s worth. I be- 
lieve people were made conscious of how 
pretty a stalk of bananas looks—how good 
a banana smells, and what a nice idea it 
might be to say ‘the devil with the calorie 
count, I really can’t live without a ba- 
nana split.’ The photos were superb— 
really top banana.” 


3. Campbell Soup in magazines. 


Picked by Van Davis and Florence W. 
Goldin (Grey Advertising). Miss Davis’ 
comments are: 

“A magazine campaign that is another 
dramatic demonstration of the role that 
advertising can play in changing and en- 
larging the consumer use pattern of an 
established staple. Soup for breakfast. 
indeed!” 

Miss Goldin adds: 

“*Hunt for the Best,’ it says. So I did. 
High and low, and narrowed my consid- 
eration down to Hunt Food advertising 
and that of Campbell soups. 

“On one hand I was faced with the 
dilemma of the mighty advertising job 
done to build the Hunt brand image, in- 
crease sales so dynamically, in so short 
a time. 

“On the other, the extraordinary im- 
pact of the Campbell’s soup campaign 
screamed aloud for recognition. 


= “My nod is in favor of Campbell’s, 
backed by knowledge of its amazing 
results. Its effectiveness continues to 
broaden the over-all market for soups, as 
lesser brands all over the country credit 
their prosperity, in some measure, to the 
powerhouse Campbell campaign. 
e “1. Here was a problem! Sales of 
canned soups had levelled off at an almost 
‘satisfactorily high’ plateau. But, house- 
wives had reached the point of merely 
‘accepting’ canned soups as an inexpen- 
sive, unromantic household staple. 
e “2. The Campbell soup campaign at- 
tacked the sale of a long-marketed, es- 
tablished product with fresh creativity 
Result: the distribution-promotion 
plan won immediate retailer support, 
which translated itself into remarkable 
consumer enthusiasm and sales response. 
e “3. It was almost with a sense of guilt 
that homemakers were serving soups 
from the stock on the pantry shelf. It 
took this campaign thinking to convert 
the sense of ‘shirking’ to one of ‘doing’ 
—of preparing home-cooked food for the 
family. 
e “4. A general apathy and unimagina- 
tive smugness marked the creative ap- 
proach to the sale of canned soups, to the 
use of canned soups. 


s “To resolve these dilemmas, the crea- 
tive group inspired a campaign strategy 
based on the oldest, and still the most ef- 
fective consumer appeal known to food 
advertisers—the use of recipes. The 
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That... for the best tomate catsup 


Lunt .. . for the best tomate catsup 
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Cymect~ Spice 


Its Hunt's... 
You make em end bere om 


Its got Sweet-spice flavor... Huntburgers —in the bunt 
It's just what Meat Loaf needs! 
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Campbell concept makes use of this ap- 
peal with freshness and a know-how that 
completely up-dates the product. 

“Look at the new ways, the new places, 
the new times, the new occasions cre- 
ated to serve soups. 

“See how subtly, yet emphatically the 
housewives’ sense of guilt is dispelled by 
the continuing emphasis on ‘Good Cooks 
Cook with Campbell Soups.’ 

“Ingeniously flexible, the campaign 
concept adapts itself to any season, any 
product within the brand frame of ref- 
erence. Yet, each new advertisement is 
presented with newsy freshness. Woman- 
oriented thinking suggests (a) soup-on- 
the-rocks—and provides a vehicle for the 
promotion of soups in the mid-summer; 
(b) soup for school lunches—during the 
early Fall or (c) ‘soup-suppers’ for mid- 
winter. 


s “Timely, informative service ideas, such 
as these, make the campaign theme work 
full time to produce month in month out, 
year ‘round uses and retail promotions 
reasons for spot-lighting Campbell soups. 

“There can be no question of the effec- 
tiveness of this campaign. The impressive 
numbers of new and returning customers 
attest to its success. Market reports in- 
dicate that the year has marked a nota- 
ble increase in sales of soups, and the ex- 
cellent results of the campaign continue. 

“This campaign represents master sales- 
manship that we in the advertising pro- 
fession can well be proud to acknowledge 
and honor.” 


4. Piel’s television. 


Picked by Van Davis and Margot Sher- 
man. Miss Davis says: 

“A regional campaign, centered in New 
York. A refreshing method of selling by 
indirection—one of the few examples in 
which the basic theme was created for 
television and then expanded success- 
fully into other media even into 
six-pack cartons.” 

Miss Sherman’s comments: 

“The Piel Bros. tv commercials—how 
can any list omit them! They set a new 
mark to shoot at in how to be entertain- 
ing while selling.” 


5. Marlboro in magazines and newspapers. 
Picked by Jean Crawford and Florence 


Goldin. Miss Crawford says: 

“While most cigaret manufacturers 
whirled under the blows of damaging 
medical claims, struggled with filter- 
no-filter-kingsize problems, Marlboro 
launched a bold, successful campaign— 
the first conversational cigaret advertis- 
ing since Pall Mall. 

“This campaign had vigor, and con- 
trary to the ineffectual copy and art ef- 
forts of its competitors, introduced a new 
look in cigaret ads, a believable copy 
approach and a new package. And most 
important, this advertiser had the cour- 
age to change the product personality. 
Without resorting to standing the box on 
its head or developing an impassioned 
plea for its tobacco, Marlboro effectively 
accomplished its purpose. 


= “After years of being considered a 
woman's cigaret, Marlboro’s radical 
changes in illustrations and copy pro- 
duced a virile brand image. I felt that 
the layouts, in their simplicity, achieved 
a dramatic quality different from any of 
the competition. Dominant pictures of 
outdoor men, proudly displaying their 
tattoos, say this is a he-man smoke. Ad- 
mitting that women will smoke a man’s 
cigaret, but that men are less inclined to 
puff on a so-called woman’s brand, Marl- 
boro has freed itself from the usual boy- 
meets-girl and smoke-means-romance 
angle. Interesting, too, is that Marlboro’s 
b&w pages actually made the color ads of 
the others seem pale. To me, copy makes 
a fast, believable promise: the smoker 
gets a lot to like—filter, flavor, flip-top 
box. 

“Faced with the same problems as its 
competitors, with the added task of cre- 
ating a new brand image, Marlboro took 
a rugged, imaginative approach which 
produced a fresh, distinctive cigaret per- 
sonality and (I hear) more sales.” 


® Miss Goldin comments: 

“When a David among _ Goliaths 
achieves a sales increase of 120% in a 
single year, that David has a right to be a 
Goliath himself! And so it is with Marl- 
boro. Against an industry average in- 
crease of only 3%! 

“The Marlboro campaign is direct, in- 
sistently forceful, image building. 

“The concept must have followed on 
the heels of a thorough and realistic ap- 


praisal, analysis and evaluation of the 
company’s marketing problems in rela- 
tion to sales objectives. 


e “1. The year of 1955 brought with it 
the most shattering of industry blows— 
the ‘megaton scare’ of lung cancer. 

e “2. The existing brand image was 
found wanting—too limiting. Thus, the 
creative group was faced with a two-fold 
challenge: (a) the almost hopeless task 
of turning the tide of public panic into an 
attitude of receptive calm and confi- 
dence; and (b) the need to completely 
change the established brand image from 
a soft, almost feminine gentility to a vir- 
ile, masculine forcefulness. 

“Such a shift would broaden acceptance 
and demand for Marlboro among men, 
while retaining the market among 
women. 


“The stratagems were patently effec- 
tive. 


« “Facing up to the challenge of the 
‘cancer scare,’ the copy boldly suggests 
that ‘there is a new way to smoke’—a 
subtle inference that the ‘new way’ was 
not the dangerous ‘old way,’ pregnant 
with the possibility of incurable disease! 
‘Here’s old fashioned flavor in the new 
way to smoke.’ Here’s how Marlboro helps 
the consumer to accept the need for fil- 
ters, while minimizing the compromises 
involved in smoking through filters. Here 
the ‘man-sized taste of honest tobacco 
comes full through, the smooth drawing 
filter feels right in your mouth. Works 
fine, but doesn’t get in the way.’ 

“Then, Marlboro adds the bonus of the 
‘flip top box,’ a smart kind of protection 
to add still more pleasure to smoking! 
Now, up-to-date Marlboro signs off in 
unmistakable terms... ‘MADE IN RICH- 
MOND VIRGINIA FROM A NEW MARLBORO 
RECIPE’... Yes, even the fine type de- 
scribing the flip-top box carries the mes- 
sage of newness, emphasizes the impor- 
tance of ‘up-to-date’ merchandising. 

“With vigor and directness, the visual 
concept drives home the power of its 
message. The models have a new and be- 


lievable kind of realism about them. 
They’re human. They're’ purposeful. 
They're off Main Street. They’re your 


husband and mine—or the way we'd like 
them to be! Rugged. 


# “Distinguished. Pleasantly dominating. 
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(The tattoo on the well-cared-for-hand 
is just another Freudian symbol of power 
and masculinity.) 

“Across the top of the advertisement 
parades the logo demanding attention 
and recognition. Then comes the promise, 
the competitive advantage: ‘Flavor—Fil- 
ter—Flip-Top Box.’ 

“Now, for quick recognition at the point 
of sale comes the package itself. Identity, 
readership, memorability pre-packaged 
to create sales at counter sight. 

“And, I can’t help but note that 
whether it be newspapers or magazines, 
here’s a brand that has lifted itself on 
the bootstraps of one color advertising. 
No lavish use of four colors where four 
colors are hardly necessary. Instead, the 
impact of constant repetition, penetra- 
tion in depth, believability of message 
context. 

“No one phase of this campaign can be 
isolated completely. The integration of 
every facet of effort, each equally well- 
handled, is manifest in the success story 
it has written.” 


6. Ipana in magazines and television. 

Picked by Josephine W. Smith (Bat- 
ten, Barton), and Ruth West (C. J. 
LaRoche). 

Miss Smith comments: 

“Use a picture of an appealing child— 
everyone knows that. Add a touch of real- 
ism, like a missing tooth—everyone 
knows that, too. But how many people 
would think of the headline, This space 
reserved for a tooth that must last for 
68 years? 

“Together, picture and headline build 
an almost shattering realization of a 
mother’s responsibility. It makes you 
stop and think a minute. Not just read, 
but think, every time you see an Ipana 
ad. 

“The ‘dialogue’ copy is soft spoken. It 
says Ipana has a special anti-decay in- 
gredient. (I’m glad—though by now I’m 
pretty confused about anti-decay ingre- 
dients. Doesn’t everybody have one?) It 
says Ipana tastes good. It doesn’t argue. 
(It doesn’t have to argue with me. The 
headline and illustration convinced me 
that the Ipana people care about my 
children’s teeth.)” 


® Miss West adds: 
“I find the gravel-ly voice of that nice, 


The Members of the Jury .. . Here and on the Following Pages... 


JEAN CRAWFORD—copy super- ANN FITZHUGH 
visor at Donahue & Coe, New York, vp, J. Walter Thompson Co., Chi- 
says: 


on soft goods and female-type ac- 
counts. “Prior to this, I was with 


cago, 


CUMMINGS— KAY DALY—vp, 
and fashion director, 
“My whole business Craig & Kummel, New York, was 


co-copy chief 


VAN DAVIS—vp and director of FLORENCE W. GOLDIN—vp and 
Norman, Ellington & Co., New York, plans member of the board of directors, 
and group supervisor of accounts. Grey Advertising Agency, 


New 


C. J. LaRoche, where I did copy 
and contact on Warner's girdles 
and bras, plus Necco and Mead 
Johnson. Before this, Doherty, 
Clifford, Steers and Shenfield, 
where I wrote on Ipana, Dobbs, 
Welch’s and Borden’s instant cof- 
fee. I started in this field at Macy's 
as divisional advertising manager. 
This included the advertising for 
about 60 departments, ranging 
from food to liquor ... to toys... 
to children’s fashions.” 


life has been spent with JWT. I 
grew up in Des Moines; went to 
college at Vassar and Barnard; 
taught school in Puerto Rico for 
a year and then came to Chicago 
to look for a writing job. I found 
one, with JWT, and learned the 
craft there under Jim Woolf in the 
days when copy was long and art 
was fleeting. My work has been 
mostly on food accounts—in past, 
chiefly Libby and Swift; at pres- 
ent, chiefly Kraft salad dressings.” 
Married, Mrs. Cummings lives in 
town in a “mellow old apartment 
bursting with books, cats, shells 
and other impedimenta.” 


born in Ireland, came to U.S. at 
age of 4, graduated from Rosary 
College, River Forest, Ill. Was ad 
manager of department store in 
home town of Fond du Lac, Wis. 
Then to Gimbels, Milwaukee; Chi- 
cago Herald American as fashion 
and beauty editor; and the San 
Francisco office of Foote, Cone & 
Belding, heading the women’s divi- 
sion. In January 1949 Kay moved 
to New York and William H. Wein- 
traub agency as copywriter and 
fashion director on Revlon. In 1952 
was made a vp. Now works on all 
accounts. Married to Richard Brad- 
ford and has three small sons, eld- 
est 2%. 


Early background included editori- 

al work on eastern and midwestern 

newspapers, thence into advertis- 

ing copy and account work for 

California agencies. Miss Davis is 

married to Eliott Odell, vp of Farm 
Journal. 


York; area of responsibility: wom- 
en’s products division, home fur- 
nishings, fashions and food. An art 
major in school, Miss Goldin 
worked in the ad department at 
Macy’s, did merchandising there 
and at Saks Fifth Ave. and Lord 
& Taylor. Joined Grey in 1938. 
Past president and chairman of the 
board of the Fashion Group. Mar- 
ried “to a nice guy who has been 
bearing up under the strain for 
more years than I can count on 
both my hands.” 
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old-souled Ipana child, and her mad, 
cheerful little UPA family one of the 
most enthralling commercial devices on 
the air. 

“The script has such ‘people’ character 
and so much charm that one scarcely no- 
tices how many solid sales points are be- 
ing racked up—the big cap, the good 
flavor, no-holes-in-your-teeth, and so on. 

“But I notice that Ipana sales are up. 
And this rouses a flicker of hope that 
perhaps the Ipana commercials may have 
a humanizing effect on other toothpaste 
advertising.” 


7. Ancient Age whisky in magazines. 

Picked by Kay Daly, who says: 

“The headline itself (If You Can Find 
A Better Bourbon, Buy It) is highly 
provocative and puts the campaign head 
and shoulders above the competitive 
crowd. It has great authority, a certain 
fierce finality which I find refreshing in 
the face of the current trend toward ‘pre- 
ciousness’ in liquor advertising. Liquor 
campaigns that employ coy copy and 
over-arty artwork are having their hey- 
day, apparently, and I deplore the trend. 
I have also been bored for years by liq- 
uor ads that said nothing at all, but pre- 
occupied themselves endless with ‘prod- 
uct symbols.’ The Ancient Age campaign 
is a welcome change of pace from either 
of these extremes. Since I haven’t found 
a better bourbon ad than Ancient Age— 
I'll buy it!” 


8. British Travel Assn. in magazines. 

Picked by Josephine W. Smith, who 
comments: 

“What do you put in a travel ad? List 
all the sights, the sports, the bargains? 
Somehow those something-for-everyone 
ads never make ME want to do any of 
those things. 

“But I want to go to Britain. I want to 
accept ‘an open invitation to 200 stately 
British homes.’ (Weren’t they nice to 
invite me! I’ve never been in a ‘home’ 
like the one in that picture!) 

“I want to go to Britain and find 
my great-great-great-great-great-grand- 
father. I know just how to go about it 
. . . they told me in that ad. Sounds like 
fun! 

“I’m pretty sure I can afford Britain, 
too. They printed a ‘Tourist’s Guide to 
British Money.’ It was fascinating to look 
at, and the prices ... well they said a 
roast beef dinner costs about a dollar! 

“Taking one subject at a time, each of 
the British Travel ads has a chance to 
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build up atmosphere and excitemen{ and 
a yen to DO something. Each ad is in- 
dividually thought out. (‘A Royal Party 
goes to the theatre,’ with a picture of 
Her Majesty, is a news story—made 
newsier because it’s black and white, 
with a newspaper-like theatre listing.) 

“The copy adds British atmosphere. 
Somehow it manages to be chatty and 
sparse and informative all at once. Little 
asides make you fond of the British peo- 
ple. (‘The British adore old documents 
and never throw them out,’ in the ances- 
tor-hunting ad, for instance.) 

“I want to go to Britain. Even if I 
never get there, this campaign has 
changed my mind about one thing. I 
used to think Britain was dull!” 


9. Chrysler cars in magazines. 

Picked by Ruth West, who has this to 
say about the campaign: 

“There’s a 3-D, wide-screen cinema- 
scopic reality about the Chryslers as pic- 
tured in their advertising that, it seems 
to me, makes this campaign a stand-out. 

“I like the simplicity of the hand- 
somely designed art, headline, layout. 
And the down-to-earth ease of the copy- 
talk. They add up to an impression of un- 
nervous authority, of real leadership that 
is most convincing.” 


10. Contadino Tomato Paste on radio. 


Picked by Doris Johnson, who says: 

“Is there anybody who doesn’t know 
who put those eight big tomatoes in that 
little bitty can? 

“This campaign should be a perpetual 
consolation to the copywriter forced to 
face the hard fact that life is not always 
4-color spreads and network tv. Ingenu- 
ity, and the intelligent use of the adver- 
tiser’s dollar made this compelling sales 
story a familiar household phrase—and 
at_comparatively low cost.” 


11. Douglas DC in magazines. 

Picked by Kay Daly, who says: 

“The campaign built around the won- 
derfully warm theme Whatever Your 
Reason for Getting There Faster gets my 
vote for one of the most appealing and 
convincing campaigns of the year. The 
illustrations have not always come up to 
the fine copy theme, but as a whole they 
have done a good job of making people 
feel warm and friendly toward that big, 
powerful piece of aircraft, the DC-7— 
which I now feel is not only the world’s 
fastest airliner, but one of the friendliest 
conveyances since the surrey with the 
fringe on top.” 


DORIS JOHNSON—‘“From the 


12. Gorham Silver in magazines. 


Picked by Genevieve Hazzard, who 
says: 

“Somehow in the past people started 
confusing gracious living with the sym- 
bols of gracious living. We let ourselves 
lead two distinct lives—our homespun 
selves and our best-foot-forward, com- 
pany’s-coming front. It started with 
Grandma’s cut glass pickle dish sitting 
among the untouched bric-a-brac—ad- 
mired from a safe distance and never 
used—certainly not as a PICKLE DISH, 
anyway. The paradox was that the things 
we liked the most, we saw, used, and en- 
joyed the least. And up to the very re- 
cent past, this holier-than-holy attitude 
stuck to sterling like tarnish. 


s “We saw it in almost every sterling ad: 
star-struck brides viewing sterling as 
they’d view the Grail—and the attitude 
fostered was just as awesome. It added 
prestige, naturally, but it failed to hit 
upon a basic tenet of the modern way we 
live. We don’t have the room, and we 
don’t have the time to mollycoddle bric- 
a-brac. We buy nice things because we 
intend to use them. For this is an age of 
luxury, and it’s important to our pride 
that we live as well as we can all the 
time, daily, and not just to impress Aunt 
Maud on a Sunday afternoon. 

“Gorham caught the idea—and their 
sterling has come off the shelf and right 
into our lives. I think every woman not 
only wants to have silver—she wants to 
use it as a part of her well-appointed 
daily life. Gorham has given a new di- 
mension for buying silver—and it meets 
the demands of our modern way of living: 
if we can’t use it, let’s lose it.” 


13. Helene Curtis in magazines. 

Picked by Ann Fitzhugh Cummings, 
who says: 

“This selection is really of a single ad- 
vertisement, not a campaign. But I par- 
ticularly wanted to include it as I con- 
sider it one’of the most outstanding 
testimonial advertisements I have ever 
seen. 


s “I think congratulations are in order 
on every aspect of this advertisement— 
the idea itself; the editorial treatment 
that is so suited to the subject; the per- 
suasive, ‘real’ sounding copy; the skillful 
use of the second color, subdued in the 
main illustrations to keep the look of a 
magazine article, bright yellow in the 
package only.” 


Advertising Age, March 25, 1957 


14. Ivory Soap in magazines and on tele- 
vision. 

Picked by Helen Hoagland, who has this 
to say about the campaign: 

“Most household products and soaps 
need new ingredients and themes these 
days to keep sales moving. The Ivory 
advertising goes serenely on its way, 
without product news, and with a feel- 
ing of freshness. 


s “The first Ivory baby probably ap- 
peared before most of today’s copywriters 
were born. The 1956 crop still have that 
special charm and ‘Ivory Look.’ 

“Last year, our population increased 
by about 4,000,000 infants. My guess is 
that most of them are Ivory babies, too.” 


15. Jell-O television. 


Picked by Florence G. Murdoch (Earle 
Ludgin & Co.). Her comments are: 

“I can’t honestly say that I see enough 
television to pick and choose among the 
commercials. But I can’t pass up this op- 
portunity to put in a plug for Jell-O’s 
animated series. 

“The two ‘Jell-O’s’ I’ve seen are as 
fresh as springtime. As uncomplicated as a 
nursery rhyme. And simply irresistible. 
Furthermore, unlike so many commer- 
cials, they appeal to the whole audience 
(children and adults). Which, of course, 
is the audience they’re designed to sell. 

“May I urge anyone who hasn’t seen 
the little Chinese boy attempt to spear 
Jell-O on his chopsticks to make arrange- 
ments to do so, as soon as possible.” 


16. Miss Clairol Hair Color in magazines. 

Picked by Florence G. Murdoch, who 
Says: 

“This campaign for Miss Clairol Hair 
Color Bath is one of my alltime favorites 
in the beauty field—and, in my opinion, 
outstanding in any field. 


es “From the headline, which sets the 
theme, to the uncluttered signature, these 
advertisements are an invitation to come 
in, to participate. They sell women as a 
smart saleswoman does. Personally. Even 
the beautiful illustrations are personal. 
Young-looking mothers, the girl next door 
—the strongest possible identification 
with the reader. It must have taken 
courage to forego the usual glamour girls, 
but it has undoubtedly paid off—many 
times—in sales. The hair dye business is 
increasing every day. And I understand 
Miss Clairol leads all the rest.” 


FLORENCE MURDOCH—copy 


count executive, women’s program, 
Chevrolet account, at Campbell- 
Ewald Co., Detroit. “Hap” joined 
the agency in 1950, is currently vp 
of Advertising Federation of 
America and chairman of the 
Council on Women’s Advertising 
Clubs, and immediate past presi- 
dent of Women’s Advertising Club 
of Detroit. Civic activities include 
advisory board of Vista Maria 
School, editorial board, Friends 
Magazine, member Mayor Cobo’s 
Detroit Tomorrow Committee. 
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biography short: “Deserted school 
teaching for advertising. For many 
years she was with Young & Rubi- 
cam in New York and Chicago, 
where she was a copy supervisor. 
For the past year she has been with 
Leo Burnett Co., as a senior writer 
and woman consultant to the plans 
supervisory committee.” 


public relations department of Pep- 
sodent I went to what was then 
Aubrey, Moore & Wallace as a 
copywriter. Then, moved to Foote, 
Cone & Belding, Chicago, where I 
have written on a variety of ac- 
counts including Toni, Hallmark, 
Frigidaire and General Foods .. . 
I started with the client and ended, 
happily, with the agency.” 


group head, Earle Ludgin & Co., 
Chicago. Native of Louisville, 
thence to eastern boarding school 
and University of Chicago. Two 
years writing features and news 
on the Louisville Courier Journal, 
then to Aubrey, Moore & Wallace, 
Chicago. With Ludgin since 1944. 
Married to William Murdoch, “who 
once wrote a book, and, conse- 
quently, thinks all writers are 
slightly mad.” He is head of an 
advertising specialty company. 


MARGOT SHERMAN—»p, admin- 
istrative director of the creative 
division and member of the crea- 
tive plans board, McCann-Erickson 
Inc., New York. Born in Detroit, 
U of Michigan grad, worked on 
newspapers in Pittsburgh, Detroit 
and New York. Got into advertising 
via retail store route; at McCann 
started as copywriter, then copy 
group head and associate creative 
director. Miss Sherman is married 
to Charles D. Peet and is the moth- 
er of two children. 
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17. New York Daily News poster cam- 
paign. 

Picked by Margot Sherman, who says: 

“The New*York Daily News poster cam- 
paign is the highest kind of creative 
thinking. . . to tell a whole story, freshly 
and in an off-beat way, without saying a 
word. Yet who can mistake that here is a 
paper with a fine sense of humor, an un- 
derstanding of people, and completely 
fascinating to everybody.” 


18. Pan American Airlines. Magazines. 


Picked by Jean Crawford, who thinks: 

“In a field where advertisers attempt 
to beguile customers with their own ap- 
parent preference for flight schedules, 
vertical stabilizers and smiling steward- 
esses, Pan American stands out like an 
Idlewild beacon. This airline gracefully 
hands its prospects a glamorous world of 
travel adventure on a_ buy-it-like-a- 
household-appliance basis. 

“It was Pan American who first took 
the Magic Carpet out of mothballs and 
put it up for sale on a comfortable in- 
stalment plan. ‘Go ahead,’ says Pan Am., 
‘travel—and no need to raid Fort Knox, 
and no need to be scared by the sight of 
the bold figures of the round-trip fare. 
Just empty your modest piggy bank. 
Rome? That will be $61 down, thank you, 
and have a wonderful time!’ Just wait 
till I get that $61! 

“The handsome pictures that go with 
the delightful promise of the copy would 
rouse wanderlust in even a confirmed 
recluse. As each ad appears this deft se- 
ries woos the soon-to-be traveler to want 
to see more and more. ‘Anywhere,’ says 
Pan American. Yes, anywhere—swiftly, 
safely—and it’s all so easy! 

“To me, Pan American’s colorful way 
with space, its intoxicating pictures of 
longed-for places—not to mention its ap- 
preciation of the non-Sanforized budget 
—make the commercial completely pain- 
less, the promise irresistible.” 


19. Pepsodent on radio. 


Picked by Helen Hoagland. She says: 

“Ata time when toothpastes have come 
out with unusually dramatic and power- 
ful news, Pepsodent steals the show with 
a pixie jingle. 

“*You’ll wonder where the yellow 
went’ always gives me a smile and a lift, 
even though I hear it constantly. It is a 
beautiful job of coordination, too, in words 
and tune and those cartoon grins you see 
in print and television. I am especially 
impressed with its impact in radio and 
believe it has helped stir up new inter- 
est in this medium.” 


20. Plymouth broadcast. 


Picked by Florence Goldin, who com- 
ments: 

“The Plymouth people were sorely in 
need of a ‘stroke of genius’ to help pull 
them out of a dilemma. A way had to be 
found to recover their market position 
which had suffered seriously in recent 
years, by reason of (a) Backward styl- 
ing and (b) A most unfortunate and ex- 
tremely serious lag in dealer interest and 
enthusiasm. (This was brought on by 
changes in management and policy.) 

“After Plymouth’s disastrous sales ex- 
perience of the years 1954 and 1955, dur- 
ing which Plymouth’s fortunes and styl- 
ing concepts had ebbed to a new low, it 
had to do something drastic. And Ply- 
mouth did! 

“Contrary to typical automotive prac- 
tice, Plymouth was not content to make 
only one major part change in a year. It 
pulled out all the stops and made many 
changes. Plymouth didn’t just style new 
models—it created an advanced line of 


new cars. 

“And to bridge this leap in design inno- 
vation Plymouth created an inspired ad- 
vertising concept that proclaimed—‘sup- 
DENLY IT's 1960.’ 


JOSEPHINE W. SMITH—Jo 
joined the copy staff of Batten, 
Barton, Durstine & Osborn, New 
York, seven years ago to work on 
Reader’s Digest and DuPont cello- 
phane, now writes for General 
Mills’ Betty Crocker mixes and 
United Fruit Co. In private life she 
is Mrs. Lawrence Sophian of Riv- 
erside, Conn., an especially note- 
worthy fact since Dr. Sophian is 
medical director of William Deug- 
las McAdams, largest of the “ethi- 
cal medical” agencies. Four-year- 
old twins Celia and Cathy complete 
the family. 
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JANE TRAHEY—head of 425 
Advertising Associates Inc., New 
York. Born in Chicago, graduated 
from Mundelein College, attended 
University of Wisconsin. Started 
work in the morgue at the Chicago 
Tribune, moved on to the survey 
department of the Chicago Daily 
News. “From here to Carson Pirie 
Scott & Co. as a copywriter, and 
from there to Neiman-Marcus in 
Dazzle, Texas. N-M is a state of 
mind, and I was quite at home 
there. I planned to stay two years 
and spent almost nine as advertis- 
ing director and then sales promo- 
tion director.” 


RUTH WEST—‘I’m a _ minister’s 
daughter born in Bad Axe, Mich. 
(pause for laughs! ) After I grew 
up, I began running around in cir- 
cles—I got started working for J. 
Walter Thompson, Young & Rubi- 
cam, Saks Fifth Ave., and I! 
couldn’t seem to stop: two terms 
at Saks and Y&R; three at J. Wal- 
ter Thompson. Even now, I’m with 
a lot of ex-Y&R-ers here at C. J. 
LaRoche.” Miss West has written 
“Stop Dieting! Start Losing!” for 
Dutton. It will be brought out as 
a 35¢ paperback by Bantam ir 
April. 


“This is no warmed over, rehashed idea 
from the archives, but a departure as 
daring as the new Plymouth design and 
engineering it extolls! 

“Suddenly it is 1960. All at once the fu- 
ture is here. And the future for Plymouth 
is a synthesis of design, engineering, pro- 
motion and vision. This, coupled with a 
new concept in distribution and dealer 
relationships, has given the front line 
salesmen a lift and enthusiasm that has 
translated itself into a spectacular sales 
upturn.” 


21. Polaroid Land Camera in magazines. 

Picked by Florence G. Murdoch. Miss 
Murdoch’s comments are: 

“Here’s a campaign which proves ad- 
vertising doesn’t have to be gimmicked 
up for interest. These advertisements for 
the Polaroid Land Camera are as direct 
as the proverbial arrow, but they reach 
out of the pages of Life and grab you by 
the eyeballs. Furthermore, they do it 
with product pictures. Plus a four word 
headline* that all but forces you into 
reading some very convincing copy. Who 
could ask more of a black and white 
page? 

“Incidentally, if you think any one 
with a camera to sell can do as well, 
take a look at the advertising for other 
cameras.” 

* One headline does it with one word. 


22. Schweppe’s Quinine Water ads in 
magazines. 

Picked by Genevieve Hazzard. She 
comments: 

“In the past year or two, individual 
personalities in ads have become an in- 
creasingly exploited—and important— 
idea. The eye-patched Hathaway shirt 
man as a specific individual, for instance, 
or the tattooed Marlboro cigaret man 
as a distinct type, for another, are almost 
classics in our recent advertising litera- 
ture. However, I think the best exam- 
ple—and I will explain why—is the 
Schweppes man ... and the series of 
magazine ads that have made Schweppes 
stand for not just another quinine water, 
but the quinine water (or tonic, if you 
prefer). 

“The situations are culled from nostal- 
gia—a gentle and appealing part of the 
past that stands in itself for leisurely mo- 
ments fully enjoyed. The photography is 


excellent—slightly out of focus, like a 
pleasant memory. And the key figure, of 
course, is the Schweppes man himself— 
polished, debonaire, distinctive. What bet- 
ter way to underline the basic idea that 
Schweppes is unmistakably connoisseur’s 
choice, associated with gracious living? 

“And they haven’t left it at just that. 
Coining terms as effervescent as tonic, 
they’ve made .Schweppesmanship and 
Schweppervesence a part of our soph's- 
ticated language, in a way so effective 
you almost wonder if anyone else even 
makes a quinine water.” 


23. Silvercup Bread on television. 

Picked by Jane Trahey, who has this 
to say: 

“Has it really been ten years since 
Kukla, Fran and Ollie started amusing 
children and adults that wish they were 
children. It seems almost impossible that 
a writer and a pair of puppets could keep 
it light and interesting all this time, but 
they do. Long before the Piel brothers 
were born in their pail of suds, Kukla 
has been selling with wit and salesman- 
ship—with conversation and that com- 
pensating difference (call it what you 
will) that makes you listen to a commer- 
cial instead of getting an ice cube or 
turning down the vegetable. I think the 
Silvercup commercials delivered by these 
engaging puppets are terrific.” 


24. Sugar Information Inc. in magazines. 

Picked by Josephine W. Smith, who 
Says: 

“It takes courage to set out to reverse 
a widespread attitude. Certainly the Su- 
gar Information advertising is a valiant 
try. 

“The head-on attack is so startling it’s 
genuine news. News-style layout and ty- 
pography make it easy to get the basic 
message from headline and subheads. 
And what a promising message it is! 

New concept in weight control 
You don’t have to give up sugar 

“In another ad, 

Are you a slave to your appetite? 
Sugar can help you control it. 

“(No exclamation points. It looks more 
like news—and more believable—without 
them.) The picture caption repeats the 
promise—Like sugar on your cereal? 
There’s no reason why you shouldn’t 
have it. 


“The copy is hard-selling as a good 
mail-order ad. And it flatters me. It talks 
as though I were an adult, capable of log- 
ical reasoning. Of course the logic helps 
me rationalize what I want to believe 
anyway. Now I can eat sugar and not 
feel guilty. What a weapon to still a nag- 
ging conscience! : 

“The minor illustration comes in to 
clinch the argument. 18 calories! in a 
spoonful of sugar! I’m convinced. I guess 
sugar isn’t especially fattening after all.” 


25. White Horse Scotch in magazines. 

Picked by Ruth West, who says: 

“If any whisky advertising gets a 
higher Noted-Seen-Associated than the 
White Horse campaign, I'll eat a piece. 
(And I may have to—but only because 
Four Roses has been seen about a quar- 
ter of a century longer.) 

“Here to my mind is a job of bringing 
a trademark alive that is one of the all 
time champions. It solves, brilliantly, this 
primary problem of all liquor advertis- 
ing. And it leaves a taste in the mouth 
that is light, clean and frisky. 

“Note the beautiful integration of copy 
and art to create a vivid, blue-blood 
personality for a brand that before 
DCS&S. was just plugging along.” 


26. Yardley Lavender campaign in mag- 
azines. 

Picked by Ann Fitzhugh Cummings 
She has this comment on the campaign: 

“I find this Yardley Lavender cam- 
paign not only delightful in itself but an 
unusually successful expression of the 
personality of the product. 

“Because it is so fresh and charming, 
it attracts attention and builds an en- 
viable ‘product image.’ Because both copy 
and art truly express the product, the ad- 
vertising is hitting the target—appeal- 
ing to the women who will really like this 
particular scent when they try it.” 
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STOP! 


why “today’s FLEET OWNER” is the hottest 
fleet publication for your sales story. 


at these FLEET OWNER firsts! 


Greatest paid circulation ever achieved by a truck-and-bus fleet publication. Now 
over 40,000 paid subscribers! 


Special 1957 bonus to advertisers of 8,000 additional paid readers. 


Largest, most versatile editorial staff in its field. Over twice the size of any other 
publication. 


More, and more frequent, editorial innovations designed to build cover-to-cover 
reading. Editorial covers, flo-thru makeup, four-color articles, special reports, 
regular field maintenance surveys. 


Complete Merchandising Program, providing extra impact for Fleet Owner ad- 
vertisers. 


Regular Research Service, evaluating both editorial and advertising content, avail- 
able at no cost to advertisers. Mills Shepard service in 1957. 


Most comprehensive Market Study of the fleet field ever made. Sales potentials 
on 109 key automotive products and specific detailed reports on individual prod- 
uct use and acceptance. 


Greatest advertising growth in the field. 


(1) Fleet Owner up 328 pages 1951 — 1956. 
(2) Nearest competitor down 46 pages 1951 — 1956. 
(3) First quarter 1957, Fleet Owner up 110 pages. . . 28%! 


“Today's FLEET OWNER" is far and away the fleet market's liveliest, most pro- 
gressive publication . . . the best buy for you in every way. 


Your FLEET OWNER representative would be pleased to give you the full story on 
FLEET OWNER's exclusive values. Ask him, or write us at headquarters. 


FLEET 


a McGraw-Hill Publication 


330 WEST 42ND STREET * NEW YORK 36, NEW YORK 
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Cut Again, In Again... 
TV Nets’ Doors Keep Swinging 
as Shows Line Up for Next Fall 


New York, March 20—Those to make room for new attractions. 
revolving dcors at the television At CBS the big news in the in- 
networks are going full swing. A| coming department was made by 
major portion of the traffic is cre- | E. I. du Pont de Nemours & Co., 
ated by sponsors moving from one | which signed for ten 90-minute 
show to another, from one time | live shows for the 1957-58 season. 
period to another or from one net- | This series, some of which will be 
work to another. Other lanes are|in color, will replace the compa- 


Pont Theater,” on ABC. This 30- 
minute show signs off June 4. 


ers the networks are dispossessing 
AND ILLUSTRATIONS @ 
” \ R] FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address . . . 


MULTI-AD SERVICES, INC. 
Box BO6M Peoria. Illinois 


s Effective April 2, L&M cigarets 
will replace Edgar Bergen’s quiz 
stanza, “Do You Trust Your 
Wife,” with a new Spike Jones 
telecast. The time period—Tues- 
days at 10:30 p.m., EST, on CBS— 
remains the same. Another Co- 


filled with producers and perform- | ny’s current weekly offering, “Du- | 


lumbia quiz, “Giant Step,” which 
was to have been dropped at the 
end of February, got a new lease 
on life when General Mills re- 
newed. 


CBS Kids’ Shows Axed 
But General Mills has given the 
cancelation signal for its alternate 
week on the Saturday morning 


western, “Tales of the Texas 
Rangers,” as of the end of the cur- 
rent cycle. The other sponsor, 


| Sweets Co. of America, also is 


|bowing out. And Sweets Co. is 
signing off as alternate on the Sat- 
urday morning kid’s show, “Heck- 
le & Jeckle,” as is the co-backer, 
Johnson & Johnson. 


| 


® Beginning in the fall Prudential 
Insurance Co. of America will re- 
place “You Are There” and “Air 
Power” with a news and public 
affairs show called “The “Twenti- 
eth Century.” This film series will 
be divided into three categories— 
past, present and future. There 


as hbitri be 


~ TELEVISION 
_ MAKES 
_ MARKETS 


Where in the U.S. area alone” . 
650,000 people live, who spend 
$575,000,000 annually in retail sales, 
more for groceries than in Minneapolis, 
_ more for drug products than in Omaha. 
_ They listen to 22 radio stations, 
Read 19 daily newspapers”, 
BUT, choose ONE TELEVISION. 
by a margin of 3 to 1 


ATION 


“WCAX.TY is also the leading U.S. TV 
station in southern Quebec and Montreal 


channel 3 


will be a few one-hour shows in 
the series. 

A new Saturday night attrac- 
tion on CBS will be “New York 
Confidential,” with Lee Tracy. 
This Television Programs of 
America film will be sponsored by 
Wildroot in the 10:30 p.m., EST, 
period. 

Columbia, which as yet has been 
unable to hit on a click formula 
for its Monday-through-Friday 
wakeup show, will try another ap- 
proach to the 7 to 8 a.m., EST, pro- 
gramming problem starting April 
7. Out goes the “Good Morning” 
show with Will Rogers Jr.; in 
comes a country music program 
with Jimmy Dean and George 
Harnilton. 


NBC Shakes Up Schedule 

There is a lot of schedule jug- 
gling in store for NBC, which is 
uprooting such veteran programs 
as “Goodyear Playhouse,” “Alcoa 
Hour” and the Robert Montgom- 
ery dramas to make room for oth- 
er offerings. 

Alcoa and Goodyear’s Sunday 9 
to 10 p.m., EST, spot will be filled 
by Chevrolet shows starring Dinah 
Shore, among others. Chevrolet 
has had the time spot occasionally 
during the current season with 
programs featuring Miss Shore or 
Bob Hope. So far Mr. Hope has 


, | er. 


not been mentioned for the week- 
ly series, at least part of which 
will be in color. 


ls Half of Robert Montgomery’s 
Monday night hour will be filled 
by a half-hour Alcoa program, the 
| specific show to be decided on lat- 
The last half-hour of Mr. 
| Montgomery's s time will be devot- 
ed to a new mystery-melodrama 
series called “Crisis.” Some of 
these hour films will be produced 
by Alfred Hitchcock. They have 
not been sold yet. 

The Wednesday night spot—8 
p.m., EST—vacated on NBC by 
General Foods’ ““Hirman Holliday,” 
has been taken over by a warmed 
over panel show, “Masquerade 
Party,” which was last seen on 
ABC for Esquire shoe polish. As- 
sociated Products is presenting 
this one on alternate weeks. 

For fall this spot and the half- 
hour preceding has been reserved 
for a new “adult” western series, 
“Wagon Train.” General Foods is 
expected to serve cancelation not- 
| ice on cowboy Roy Rogers, whom 
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said to be going out to the “77th 
Bengal Lancers” after one year 
under GF’s banner. 


® Pet Milk has indicated it will 
not renew as co-sponsor of George 
Gobel, but his other sponsor, Ar- 
mour, may continue with the pint- 
sized comedian next year when 
he may have an hour show rather 
than the current half-hour weekly 
telecast. Mr. Gobel is slated to al- 
ternate in the old Milton Berle 
hour—Tuesdays, 8 to 9 p.m., EST 
—with Eddie Fisher. Chesterfield 
and RCA are viewed as good pos- 
sibilities as co-sponsors of the 
Fisher-Gobel combo. 

There may be quite a few new 
faces on the network’s Saturday 
night lineup. Already the “Hit Pa- 
rade” (Lucky Strike and Richard 
Hudnut) has announced its plans 
for a completely new cast of sing- 
ers and musicians for the fall. 
Singers signed for the telecast in- 
clude Virginia Gibson, Jill Corey 
and Tommy Leonetti. Don Walker 
takes over as musical director. 


# One of the kids’ show sponsors 
who is leaving CBS on Saturday 
morning—Sweets Co—has ex- 
panded its Saturday morning chil- 
dren’s block schedule on NBC. 
Tootsie Roll recently canceled al- 
ternate weeks on “Cowboy Thea- 
ter,” but is picking up a new series, 
the “Gumby Show” every Satur- 
day. Gumby, a wedge-shaped 
character made of modeling clay, 
came into being as a member of 
the Howdy Doody supporting cast. 


ABC Tries Movies 

ABC, which once scheduled a 
British feature film series in the 
Sunday 7:30 p.m., EST, spot, will 
use American movies to battle 
CBS’ Ed Sullivan and NBC’s Steve 
Allen (8 to 9 p.m.) starting April 
7. The network has secured net- 
work rights for one showing of 26 
RKO movies, featuring such stars 
as Shirley Temple and Kirk Doug- 
las. 

There will be nine one-minute 
participations available per week 
on the movies. Charter sponsors 
can get in for from $7,500 (time 
and talent) per participation for 
a one time buy to $6,500 per par- 
ticipation for a package of ten or 
more participations. 


@ One of the advertisers making 
a network switch is Reynolds Met- 


the food maker has backed on 
NBC for years. And a pink slip is 


advertising space 


SALES 
TERRITORIES 
OPEN IN 

SOME AREAS 


SKILLED CREATIVE ART SERVICE 
WITHOUT OBLIGATION 


38 beta: ee *4 


a large ‘sidewalk circulation” 
absolute minimum cost! 


Mfg. plants: Chicago - 


The space on dealers’ storefront windows is worth virtually 
millions of dollars in “billboard value’ — yet this space is yours 
FREE for a colorful durable American Decal spot sign or store- 
front dominating valance. American Decal signs tie in your 
advertising program at the all important point of sale by saying 
“Buy it here.” American decals stay on the job for years and 
don’t interfere with the washing of the window. Here is the 
perfect way to identify your dealer and promote your brand to 


every day of the year — at 


Write today for FREE samples and literature 
American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, III. 
735 Prince Rd., 


Cleveland - 
Offices in oll principal cities 


Windsor, Ont. 
New York « Windsor, Ont., Can. 


j}als Co., which has picked up the 
alternate-week half-hour availa- 
bility on “Disneyland.” The lineup 
is now complete for this Disney 
production which will have three 
new faces in the sponsors’ booth 
this fall—General Mills, General 
Foods and Reynolds. The incum- 
bent is Derby Foods. Reynolds is 
canceling its Sunday night “Circus 
Boy” half-hour on NBC. 

ABC scored a major diplomatic 
coup this week when it got Fire- 
stone Tire & Rubber Co. to agree 
to move the “Voice of Firestone” 
out of its long-established 8:30 
p.m., EST, Monday spot. ABC 
wants to jack up its Monday night 
ratings and this musical program 
does not make the Nielsen elite. 
The show also will get a format 
revision. 


® Three years ago when NBC 
attempted to shift “Voice of Fire- 
stone,” the oldest sponsored net- 
work radio show, to a late after- 
noon spot, Firestone took a walk 
to ABC. In this instance, Fire- 
stone told its audience that no al- 
ternate evening period was offered 
for the simulcast. The ABC shift, 
it should be noted, is a relatively 
minor one; the new Monday night 
starting time will be just a half 
hour later than usual—or 9 p.m., 
EST. 

The new format, which will 
place greater emphasis on popular 
| classics and light classics, will be 
worked out during the summer 
when the 28-year-old musical will 
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take a hiatus for the first time in | 
its 28-year-old history starting | 
June 10. It will take a summer 
hiatus, that is, for tv. For radio 
the sign-off will be final; Fire- | 
stone does not plan to return net- 
work radio’s oldest sponsored pro- 
gram to radio in the fall. 


Mercury Uses Ads 
for Contest to Push 
Debut of New Models 


Detroit, March 19—The Mer- 
cury division of Ford Motor Co. is 
spending what was called a “sub- 
stantial amount” to advertise its 
current $500,000 contest, according 
to Robert J. Fisher, 
and sales promotion manager. 

This year’s contest offers 90 
Mercury cars and 2,100 other 
prizes, with a value of approxi- 
mately $500,000. 15 new 1957 Mer- 
curys and 350 other prizes will be 


given away each week in six 
weekly jingle contests, ending 
April 20. 


Mr. Fisher said the contest ad- 
vertising program will include 
space in 2,600 newspapers in 2,500 


markets, plus radio spots in se-| 
v » | was “very successful” and that the | 


lected markets. 

In addition, all Mercury com- 
mercial time on the Ed Sullivan 
show will be given over to the 
contest, Mr. Fisher said, and deal- 
ers will augment the factory ads 
with a point of sale push. 


#® One feature of the contest is 
that the prize automobiles include 
the Mercury Turnpike Cruiser and 
Commuter station wagon, which 
only recently went into produc- 
tion, he said. 

“We figure we are getting dou- 


ble mileage from the contest,” said per, radio, tv and outdoor media. 
Mr. Fisher. “The contest will stim- | Mrs. Matthews formerly was with | 


ulate showroom traffic and at the 
same time help introduce the 


advertising | 


| 


ee ee eee 


NEW DRESS—Parade’s “Operation Brightface” was revealed in the 
March 24 issue when it introduced its new cover style and typog- 
raphy. 


Turnpike Cruiser and the station 
wagon.” 
He said a similar contest in 1956 


effort was being repeated chiefly 
at the insistence of the dealer 
body. > 


Weiner Opens Portland Office; 
Names Davenport, Matthews 
J. J. Weiner & Associates, San 


| Francisco, has opened a Portland, 


Ore., branch to service the Blitz- 
| Weinhard Co. account. Mrs. Jean 
| Matthews will be office manager. 
| Weiner won the brewery account 
| Jan. 1 from Cole & Weber. Cam- 
paign plans call for use of newspa- 


KWIE, Pasco, Wash. 


| The agency also has named) 


| Motheral, 


Michael Davenport creative chief. 
Mr. Davenport formerly was crea- 
tive chief of H. Richard Seller Ad- 
vertising, Portland. His first duties 
with Weiner have been in creative 
phases of the Blitz-Weinhard ac- 
count. 


BBDO Publishes ‘Your Target’ 

Batten, Barton, Durstine & Os- 
born has published a new source 
book of economic facts about the 
American consumer for use by all 
advertisers. Distribution of the 
book has been started by BBDO’s 
San Francisco office, under J. G. 
manager. The book, 
“Your Target,” is the latest in a 


series of periodic analyses of the | 


changing American market, the 
first of which was issued by the 
agency in January, 1946. 


Falstatt to Enter Southern 

Calitornia with $1,000,000 Push 
The San Jose plant of Falstaff 

Brewing Co., through Dancer-Fitz- 


spend more than $1,000,000 in a 
eampaign to break into the South- 
ern California market. The cam- 
paign, to begin in April, will uti- 
lize radio, tv, outdoor, newspapers 


, and trade magazines. 

| The brewery, which has head- 
quarters in St. Louis, is the fourth 
largest in sales in the U.S., but has 
not previously had distribution in 


gerald-Sample, San Francisco, will | 1 9, Angeles, New York or Chicago. 


| William Patten, D-F-S West Coast 
| account executive for Falstaff, said 
the brewery has no plans “at pres- 
ent” to invade the New York or 
Chicago markets. 


ROANOKE 


How 
it’s done 


Results: 


ADVERTISE 


ROANOKE? 


IN 


Number 1 of a series 


Realistic merchandising by the 


NEWSPAPERS insures 


support of your product 


@ alert editorial support 


e@ advance dated bulletins 
to merchants and chains 


© follow-up calls through 
the entire market area 


Your dealers have the time and the interest to 
profit from tie-ins, displays, and promotions. 


16 counties... > 


a completely _« 
independent market 


Roanoke—Your key market in western Virginia 
is covered exclusively by the 


“ROANOKE 


Uc TIMES AND WORLD NEWS 
Fer full information write Saw yer>Ferguson> Walker Co., National Representatives 
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$800 MILLION” 
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For their daily newspapers, 
Americans spend over 


a) $200 million a year —=b) $800 million a year 
c) $1 Billion a year 


According to the Bureau of Advertising people in the U. S. 
spend (c) over $1-Billion a year for daily newspapers. Be- 
cause 7 out of 10 homes receiving newspapers have them 
carrier delivered, newspaper provides advertisers with a 
constant audience. And The World-Herald, reaching 3 out 
of 5 families in Nebraska and Western-lowa, is the ONE 
newspaper that covers this rich $2.4 BILLION DOLLAR 
MARKET. 


The top spender in measured media 
advertising in 1955 was 


b) Ford 


You were almost right if you picked the Ford Motor Co., 
the nation’s second largest advertiser in measured media in 
1955. General Foods Corp. ranked fifth. General Motors 
held first place, having boosted measured media advertising 
47.7 percent over the previous year. General Motors and 86 
of the other top 100 national advertisers use The Omaha 
World-Herald (Automotive market: $384,405,000 ... a 
market greater than Baltimore, Dallas, or Denver and Louis- 
ville combined). 


a) General Foods c) General Motors 


What is the name of the first 


International ad agency in the U.S.? 


a) MecCann-Erickson b) J. Roland Kay 
c) N. W. Ayer & Son 


The first agency in the U. S. to blaze a trail in international 
advertising was J. Roland Kay, founded in 1903. Another 
trail blazer in servicing clients needs is The Omaha World- 
Herald with twelve years’ experience in R.O.P. color. Results 
have been proven by consistent color schedules placed by 
advertisers . 


. daily and Sunday . . . in spot and full color. 


Omaha— 


Home of 


the Strategic 


Air Command 


Omaha 


252,598 Daily 263,674 Sunday 
ABC, 12 Months Ending March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicago + Detroit + Los Angeles 
San Francisco 


World-Herald 


Single-Run Economy 
Led Pfizer to Widen 
Annual Report Use 


BROOKLYN, March 20—Chas. 
Pfizer & Co. writes a new chapter 
in financial public relations with 
presentation of its 1956 annual re- 
port in the form of a 16-page 
magazine supplement in the March 
31 New York Times and the April 
14 Chicago Tribune and Los An- 
geles Times (AA, March 18). 

The 10% x 13” supplement is 
identical in format and content 
with the report being mailed to 
the company’s 22,000 shareholders. 

Pfizer, chemical and ethical 
pharmaceutical producer, points 
out that publication of the report 
in newspapers circulating in the 
nation’s three most populous cities 
will give many thousands of read- 
ers an opportunity “to see just 
how a typical American corpora- 
tion reports to its owners.” 

The report—an illustrated sum- 
mary of the company’s 1956 oper- 
ations—was prepared by Editorial 
Projects Inc., New York, in coop- 
eration with the Pfizer pr depart- 
ment. MacManus, John & Adams 
placed the space order. 


® Pfizer, which began corporate 
advertising in consumer publica- 
tions last year, originally planned 
to run the supplement only in the 
New York Times. After reviewing 
the situation, however, the com- 
pany decided that since the sup- 
plement was already being pro- 
| duced, and since only a single 
| press run was involved, “a num- 
|ber of important shareholder and 
| public relations objectives” could 
|be “economically achieved” by 
| wider distribution. 

The report, incidentally, glows 
with success. Sales of the com- 
pany are reported as up 9%, toa 
total of $178,362,196. Pfizer sales 
in 1949: $47,553,000. Net earnings 
in 1956 rose 19% to $18,253,979. 
Earnings in 1949: $7,845,000. 

John E. McKeen, president of 
Pfizer, cited a firmer market in 
bulk antibiotics and new products 
in accounting for the record sales. 
But, he said, the performance 
“was made possible only through 
carefully developed selling and 
promotional programs aggressively 
carried out by seasoned sales 
groups operating in highly com- 
petitive markets.” . 


Birdwell and Luckie Affiliate 
Russell Birdwell & Associates, 
30-year-old New York public re- 
lations company, has formed an 
affiliation with Robert Luckie & 
Co., Birmingham, Ala., advertising 
and public relations agency. 
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¢ New Bork Times ~ ». ve 
CORPORATE P.R.— 
Front page of 16- 
page “Report 
from Pfizer” fea- 
tures illustration 
by Painter Gre- 
gorio Prestopino, 
“The Chemist 
and the Whale,” 
relating to Pfiz- 
er’s work in pre- 
serving whale 
meat with antibi- 
otics. 


Peet ar dA : 
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Reasoner Moves to New York | who died March 17 (See story on 
Allen K. Reasoner, advertising | Page 40). 

manager of Sunset Magazine, has 

moved from Menlo Park, Cal., to| Duzan Joins Ulrich Art 

New York, to assume temporary| Edwin M. Duzan, formerly with 

managerial responsibility for the | Ross Roy Inc., Chicago, has been 

magazine’s New York office, fol- | appointed an account executive 

lowing the death of Clifford S.|for Norm Ulrich Art Studio, Oak 

Ensinger, New York manager, | Park, IIl. 


FROM SUN-UP TO SUN-UP ... 


. THE FINE QUALITY OF ENGRAVINGS 
BY DOT NEVER VARIES. BEAUTIFUL 
COLOR, OUTSTANDING BLACK AND WHITE. 


Dil Engravers, FHC, 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 


| 
| 
| 


You cant  \ 
beat it for \) 
drumming up \ 
extra interest |/ 
in media 
markets 
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es the man who 


leads a dual [fe 


Bob Steenrod has the right prescription for living. 


| 
- 
% | He works hard at promoting sales for one of the nation’s leading drug producers — Bayer 
| Aspirin, Phillips Milk of Magnesia, Castoria, and Dr. Lyons Tooth Powder. 


He plays hard, and nothing relaxes him more than a big day at his favorite stream. 


That prescription seems to fit the bill for more than 33,000,000 American sportsmen — and 
they pay for it up to the hilt. A more spending crew would be hard to find, because they 


consume products for two kinds of living. 


You can reach the cream of this market — almost 1,000,000 men with “the urge to splurge” 
“caer SPORTS AFIELD | 


So many advertisers are doing so on a schedule basis, and you should know the facts. A Hearst Magazine, 959 Eighth Avenue, New York 19, N.Y 


Your Sports Afield representative is waiting to give you the whole story. where sportsmen get the urge to splurge 


ee. ae 


ROSERT L. STEENROD 


Riachene National Brands" 
Division, Sterling Drug, Inc. ny 
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Zoom Zooms into West 


shew promoion tor Zoom LYAGiNg Stamps Come Under Fire of 


whole wheat breakfast cereal, us- 
ing spot television on 23 western | 


o . | 
tations will be launched by Fish T -H g y L g l i 19 S i 
FinellecesSentte apa, OXHUNGTY Legisialors in 1 ofates 


Ten-second spots are keyed to the 
line, “Oatmeal eaters! Try Zoom!” 
and follow the pattern first used 
last fall in the introduction of 


Zoom. Pacific National Advertising 
Agency is handling. 


MOODY 
MONTHLY 


PROTESTANT 
CHURCHES 


MM is the largest interdenom 
inational magazine in the con 
servative field—cuts across all 
denominational lines 


NET PAID CIRCULATION 


94,833 


for 12-month period, January 
through December, 1956 


MOODY MONTHLY 


820 N. LaSalle Street . Chicago 10, Mlinois 
Phone Michigan 2-1570 


Write or 
for rate card and 
sample copy. 


New York, March 19—State law 
| makers have been giving trading 
stamp companies their roughest 
time in a long time this year. And 
it’s still open legislative season in 
|most states. 

Bills to outlaw or restrict trading 
|stamp operations to varying ex- 
hom have been introduced in 19 


states. Six such bills have been 
killed, while in two states, North 
| Dakota and Tennessee, anti-stamp 
l\legislation has been appreved by 
the legislatures. 


s One of the most popular devices 
this season for use against trading 
stamps is to require that the stamps 
be redeemable in cash as well as 
merchandise. Seven separate bills 
based on this principle have been 
proposed, in Arkansas, Indiana, 
Minnesota, Missouri, Nevada, 
North Dakota and Oregon. 

Bills to impose license fees or 
taxes on the stamp companies and, 
in some cases, on merchants deal- 
ing in the stamps have been offered 
in seven states—Alabama, Idaho, 


Iowa, Maine, Maryland, Nevada 


Advertisement 


The man from Cunningham & Walsh 


Ideas are Warren Aldoretta’s 
stock-in-trade. He’s an art di- 
rector at our advertising agency. 

Here, selling in a supermar- 
ket, he’s stock-piling ideas. 
Point-of-sale ideas that will 
have greater value because of 
this experience. 

Our creative and contact peo- 


selling food... for thought 


ple all spend one week a year 
getting to know the public. It’s 
a fixed policy of our agency. 

We find it fine food-for- 
thought for cooking-up ads with 
sales appeal. 

Cunningham & Walsh, Inc., 
New York, Chicago, Los Angeles, 
Hollywood, San Francisco, 


and Tennessee. 

Three bills—in Ohio, South Car- 
olina and Wyoming— seek to pre- 
vent stamp companies from giving 
stamp-giving merchants a break on 
the stamp price on the basis of his 
purchasing volume. Three other 
bills—in California, Idaho and Ne- 
vada—would escheat to the state 
all stamp values not redeemed 
within a year of issue. 

Four bills would prohibit trading 
stamps outright. These have been 
proposed in Georgia, Kansas, Min- 
nesota and South Carolina. 


® In Tennessee the new anti-stamp 
law becomes effective Aug. 1, 1957. 
It levies a tax of 2% on the gross 
receipts in all transactions where 
trading stamps are issued, plus an 
increase in the state’s annual priv- 
ilege tax of from $900 to $1,800 
on each store or office maintained 
in the state by a trading stamp 
company. 

In addition, counties and mu- 
nicipalities within the state may 
levy similar taxes in areas within 
their jurisdiction. The bill 
passed despite vigorous lobbying 


March 5 by Gov. Frank C. Clement, 
who said he did so partly because 
of “offensive tactics by out-of-state 
lobbyists for trading stamp com- 
panies.” After the law becomes 
operative it is expected to be tested 
in the courts by leading stamp 
companies. 

In North Dakota a bill has passed 
both houses which provides that 
trading stamps must be redeemed 
in cash or merchandise. It is now 
awaiting the governor’s signature, 
which is expected as a matter of 
course, since a referendum last 
year authorized the legislation. 

Trading stamp litigation is pend- 
ing in two states. In Birmingham, 
hearings have been concluded in a 
suit challenging the city’s licensing 
ordinance on trading stamps. The 
court’s ruling is expected shortly. 
Also in Alabama a suit challenging 
the state’s tax law on trading 
stamps has been filed, but no trial 
date has been fixed. 

In New Jersey, the escheat suit 
brought by the state against Sperry 
& Hutchinson Co. for the value of 
unredeemed stamps between 1896 
and 1950 (AA, Dec. 10, °56) is still 
to be tried. No trial date has been 
fixed, but pre-trial hearings are 
expected to be held this spring. 


s Last year there was compara- 
tively little anti-trading-stamp leg- 
islation. In 1955, however, 25 state 
legislatures considered bills (AA, 
July 25, 55). Of these, two bills 
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Current Status of Legislation, 
Litigation Affecting Trading Stamps 


California .... 


Georgie ........ 


Maryland ...... 


Minnesota .... 


Missouri ........ 


New Jersey .. 


Nevado ........ 


New Mexico 


New York .... 


North Dakota 


(As of March 12, ‘57) 


Bill or Swit 
Suit challenging Birmingham's license or- 
dinance on trading stamps. 
State’s tax law on trading stamps. 


Bill to make trading stamps redeemable in 
cash as well as merchandise. 


Bill to have funds from stamp operations 
in excess of expenses and redemptions re- 
vert to state treasury. 


Bill to outlaw trading stamps. 


Bill to tax stamps 2% to be paid by 
stamp companies. 

Bill to escheat stamp values to the state 
o year after issue if not redeemed by 


holder. 


Bill to make stamps redeemable in cash 
as well as merchandise. 


Bill to levy 10% tax on gross receipts of 
trading stamp companies. 


Bill to outlaw stamps. 


Bill to charge $500 license fee to stamp 
companies for each county they operate in. 


Bill to increase tax from $500 to $2,500 a 
yeor on stamp companies. Escheat bill. 


Three bills: (1) would ban use of trading 
stamps; (2) would make stamps redeemable 
in cash as well as merchandise; (3) would 
provide that stamps be exchanged for mer- 
chandise at stores that issue them. 


Bill to make stamps redeemable in either 
cash or merchandise. 


Escheat suit brought by State vs. Sperry & 
Hutchinson Co. for value of unredeemed 
stamps between years 1896 and 1950 (AA, 
Dec. 10, ‘56). 


Bill to make stamps redeemable in cash as 
well as merchandise and also to escheat 
stamp values to the state if not redeemed 
one yeor after issue. 

Bill to assess merchants who give stamps 


$1,000 to $5,000 a year. 


Bill provides that cash value and date of 
issue be printed on face of stamps, and 
that unred d stamps become State prop- 
erty three yeors after date of issue. 


Bill to make stamp issuance subject to State 
Banking Department. 


Bill provides trading stamps be red d in 
cash or merchandise. Referendum last year 
authorized legislation. 


ae Bill to prohibit discrimination between busi- 
nesses by operators of trading stamp plans 
on basis of stamp quantities purchased. 

Oregon ........ Bill making it mandatory for stores issuing 


South Carolina 


South Dakota 


Tennessee .... 


stamps to redeem them either in cash or 
merchandise. 


Two bills: (1) would outlaw use of stamps 
and premiums except for manufacturers who 
include them with products; (2) would re- 
quire stamp companies to sell stamps to all 
merchants at same price regardless of 
quantity purchased. 


Bill requiring stamp companies to report on 
number and value of stamps redeemed an- 
nually. 


Bill levying 2% gross receipts tox on all 
tronsactions where trading stamps are is- 
sued, plus $600 annual privilege tax. 


Bill to prohibit exclusive contracts between 
merchants and stamp companies. 


Status 
Hearings concluded and 
court's decision pending. 
Suit pending. 


Defeated in house. 


Tabled in assembly. 


Shelved for this year. 


Passed by house. 
Pending in senate. 
Pending in senate. 


Passed by senate. 
Pending in house. 


Killed in senate. 


In committee. 


Pending in house. 


In senate finance and 
house committee. 


All three bills are in 
house committee. 


Awaiting action. 


No trial date set. 


Pending in house. 


Pending in senate. 


Killed in house. 


Pending in house. 


Passed both houses and 
sent to governor. He is ex- 


pected to sign it. 


Awaiting action. 


In senate committee. 


(1) Killed in senate. 
(2) Passed by house, pend- 
ing in senate. 


Passed by house. 
In senate committee. 


Passsed by both houses 
and signed by governor. 
law becomes effective 
Aug. 1, 1957. 


Defeated in house. 


were passed. Bills in the other 23, 


states died in committee, for the 
most part. North Dakota passed a 
license tax authorizing any county 
to levy a tax of $6,000 apiece on 
trading stamp companies doing 
business within the county’s bor- 
ders. But the bill carried a rider 
providing for a referendum. This 
was held last year, and the measure 
was approved. The result is this 
year’s legislation for trading 
stamps to be redeemed in cash or 
merchandise. 

A 1955 Utah law became effec- 
tive May 10 of that year. The 
measure made it illegal for mer- 
chants to reduce prices by use of 


stamps. A suit was started by S&H 
and three Utah merchants against 
the Utah trade commission. It is 
still pending, but no trial date has 
been set. 

The difference between the leg- 
islation introduced this year and 
that in 1955 seems to be that the 
opponents of trading stamps are 
better organized and have lobbied 
more effectively, The stamp com- 
panies, in the opinion of some ob- 
servers, have tended to be a little 
too spectacular in their methods. 

This was most conspicuous in 
Tennessee, where groups of house- 
wives were organized and marched 
on the state capitol. Newspaper 
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GEORGE ENZINGER has joined Went- 
zel, Wainwright, Poister & Poore, 
Chicago, as a vp, account execu- 
tive and counselor to the agency’s 
‘ plans board. Formerly with Mc- 
Carty Co., he also has managed 
the Chicago offices of Abbott Kim- 
ball Co. and Buchanan & Co. and 
operated his own agency. 


ads were used extensively to fight 
the passage of the bill, and mem- 
bers of the legislature were de- 
luged with telegrams, telephone 
calls and letters. 

As Gov. Clement said when he 
signed the bill, “some of the tactics 
employed by one or more persons 
from outside of Tennessee who 
were opposed to the bill were of- 
fensive to those who believe in 
good government.” 


® Another reason legislators are 
more favorable to anti-stamp bills 
this year reportedly is the tax situ- 
ation. New sources of tax revenue 
interest lawmakers. Trading stamp 
companies from outside the state 
are regarded generally as good 
sources of new revenue, particular- 
ly since trading stamps have be- 
come so popular. Bills pending 
with tax features are believed to 
have a good chance of passing. 

In a few other states, anti-trad- 
ing stamp bills are reportedly un- 
der consideration but have not been 
introduced. A _ projected bill in 
New York probably will be held 
over until next year because of the 
opposition of the governor’s con- 
sumer’s counsel pending further 
study of the whole situation. . 


Foster & Kleiser Boosts Two 

J. Rembrandt George has been 
promoted to eastern representative 
for the New York office of Foster 
& Kleiser Co., San Francisco, a di- 
vision of W. R. Grace & Co. Mr. 
George, formerly sales manager 
in San Diego, will assist T. J. 
Nokes, manager of F&K’s New 
York office. Karl Eller, national 
account executive in the northern 
sales division, has been named 
midwestern representative in the 
company’s Chicago office, where 
he will work with A. A. Hayden, 
Chicago office manager. 


Kimberly-Clark Boosts Price 
Kimberly-Clark Co., New York, 
effective May 1 will raise prices 
on book paper $6 a ton. Machine 
coated on contract goes to $213 a 
ton and super stock to $204 a ton. 
Other mills are expected to an- 
nounce new contract prices within 
the next two months. Consolidat- 
~ ed Paper Co., however, has con- 
firmed its current prices for the 
second quarter. It is expected to 
announce new prices for the third 
quarter. 


Hadfield Joins Ullrich & Brown 

John R. Hadfield has been ap- 
pointed director of copy and public 
relations of Ullrich & Brown Ad- 
vertising, Houston. Mr. Hadfield, 
most recently engaged in special- 
ized advertising and sales promo- 
tion activities, also has been pro- 
motion manager of the Houston 
Post, public relations director for 
the council on candy of the Na- 
tional Confectioners, Assn. and 


Sterling Brewers, Evansville, Ind., 


Sterling Advances O’Brien 


Michael W. O’Brien, who joined 


in 1956 as assistant general sales 
manager, has been promoted to 
general sales manager. He previ-| 
ously was general sales manager 
of American Brewing Co., New 
Orleans, advertising director of 
Gulf Brewing Co., Houston, and 
general sales manager of San Mi- 
guel Brewery, Manila. 


wre” 


Stoufter Joins Wessel as S.M. 
Harry J. Stouffer, formerly on 
the sales staff of The American | 
Weekly, has been appointed sales 
manager of Stanley Wessel & Co., 
Chicago, manufacturer of lith- 
ographed and molded plastic dis- | 
plays and point of purchase mate- 
rial. 


American Shirtboard Moves 

American Shirtboard Advertis- 
ing Corp. has moved its national 
headquarters to larger offices at 


Capital City 
of Michigan 


ite = Announce It in 
ey The State Journal 
mee | 


a sponse in the hundreds of stores we service. 
~ “®* Being able to tell the retailer there is a news- 


“We move fast when a manufacturer tells us 
he’s going to announce a new product in our 
local paper ... because we know that when his 
ad breaks there is going to be an immediate re- 


ja Paper campaign on the way helps us get our dis- 
. tribution in a hurry, too.” 


—Charles F. Randall, Gen. Mgr. 
Lansing Wholesale Grocery Co. 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


185 N. Wabash Ave., Chicago. 


Last year the Oklahoman and 
Times published 867 color units, 
27% more than in 1955. 

In addition, the Oklahoman and 
Times published scores of editorial 
features in r.o.p. full color—fash- 
ions, food, home and spot news. 

Color advertisers cite the Okla- 
homan and Times for double excel- 
lence—excellence in sales results— 
and excellence in color production. 

For 40 years, these papers have 
printed their own 4-color comic 


with Campbell-Ewald Co, 


A RECORD NUMBER OF ADVERTISERS USED 


IN THE OKLAHOMAN & TIMES IN 1956! 


sections. For more than 25 years, 
they’ve printed up to three colors 
and black in regular daily and 
Sunday editions. 

This know-how, together with 
the latest 12-unit Goss Headliner 
press and other up-to-the-minute 
equipment, is currently responsible 
for some of the nation’s finest 
newspaper color production. 

Use the extra selling power of 
color in your newspaper advertising 
in Oklahoma—in the newspapers 
that sell Oklahoma! 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Oklahoma’s Greatest Media in circulation, 
in prestige and in buying influence. 


Represented by The Katz Agency 
Published by the Oklahoma Publishing Company 


in Oklahoma City 
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PHOTOGRAPHIC REVIEW 
F THE WEEK 


Waddington Reese Crawford McKay 
ELECTED—Donald H. Waddington Jr., Branham Co., has been elected 
president of the Atlanta chapter of the American Assn. of Newspa- 
per Representatives. Other new officers are Bill Reese, Katz Agen- 
cy, vp; Jim Crawford, Ward-Griffith Co., secretary, and Forbes 

McKay, Reynolds-Fitzgerald Co., treasurer. 


Bugbee Fogg Milliken Burns Freyer Messina Pyne 
GOLDEN—Harold Bugbee, president of Walter B. old Pyne, vps; Edward Fogg and Charles Burns, 
Snow & Staff, Boston, presents medallions to staff account executives; John Messina, production man- 
members to commemorate the agency’s 50th anni- ager, and Mildred Milliken, assistant treasurer. The 
versary. With Mr. Bugbee are Carl Freyer and Har- agency is moving to larger offices at 9 Newbury St. 


Dod you way LENNOX cer comdetomemg? ‘Dad yaw way LENNON atv comditmarng? 


Paes 1d fewy 0 00 yume cecbings © Bo ge 1d hove son your enchomgs * 
“iN MY FIRST YEAR UNDER THE CLINCHER—““Sometimes an ad man- 
IRONMITE GOLDEN FRANCHISE. | EARNED MORE ager takes off on his own tangent 
TA 1008 OR OY Capra. ewERTMENT’: —despite the skeptical clucking of 


his agency associates,” says J. R. 
Merrill, ad manager of Lennox 
Industries, of these ads. The series 
aa is “strictly ‘left-field’ in our un- 
: imaginative industry,” he added. 

——— The campaign is running in The 

New Yorker with Nos. 2 and 3, 
: shown here, scheduled for April 
——- 13 (left) and May 4. 


ti 
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lronrite 


avremane monn 


FOR GIANTS—A 25240’ plastic spec- . ‘ 
tacular hung from a steel frame DURING & AFTER—A courageous model managed a _ rowed a yacht which was stored for the winter and 


promotes Schlitz beer in this Mil- Warm smile surrounded by goose pimples in posing went to work on the bank of the Detroit river—in 
waukee location. for a happy-business-man-in-Hawaii illustration. As February—to get the shot for this Ironrite ad which 
a budget aid, Brooke, Smith, French & Dorrance bor- is appearing in trade journals. 


REDESIGNED—A new Stag beer label 

designed by Charles Kasak, Chica- 

go, is being introduced this mont! 
by Carling Brewing Co. 


Gage Hartman Aaron Holloway Ohle Wallace Burton Belknap Reincke 
TAMS & BROOMS—The first of a proposed annual bonspiel saw rugged H. Hartman Jr., Bill Aaron and John T. Holloway of George H. 
Chicago admen showing off their skills at the Scottish sport of curl- Hartman Co. The Needham, Louis & Brorby rink took second place. 
ing. At the left is the winning rink composed of Les Gage of Na- Pictured are Bill Ohle, Alan Wallace, Bob Burton and Paul Belknap, 
tional Geographic (substituting for George H. Hartman); George with Chick Reincke of Reincke, Meyer & Finn, alternate. 
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month after month... 


1512 million* men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


. 
lee ee 


Better Tome 
my 
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After reading an average issue of BH&G, 6,950,000 read- 

ers reported taking over 27 million actions—clipping, 

buying, doing! 15,500,000 men and women read an 

average issue of BH&G. One third of the 123,800,000 1 
people 10 years of age and older in the U.S. read one or 

more of every 12 issues. That’s 44,150,000 Better Homes 3 
& Gardens readers— and over 40% of them are men! 

Meredith Publishing Company, Des Moines 3, Iowa, 


during the year... 


of America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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A REPORT TO ADVERTISERS AND AGENCIES 


ON THE 1957 CONSTRUCTION MARKET 


. Condensed from Engineering News-Record’s 82nd Annual Report and Forecast issue (Feb. 21, 1957) 


IN 1956... 


Heavy construction, riding the crest of its biggest boom, 
roared into 1956 with throttle wide open. On top of a 
30% rise in 1955, contracts started at a sizzling pace in 
1956 with a 32% increase during the first quarter. By 
mid-year, the “tight” money market slackened this pace 
to a still very healthy 21% increase over 1955. 


Despite this tapering off, heavy construction contrac- 
tors took on more new work in the second half of 1956 
than in any previous July-December period in history. 
And for the entire year they racked up a record $21.7 
billion in new contracts —16% more than 1955's all 
time high! 


OUTLOOK FOR 1957... 


Big as 1956 was, 1957 new business should top it— 
tight money or no. EN-R forecasts a 7% rise in heavy 
construction contracts to a new record of $23.1 billion. 
This includes an estimated 2.6-3.4% rise in the EN-R 
construction cost indexes. 


HEAVY CONSTRUCTION AWARDS FORECAST — 1957 
Contract awards reported by EN-R 
1956 1957 % Chg. 
Type of Work Actual Forecast 1956-1957 
All heavy Construction $21,712 $23,125 +7 
13,490 13,750 +2 
8,222 9,375 +14 
State & Municipal 6,533 7,375 +13 
Federal 1,689 2,000 +18 
Public 
Waterworks 356 390 10 
Sewerage 579 600 4 
Bridges 622° 725 7 
Highways 2,475 3, 29 
Earthwork, irr, drain 730 930 27 
Building, Excl housing 2,099 2,000 —5 
Housing 318 330 a 
Unciassified 1,053 1,200 4 
Private 
Housing 5,307 6,050 14 
industrial $,335 4,800 —10 
Commercial 2,051 1,900 —? 
Unclassified 787 1,000 +27 
“includes $16.4 million in private bridges. 
Note: Figures are in CURRENT DOLLARS. 1957 figures include estimated 3.4% rise in 
EN-R Construction Cost index and 2.6% rise in EN-R Building Cost index. 


A $61 BILLION MARKET... 


The total construction market topped $60 billion for 
the first time in 1956. Of this, new construction ac- 
counts for $44.25 billion, according to U.S. Depart- 
ments of Commerce and Labor estimates. An additional 
$16.5 billion is estimated for 1956 maintenance and 
repairs. Altogether, these expenditures account for 15% 
of total U.S. output measured by Gross National 
Product. 


IN BUILDING AND CONSTRUCTION, IF YOU'RE IMPORTANT. YOU EITHER READ 


For 1957, a 5% rise in new construction to a new 
dollar record of $46.4 billion is forecast by the Depart- 
ment of Commerce and Labor. Adding maintenance 
and repair spending, items that are forecast at $17 bil- 
lion, the total construction market this year should set 
a new high of $63.4 billion. 
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PRESSURE BEHIND THE BOOM... 


The heavy construction contract boom continues to be 
supported by growing demands for new, additional and 
more efficient facilities. This planning for future con- 
struction, as measured by EN-R’s backlog of proposed 
heavy construction, has mounted steadily since the end 
of World War II. In every year since 1945 (except 1953 
and 1954), the dollar volume of construction contracts 
for this work has increased. As long as this backlog of 
work in the planning stage keeps rising, there is strong 
prospect of increasing contract awards. 


BACKLOG OF PROPOSED HEAVY CONSTRUCTION — 1955-1956 


Reported by Engineering News-Record, 
in millions of dollars, as of December 31 


PUBLIC WORKS PROJECTS PRIVATE PROJECTS 
1955 1956 1955 1956 

Waterworks $1,990 $2,229 industrial buildings $14,302 $16,139 
Sewerage 2,988 3,214 Comm’t buildings 15,767 18,210 
Bridges 2,682 2,954 Unclassified 9,067 9,288 
Earthwork, irr, drain. 11,293 11,416 Total Private 39.136 43,637 
Streets and reads 11,313 12,67 
Buridings 16,405 18 884 
Unctassified 7,246 9,244 
State and Municipal 41,176 46,971 
Federal 12,741 13,642 Total Public and 
Total Public 53,917 60,613 Private 93,053 104,250 


ENGINEERING 


NEWS-RECORD 


MATERIALS AND EQUIPMENT... 


Expanded materials production capacity and scattered 
indications of lessening demand are improving the mate- 
rial supply outlook for construction contractors. The 
outstanding exception is steel, particularly fabricated 
structural steel. But even here suppliers are stepping up 
delivery rates. Cement capacity is up and new com- 
panies now making gypsum brings this field into good 
supply. Aluminum shortages have all but disappeared 
under the impact of sharply increased supplies and re- 
duced government stockpile. 


Record demand for new excavating and earth-moving 
equipment caused manufacturers’ shipments to soar 
30% in 1956. This year, a further 10% rise and a new 
record in dollar value is predicted for domestic ship- 
ments of equipment. Despite a continuing rise in equip- 
ment prices which should average about 4% in 1957, 
a check of 11 major equipment manufacturers shows 
that a 10% rise in demand is expected. 


CONSTRUCTION MATERIALS SHIPMENTS 
Percent 

ee ee ee 

Fabricated structural bookings AISC thous tons 40132 +9 

Fabricated structural shipments AISC thous tons 32085 +7 

Reinforcing bars (net) AISC thous tons 2,460.0° +14 
Cement, Portiand 

Shipments Bu Mines mil bbls 310.0° +6 

Concrete pavement awards PCA mil sy “9 6-9 
Lumber 

Orders NLMA mul fom 31260 —9 

Production WLMA mil fom 37,5030 —4 

Shipments WLMA mil fom 36,3550 —8 
Plywood, Dougias fir 

Orders (3/8 in. basis) OFPA mil sq ft 49%0 44 

Production (3/8 in. basis) OFPA mil sq ft 51728 +6 
Clay construction products 

Grick, unglazed, common and face Bureaw mil std bricks 6870.0° —2 

Structural tile, unglazed of thous short tons 675.0* —19 

Vitrified clay sewer pipe Census thous shorttons § 1855.0" — 1 
Aluminum wrought products (net) 

Sheet and plate, non heat-treatable Bureau mil Ibs 1,095.0° 4 

Wire and cable of mil ibs 300.0* +16 

Extruded shapes, soft alloy Census mil Ibs 650.0" +2 
Asphalt products 

Roofing Bu of thous salessqs 660,080.00" — 4 

Siding Census thous salessqs = 1,230.0" — 5 

“Estimated 


The report from which this message was condensed, 
was prepared by Engineering News-Record’s editorial 
staff of over 200 editors, reporters, correspondents and 
statisticians. For the complete report see Engineering 
News-Record, February 21, 1957. 12 page reprints of 
the complete report are also available on request. Write 
to Engineering News-Record, Rm. 1500, 330 West 
42nd Street, New York 36, N.Y. 


OR YOU ADVERTISE IN IT, OR BOTH 


ENGINEERING NEWS-RECORD ABP ABC * A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Weiss Discusses a Markup Change 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


On the Merchandising Front... 


Late Developments in Electronic Marketing 


By E. B. Weiss 

It is axiomatic in science that advances 
in the practical application of a theoreti- 
cal concept almost always are made 
faster than originally contemplated. Thus, 
in the four years since I made the auto- 
mation study which 
appeared in ADVERTIS- 
tNc AGE as a series of 
four articles (1 still 
have a few reprints 
available), automation 
has made faster prog- 
ress in production than 
any of its pioneers 
dared to anticipate. 

Much the same hap- 
pened later, during the 
period of almost two years in which I 
gathered material on the coming impact 
on marketing of electronic communica- 
tion. I noted that application of these 
new communication techniques to mar- 
keting were accumulating faster than 
any of the communication technicians 
had expected—and much faster than I, 
as an optimistic layman, had expected, 
also. 


E. B. Weiss 


® Now some four months have elapsed 
since this study was published by my 
associates at Doyle Dane Bernbach, New 
York agency, in a 63-page booklet en- 
titled: “The Coming Electronic Commu- 
nications Revolution” (complimentary 
copies of this study will gladly be sent 
on request to interested executives). 
This is the study on which I based the 
series of three articles published in the 
Feb. 4, 11, and 18 issues of ADVERTISING 
AcE on the same subject. And, in this 
short interval of four months, it is truly 
amazing—even to those of us who have 
been most optimistic about the potenti- 
alities of electronic communications in 


marketing—to see how rapidly it is being 
applied to the marketing process month 
by month. 

I think it is important to emphasize 
this speed of development in electronic 
communications as applied to marketing 
because there is a very human tendency 
to conclude, “That’s for the scientific 
theoreticians,” or “We won’t have to face 
up to that for years.” Actually, a com- 
petitive lap is being picked up monthly 
by some manufacturer, wholesaler, or re- 
tailer through the smart adaptation of 
electronic communications to marketing 
procedures. 


s For example, in the weeks that have 
passed since I revised for ADVERTISING 
Ace the original Doyle Dane Bernbach 
study (and that revision was necessitated 
by brilliant communication developments 
announced in the short interval between 
the original study and the series in AA), 
I find the following fascinating latest 
developments in electronic marketing: 

1. Jewel Tea Co. now has a system of 
electronic ordering for its store man- 
agers. During a recent annual three-day 
Jewel Tea managers’ conference, this 
new electronic system of ordering was a 
prime subject on the agenda. Under this 
system, after an order by a section head 
has been approved by the store manager, 
the latter has it transferred to scanning 
cards. These scanning cards are then fed 
into electronic machines that “read” the 
marked cards and arrange for automatic 
printing of the order. Simultaneously, 
the electronic installation totals up the 
order by weight and by volume. 

2. E. F. Hutton & Co., large Wall St. 
broker, installed the first completely 
automatic high-speed transcontinental 
communications system a year ago in 
conjunction with Western Union. It has 


Just Looking... 


SAN CRISTOBAL, VENEZUELA: 
We hired a taxi in Caracas to take us 
800 miles across the Andes to this an- 
cient city on the Colombian border. 

At 14,000 feet, some of our trip was 
above the clouds. And much of it was 
by narrow dirt roads skirting sheer 
cliffs; you could spit half a mile from 
the car almost anywhere. 

So many shrines and crosses marked 
the spots where someone had got too 
near the edge that we didn’t even 
think it odd when we passed two mo- 
torists wearing crash helmets! 


= Our driver Hermogenes, however, is 
a man of great skill and considerable 
luck; and he delivered us safely with 
only mild cases of shattered nerves. 
Nothing, really, that a few hookers of 
scotch couldn't fix. 

And what was the purpose of this 


By Walter O'Meara 


wonderful, hair-raising three-day jour- 
ney? 

Well, my son, who is an adman in 
Caracas, had to go to San Cristobal to 
buy some radio time for one of his 
clients. 

The same trip could have been made 
in a couple of hours by plane, of 
course, But that way we would have 
missed the magnificent mountain 
scenery (by far the most spectacular I 
have ever seen) and the quaint An- 
dean villages, and the fascinating An- 
dinos tilling their almost perpendicular 
fields with wooden plows and oxen, 
and the particular beauty of the flow- 
ering Bucare trees. 

Down here it seemed the natural 
thing to take the extra time. And even 
from a practical Yanqui point of view 
it wasn’t such a bad idea. 

Just once, that is! os 


operated so successfully that installations 
are now planned by other Wall St. 
houses; within two years it will be com- 
monplace. (Incidentally, this Western 
Union system has many applications in 
the realm of commerce as well as in the 
realm of finance.) 

3. Automatic Control finds that Rem- 
ington Rand’s Univac has speeded up its 
readership research. It is claimed—and 
note this well—that this project “proves 
that advertising and marketing appeals 
can be measured and evaluated to an 
infinitely larger degree than ever before, 
and within a workable budgetary figure.” 

4. The National Retail Dry Goods 
Assn. has a Committee on Microwave 
Communications; who would have dared 
to predict this even five years ago? This 
committee will petition the Federal Com- 
munications Commission to allocate mi- 
crowave frequencies for the use of the 
retailing industry. At the time I write 
this (about the middle of March) the 
NRDGA was gathering material from 
member stores to demonstrate to the 
FCC the potential importance of micro- 
wave communications in the retailing 
field. Stores furnishing the data include 
Hudson's, Maas Bros., Allied Stores, 
Titche-Goettinger, Macy’s. 

5. A closed-circuit color television 
service was announced; this service is 
available in some 50 top markets. 

6. Filene’s has been working with Biz- 
mac, the RCA electronic development. 
Filene’s general manager said that this 
device “will cause a major upheaval in 
retailing” when he talked on this subject 
in February at the opening of the Tobe 
Lectures in Retail Distribution at the 
Harvard Graduate School of Business. He 
pointed out that Bizmac could (a) cut 
down laborious tabulations of sales and 
inventory figures; (b) advise what to 
buy, in what quantities, tabulate sales 
at the counter, record charge accounts, 
control credit; and (c) change techniques 
for counter selling. (And these develop- 
ments, in turn, will compel changes in 
the marketing methods of manufactur- 
ers.) 


# 7.The Formfit Co., maker of some 
4,000 soft-goods items, uses the new 
communications techniques (among oth- 
er purposes) to offer its accounts a de- 
tailed analysis of its purchases. 

8. One department store is working 
on a system which it hopes will apply 
both electronics and mechanics to store 
receiving and marking procedures. Here 
is where so many problems of manufac- 
turers occur, including delays in getting 
merchandise down to the selling floor. 
When manual handling is lessened, and 


Employe Communications... 


perhaps eliminated, in the receiving and 
marking operation at retail, this develop- 
ment alone will bring about big changes 
in manufacturer marketing procedures. 
(A device has already been developed 
that will sort packages at a rate of 12,000 
an hour. This device has already been 
tested by the Post Office and it is inter- 
esting to note that electronic handling 
techniques for parcels, letters, etc. de- 
veloped by the Post Office will ultimate- 
ly find their way into retailing, whole- 
saling and manufacturing.) 

9. The Hecht Co. has been testing a 
facsimile communication system in proc- 
essing accounts payable for its stores. It 
hopes thus to gain anticipation discount 
gains, as well as to achieve economies in 
procedures. Facsimile equipment de- 
signed for private business use flashes 
a picture of typed, written, or printed 
matter over short or long distances at 
300 words per minute. This is twice as 
fast as the speed of the world’s fastest 
typist. Western Union has already trans- 
mitted facsimile at distances over 1,000 
miles. 


s Hecht expects to eliminate waste mo- 
tion by moving all invoices to accounts 
payable with a photostatic copy going to 
the buyer for later checking. Under this 
system, accounts payable need but to de- 
termine that the invoice checks out with 
the original order. When this is deter- 
mined the invoice is immediately paid. 
The facsimile machine provides the buy- 
er with a true copy of the invoice in 
both contents and color. 

10. Sylvania’s marvelous communica- 
tion center, now in operation for a bit 
over a year, and using Western Union 
systems, has made marketing contribu- 
tions beyond expectations. It has fo- 
cussed the attention of a number of 
manufacturers on the vital role electronic 
communication has already begun to 
play in the world of marketing. 

This quick run-down of just a few of 
the developments announced since the 
Doyle Dane Bernbach study and the AA 
series on this subject should alert mar- 
keting men everywhere to the rapidity 
with which a new world of electronic 
marketing is rushing toward us. Tomor- 
row is, indeed, here today—insofar as 
the application of electronic communica- 
tions to marketing is concerned. 

11. Standard & Poor’s announced a se- 
curities index that is electronically 
calculated every trading hour. It instan- 
taneously records the action of 500 com- 
mon stocks. Here is a fascinating exam- 
ple of the direction that will ultimately 
be followed by sales research, market 
analysis, etc., in the world of commerce. 


The Staff-Written Publication Is Best 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

In the course of examining some 2,500 

pieces of employe communications a 

month, the reviewer is bound to come 


across certain writing that is bright and 
readable, and much that is dull and un- 
inviting. For the most part, the dull and 
uninviting material appears to come from 
the labored pens of engineers. The engi- 
neers in many cases, however, should not 
be blamed; the editors of employe jour- 
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nals too often cajole these technical 
tracts out of the suffering authors, and 
the readers suffer right along with them. 

The publishers of one of the oil com- 
pany journals appear to feel that an arti- 
cle isn’t worth publishing unless it has 
the name of some company expert at- 
tached to it. The articles are accordingly 
long and burdensomely technical. When 
Sam arrives home from a hard day in 
the grease pit and has a choice to make 
between an article in the company mag- 
azine on electronic coordination and the 
report of activities at Belmont Park, he 
may be forgiven for choosing the latter. 


® Why do editors of employe papers 
solicit by-lines from management per- 
sonnel? One editor says it’s because the 
by-line gives the article authority. A 
second editor feels that articles by the 
higher-ups lend importance and dignity 
to the publication. A third editor con- 
fesses that he’s only doing what the boss 
tells him. 

The fact is that the vast majority of 
executives not only don’t like to write; 
they also concede that they’re not par- 
ticularly good at it. The by-line holds no 
attraction for an executive. Most of them 
would infinitely prefer to have some 
staff member—the editor or one of his 
associates—sit down with him, ply him 


with questions, take notes, and write the 
article for the executive’s approval. And 
it always works better that way. 
Management officials can cooperate in 
interviewing by bearing a few sugges- 
tions in mind: When the editor or staff 
member wants an interview, grant it 
with reasonable promptness. The editor 
has a deadline to meet. Be patient in ex- 
plaining operations; the editor must 
translate what you say to many with no 
technical knowledge whatever. Stay with 
the subject; your time is valuable and so 
is the interviewer’s. When the article is 
written and submitted for your approval, 
confine your changes to the facts. The 
writing is the editor’s responsibility. If 
the editor asks that the approved copy be 
returned by a certain date, respect the 
request—you may otherwise hold up an 
entire issue and later blame the editor 
because the magazine arrived late. 


s One final suggestion: When the editor 
requests a photograph of an executive, 
let the executive keep in his desk drawer 
that relic from the college annual. If the 
photograph isn’t recent and a reasonable 
likeness, the editor would be better off if 
no picture were used. And the executive 
would be better off if he’d make an ap- 
pointment to have a new picture taken. 
He may need it next week. ~ 


Looking at Radio and Television ... 


0000h... Those TV Prices for Next Year! 


By The Eye and Ear Man 

In the 1956-57 season a good half-hour 
show cost about $35,000 net for originals 
and $15,000 or less for repeats. A dramat- 
ic hour could be bought—in live—for as 
little as $35,000, and even an occasional 
hour comedy show was not more than 
$100,000—then a shocking figure. But, oh 
boy, somebody has got hold of the golden 
goose and is really choking her to death 
this year. 

It is true that a hot show with a phe- 
nomenal rating like “I Love Lucy” cost 
about $50,000, or $55,000 net, a week—or 
a Jack Benny, in the same neighborhood. 
It is also true that Jackie Gleason on 
film, uncut, cost $65,000 for originals and 
$32,500 for repeats. It is equally true that 
an occasional spectacular cost $250,000 for 
an hour and a half. But these were the 
exceptions, not the rule. 


® This season is already portending in- 
creased competition with lower ratings for 
each of the shows and a three-way split 
of audiences, coupled with high prices 
for time and talent. Add to this, nervous 
sponsors, who are afraid to pay the asking 
prices and equally afraid of missing the 
boat—sure that they must be in television 
to survive the tough competitive fight for 
their market as the boom economy begins 
to soften. The sum total is a wild and 
malleable marketing condition in televi- 
sion today. 

As previously stated here, the upward 
trend for the 1957-58 season started with 
the sale of Frank Sinatra to Chesterfield 
on ABC at a high price, even though there 
was no pilot or even an indication of the 
specific course of the shows. Then came 
the high ticketed “Zorro” show which was 
snapped up. This winter saw the all-time 
high in spectaculars when “Mayerling” 
was brought in at the rate of $500,000 for 
the talent only. 

It is now commonplace to pay $100,000 
for an hour drama like the 20th Century- 
Fox hour. That, too, is the price tag on 
“Cheyenne”; “Wagon Train”; “Gary 
Cooper”—and other hours are similarly 
priced. Walt Disney raised his prices for 
“Disneyland” in that range and soon all 
hour shows will rise to meet that level. 
Talent has a way of finding out what oth- 
er talent is getting, and demanding equal 


terms. 

Three film shows have come in at $55,- 
000 for originals without being sold as yet 
—the “Milton Berle Show,” “Here Comes 
the Show Boat,” with Rory Calhoun, and 
the “Frances Langford Show.” While 
there were plenty of screams at the price, 
the vendors have been unyielding. 

To be sure, there are little, modest $35,- 
000 shows, and a few made in England at 
less than that. But the big shows are 
coming in at $40,000 to $50,000—minimum 
net. This means that a half-hour of tele- 
vision will cost $100,000, time and talent 
gross, in the coming season. Many dis- 
counts will be out the window because of 
an increase in co-sponsorship. 

Where is the money going? Who is 
stealing the golden eggs? It’s basically a 
question of a lot of little increases adding 
up to a lot. Last season quite a few film 
shows did not make a profit, even after 
52 weeks—including a 13-week repeat 
formula in which the vendor made at 
least $130,000. The trouble started with 
the five-day week for IATSE (Interna- 
tional Alliance of Theatrical Stage Em- 
ployes) help. Regardless of the social 
merits of the deal, the prices went up 
sharply. 

All talent got more money as volume 
depleted the available supply of good 
actors. Stars got, and are getting, an in- 
creasing share of profits. It is not unusual 
for a star to demand and get 25%-50% of 
the net profit on a show. Writers, direc- 
tors, and second stars can get percentages 
varying with their contributions. 


s One of the most difficult of the in- 
creased costs to peg is the studio costs. 
The studio rents space, personnel and 
equipment. The cost of a day of shooting 
is around $8,000 for what are known as 
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The Creative Man’‘s Corner... 
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SMOKE FOR REAL... 


ing, at least for the noticeably better. 


cigaret agency changes don’t either. 


SMOKE CHESTERFIELD 


We recently commented on all the trouble Philip Morris went to in chang- 
ing agencies—without winding up with too much of a change in its advertis- 


As you may recall, Chesterfield also went through the same process. And 
now here comes a Chesterfield campaign—with some new words, granted— 
but cast in that same old cigaret mold. You could put a pack of Camels in 
this ad and nobody would be the wiser. 

The question, “Like your pleasure BIG?” puzzles us. Just what does this 
mean? Does it mean do we like to attend football games instead of tennis 
matches, because there are more people and the field is bigger? Or does it 
mean do we like to go out with amazons? Or does it mean, maybe, do we 
prefer the king size to the regular? It’s all just a little confusing. 

Now let’s take “Smoke for real.” What does Liggett & Myers think we've 
been puffing on—Cubebs? The copy says that Chesterfields “smoke smoother 
and taste smoother than ever before.” Is this what a big advertiser makes a 
big agency change for—to wind up with the word “smoother?” 

Cigaret advertising never did make much sense to us, and we must confess 


Is there, maybe, a psychiatrist in the audience? . 


below-the-line costs: space, cameras, 
lights, sound, personnel. To man all this 
and the trimmings, like sets, wardrobe, 
makeup, etc., a normal show takes three 
days to shoot, or $24,000 before writer, 
producer, director, actors, and managers 
are added. Development and processing 
and prints are all in addition to this. If a 
company like Revue, Screen Gems, 20th 
Century-Fox, or Roach produces a series, 
a studio overhead charge of from 10 to 
20% is added. : 

Because of these costs, a producer in 
the past year with a $35,000 show tended 
to lose as much as $200,000 on the orig- 
inals and made up only $130,000 clear on 
the repeats. The $70,000 deficit had to be 


Tips for the Production Man... 


made up on the ultimate re-use or sale of 
the negatives. This year producers have 
taken a vow not to get caught again. They 
want their costs back on the first run. 
Hence the high prices. 

The advertiser, therefore, must make up 
his mind to pay these higher prices and 
trust that increasing circulation of the 
average show will make the cost-per- 
thousand homes stay constant. The guy 
paying for the deal will mutter about out- 
rageous prices and highway robbery, but 
the producers will not risk losses this 
coming year. The worst that can happen 
is that an advertiser may have to pay $4 
to reach a thousand homes for a minute 
of time. * 


‘Letterpress U.S.A.’ 


By Kenneth B. Butler 

The letterpress industry is on the 
march with a program now undergoing 
examination looking toward the forma- 
tion of a technical foundation whose 
duties it will be to work on many fronts 
to improve the quality of letterpress, in- 
crease productivity, speed and flexibility, 
and reduce costs if this is possible. 

“Letterpress U.S.A.” has already been 
approved by the customs authorities of 


both the U. S. and Canada as an accept- 
able imprint on printed material flowing 
in trade between the two countries. 
The initial step was taken by the pho- 
toengraving industry. A year ago the 


American Photoengravers Assn. at its 
New York convention passed a resolution 
to explore the possibilities of letterpress 
printing development. A survey of mem- 
bers as well as of electrotypers met with 
practically 100% favorable response. 
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The magic Formula for Most 
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the bil!fold that holds a lot 


intensive readership and Greatest Advertising Results is LOCAL EDITING and GRAVURE reproduction 
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Retailers Demand Action 
from an Ad...Don’t You? 


Untold millions of dollars worth 

of merchandise is sold every year by 

the greatest names in retailing 

through Home Edited Gravure Magazines. 
Don’t you think your advertising 

would be more productive in this 


kind of selling atmosphere? 


GOOD PLACE 
TO TEST 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR ©* LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 
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During the year representatives inter- 
viewed 42 letterpress equipment leaders 
in the principal printing centers of the 
country. Great enthusiasm was shown 
for such a program of development by 
85% of those contacted. 

At its convention this year the asso- 
ciation voted to underwrite the cost of 
a conference to further discuss the idea 
of a letterpress research foundation, and 
to form such a group. 

This is a laudable action on the part of 
the photoengravers, particularly consid- 
ering that their product is only 6% of the 
total volume of letterpress produced an- 
nually. 

The new activity recognizes that mem- 
bers of the letterpress industry have 
been somewhat complacent. This, the 
oldest form of making impressions on 
paper, had no serious competition until 
the advent of offset lithography and roto- 
gravure, processes which during the last 
20 years have made terrific strides. 

The engravers, speaking for letter- 
press, say they have no quarrel with 
these competitive processes. They say in 
all frankness that the phenomenal 
growth of offset and rotogravure is suf- 
ficient evidence of their merits. 

They also say that fragmentary re- 
search and development will lead no- 
where. Even if the photoengraver greatly 


Salesense in Advertising ... 


improves his product, it will avail but 
little unless letterpress printing as a 
whole is improved in its competition with 
rival processes. The engravers, therefore, 
have no desire to influence or control the 
new organization. They merely are proud 
to have started it. 


Bo * * 


Despite all this, it cannot be assumed 
that the letterpress industry has been 
idle. Press manufacturers already have 
their developmental departments, as 
have papermakers and makers of line- 
casting typesetting machines. The photo- 
engravers have been working with new 
metals, new camera techniques, and try- 
ing other shortcuts. Much work has been 
done in pre-makeready, particulary by 
the Vandercook Co., which feels that any- 
thing that can be done to get forms to 
print acceptably with a minimum of 
makeready on the press, is for the good 
of the industry. 

The Minnesota Mining & Manufactur- 
ing Co. has a very active development 
department, which already has come up 
with several significant new products 
and methods. 

But the new program, when gelatin- 
ized as we fully believe it will be, will 
integrate this progress and bring forth 
amazing new ideas. e 


If Your Product Is Bought 
in Self-Service Stores. . . 


By James D. Woolf 

Forbes, March 1 issue, reports that 
every fourth store of the nation’s five 
biggest variety chains is a supermarket 
in itself. Of Woolworth’s 2,100 stores, for 
example, 621 are self-service units, as 
against only 91 self- 
servers in 1953. 

Most of America’s 
grocery store products 
are bought in _ self- 
service units, and in 
drugstore retailing the 
swing is increasingly 
in this same direction. 

A very large number 
of nationally adver- 
tised products are 
made available to the consumer via these 
three categories of outlets. 

Stores that are not self-service units— 
shoe stores, dress shops, men’s clothing 
stores, furniture stores, etc.—carry mer- 
chandise that is not heavily advertised 
in national media. 

In brief, those products that spend 
most for national advertising get the 
least personal selling at the retail level. 


James D. Woolf 


Revolution in Shopping Habits 

There was a time, not very long ago, 
when very few items of merchandise 
were identifiable by brand. Self-serve 
buying was still to come. The housewife’s 
buying decisions, carefully considered, 
were influenced largely by the recom- 
mendations of her corner groceryman. 
“Madam,” he would say, “only this 
morning I received a barrel of very fine 
dill pickles, and I'd like you to try them.” 
Likewise, her druggist would recommend 
emolients, ointments, and unguents for 
her family’s indispositions. 

Today, the corner groceryman is al- 
most as extinct as the cracker barrel 
and tub butter. Over-the-counter sales- 
manship has disappeared in grocery 
stores, and now, as here noted, it is fast 
disappearing in drug and variety stores. 

Does this revolution in shopping habits 
have any important significance for ad- 
vertisers of products that reach the pub- 


lic through grocery, drug, and variety 
stores? I think it does. It means that the 
retailer can no longer be entrusted with 
the job of telling the advertiser’s product 
story. Since self-service units are staffed 
only with stock boys and check-out 
clerks, who will transmit to the shopper 
essential product information? The an- 
swer is—nobody; that is, nobody but the 
advertiser via his advertising media and 
point of sale material. 

Is your product one that is dispensed 
largely via self-service outlets? Are there 
several facts about your product—com- 
petitive advantages perhaps—that you 
want the consumer to know about? If 
so, you have available to you only one 
dependable vehicle of communication: 
your advertising. 

The need for informative copy is 
greater today than ever before. The no- 
tion, which currently prevails in some 
quarters, that remindership and mere 
name publicity are the primary functions 
of advertising, is nonsense. Only through 
the medium of your advertising can you 
(1) transmit your story fully, with none 
of the essential points omitted or slurred 
over; (2) transmit your story skilfully in 
terms of consumer benefits; (3) transmit 
your story accurately, without error or 
garbling or guesswork; (4) transmit 
your story truthfully, without offensive 
exaggerations or promises of impossible 
benefits. 


® In the case of products that are con- 
sumer-bought in self-service units, ad- 
vertising had better be salesmanship-in- 
print to the maximum degree possible— 
or else. 

Heartening to me is this observation, 
in a recent speech by Thomas D’Arcy 
Brophy: 

“There has been a tendency in recent 
years to discount the ability of adver- 
tising to sell. It has been said that ad- 
vertising paves the way, that it facili- 
tates selling, that it does this, that and 
other things; but there is a tendency to 
deprecate advertising as a seller of 


goods. One of the dangers I see today 


that should concern all of us in this field 
is the misuse of advertising, or perhaps 
it should be called disuse of advertising, 
in its primary and fundamental function 
of selling goods and services. It is not 
enough to use advertising simply to pro- 
mote premium offers, consumer deals 
and to bring about better store displays. 
If the role of advertising in selling is 
limited to that, it is a poor role indeed. 


Advertising Age, March 25, 1957 


Advertising should sell goods, and good 
advertising does it!” 

Note also this recent comment by Dr. 
George Gallup: “Advertising is news 
about products and the most effective 
advertisement is one that gives people 
good, solid information.” 

“Good, solid information” about prod- 
ucts is not available to consumers in self- 
service retail outlets. . 


NOTE: 


to admen who clamor 


for text-book type grammar: 

The WINSTON bit’s gone up in smoke. 
Your sights should be turned 

Toward the “take” that was spurned 

By the author of “Bring Home the Coke.” 


It’s not strictly oke 


To say “Bring Home the Coke” 
When take’s pedagogically right. 
(Like the verbs “come” and “go” 
One’s location, you know 
Determines the form erudite.) 


BILt BALLARD 


Batten, Barton, Durstine & Osborn, New York. 


7 > > 
' ght 1957 by Paul Pinson 


DRAWTHINKS .. 


The COPWWJRITER'S Art Course 


No. 9—The product in use 


tions for layout or illustration. 


advertising, art talent or not. 


You're better (and more important) 
than you think 


You can help prevent the communications breakdown 
between conception and execution of your ideas 


Problem: Many art directors and artists today will be tearing their fig- 
urative hair over lack of clarity or omissions in copywriters’ instruc- 


Here is a clear, concise indication of a scene which should not have 
been difficult for you to do as a serious student of the visual aspects of 


Easily interpreted by the art department, you, the copywriter-creator, 
have shown an interest in properly emphasized dramatic composition, 
ages and sexes of people, weather, time, locale, etc. 


The children are actually begging for (Geriatric) Product, since it’s de- 
licious and non-habit forming. However, the addition of smiles to their 
faces may offset the possibility of the art director thinking that they are 
requesting mother not to give the old man any more whisky. 


Next Lesson: (No. 10) “Pre-visual thinking helps the art department” 
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are you selling this 


§ $40-billion-a-year market*? 


*INSTITUTIONS: 
Hotels « Motels ¢ Clubs e Restaurants e 
Industrial Cafeterias ¢ Hospitals « Sanitar- 
iums ¢ Schools « Colleges e Camps ¢ Youth 
Service Organizations « Military Installa- 
tions « Office Buildings *« Transportation 
Systems « Consultants « Suppliers « and all 
other establishments within the readership 

of INSTITUTIONS Magazine. 


125 million meals served every day to Americans-away-from-home 
$10 billions to be spent on new construction in 1957 
more than $6 billions for remodeling, additions in 1957 
5 million rooms requiring redecorating, refurnishing, upkeep 


100 million acres of grounds requiring maintenance 


this Is the Instliutlons market... 


for effective media selection, 
for the latest media facts . 


CONSULT 


YOUR 


ADVERTISING 


AGENCY 


FACT NO. 2 


Are architects’, food service consultants’ and 
interior designers’ specifications or approval 
important in the sale of your products to mass 
feeding, mass housing establishments? 
INSTITUTIONS Magazine’s ABC-paid cir- 
culation to this important professional group 
has nearly quintupled in the past four years... 
has passed the 1,000 mark and still going up 


... 100% of the members of the Food Facil- 
ities Engineering Society are paid subscribers* 
. » » growing evidence that more and more 
architects and consultants working with In- 
stitutions today prefer INSTITUTIONS Mag- 
azine as their best regular contact with the 
industry. 


*Source: Publisher's Circulation Records 
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MAGAZINE 


OF MASS FEEDING—MASS HOUSING 


DEPT. A74, 1801 PRAIRIE AVENUE, CHICAGO 16, ILL. 
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How Advertising and PR Men Can Help 
Develop Better World Relations 


The United States Information Agency recently issued a folder explain- 
ing “a company exchange program,” subtitled: “How Men in Advertising 
and Public Relations Can Help the U. S. Government Develop a Better Un- 
derstanding Throughout the World.” Since the program is specifically di- 
rected at the kind of people who are readers of ADVERTISING AGE, we are 
glad to present the contents of the folder herewith. 


The Battle for Men's Minds 


Equally important as the race to make 
the Free World defensively secure is the 
effort we are currently making to win 
the understanding and confidence of 
those countries which have not fallen 
behind the iron curtain. For if the truth 
about American motives were known and 
understood abroad, there would be very 
little likelihood of another world war. 

The communist countries are bombard- 
ing the peoples of the world with dis- 
torted halftruths and outright lies about 
the United States. And they are backing 
up this propaganda with an annual 
budget running into billions of dollars! 

President Eisenhower says, “It is not 
enough for us to have sound policies, 
dedicated to goals of universal peace, 
freedom and progress. These policies 
must be made known to and understood 
by all peoples throughout the world.” 

The United States Information Agency 
is the governmental body charged with 
the responsibility for explaining to peo- 
ples everywhere the policies and objec- 
tives of the U. S. A. This agency, in 
carrying out the U. S. overseas informa- 
tion program, spends approximately one 
fortieth of the amount budgeted by the 
communist “competition.” 


What You Can Do 


USIA encourages private citizens and 
corporations to join in the battle of ide- 
ologies by supplementing the work of the 
government with whatever means they 
ean effectively employ. Advertising and 
public relations men are uniquely quali- 
fied to help since their training and ex- 
perience is in the field of mass commu- 
nications and mass persuasion. 

Among the projects you are asked to 
sparkplug in your own organization is 
the Company Exchange Program. This 
project has exciting possibilities and 
might work as much to the advantage of 
your company as it will to the contribu- 
tion of better understanding abroad. 


What Is a Company 
Exchange Program? 


A company exchange program is one 
in which an American company “adopts” 
or affiliates with a company in a foreign 
country. The two companies then ex- 
change all kinds of information on many 
different levels with the objective of 
coming to know, as completely as possi- 
ble, the viewpoints, problems, traditions 
and objectives of each other. As an ex- 
ample, it will be found interesting and 
worth while to contact a company in the 
same or similar line of business to your 
own, or a company that is a typical dis- 
tributor or user of your products. 

As the effective institution of such a 
program in your company involves policy 
decisions, top management approval 
should be obtained in the organizational 
phase. 


How to Proceed 


There are no ground rules and few 
precedents to follow in getting up your 
Company Exchange Program. The inter- 
national project possibilities are limited 
only by the imagination, creativity and 
initiative of the participants. However, 
here are some thoughts to help get your 
own ideas flowing. 


e 1. The first step is to choose a foreign 
company with which to correspond. If 
you have commercial activities abroad, 


this will be easy. Chances are you will 
want to choose an organization in the 
same field as your own, since there are 
plus benefits to be derived from such an 
association. 


e 2. Once the contact has been estab- 
lished, a good place to start is at the 
worker level. Your company house organ 
is the ideal medium for telling your com- 
pany employes of the project. Articles 
built around the lives of workers in your 
adopted company published in your 
house organ would stimulate your em- 
ployes to begin a chain of correspondence 
with workers in the company abroad. 

Interesting examples of how this 
might develop are found in a book pub- 
lished by a mid-western steel company 
and containing a series of articles origi- 
nally appearing in its employe maga- 
zine, depicting the lives of steelworkers 
in other countries. (Incidentally, the 
various international news agencies will 
get the stories and photos for you on an 
assignment basis.) 


e 3. Closely related to the letter ex- 
change by workers is the trading of 
photos, native costumes and articles of 
many kinds traditional to the geographic 
areas in which the two plants are lo- 
cated. Numerous displays can be devel- 
oped for plant and community exhibition. 
Also included in this phase of activity is 
exchange of tangible products of each 
country’s culture such as films, art ex- 
hibits, books, etc. 


e 4. Along with the development of 
these exchange projects, executives at 
different levels should be encouraged to 
contact their counterparts in the other 
company. Not only can this correspond- 
ence be carried on in a purely social 
fashion, but technical and commercial 
information might be exchanged for mu- 
tual benefit. It should be recognized that 
foreign companies have different com- 
mercial traditions than our own organi- 
zations. Hence, competition is not prac- 
ticed to the same degree as in the States. 
Yet, there is a great interest in American 
methods including distribution proce- 
dures as well as manufacturing methods. 
An exchange of information on these 
subjects and at executive levels might do 
a great deal to win sympathy for the 
free-enterprise system as we Americans 
know it. And it will undoubtedly give 
American business men a keener insight 
into the customs, problems and back- 
grounds of their foreign counterparts. 
The association thus established at 
the executive level might have added 
benefits to the American corporation. 
Thus information on foreign markets 
might be gathered, foreign merchandis- 
ing ideas might be pre-tested, legal in- 
terpretations might be obtained, etc. 


e 5. Another activity around which a 
great deal of interest would naturally 
center, is an exchange of workers. Ar- 
rangements could be made to send an 
American worker and his family abroad 
in exchange for a foreign worker and his 
family. These two men would work at 
each other’s jobs for a stipulated period 
of time. Upon the return of each to his 
native land, stories relating experiences, 
impressions, etc., could be published to 
good advantage. 

Selection of the exchange worker and 
family might be made the award of an 
employe contest and new interest could 
be built up during the period of the con- 
test. Awards might be based on essays 


written on some phase of international 
understanding. Winning essays on both 
sides of the ocean could be published by 
each company. 


e 6. With interest in foreign travel at an 
all-time high, it would certainly be ap- 
propriate for American visitors from 
your company to pay visits to the adopted 
company whenever this can be worked 
into travel plans. This works both ways. 
Plant tours and other occasions for get- 
ting better acquainted personally, should 
not be overlooked. 


You Can Add to the List 


The projects mentioned above have 
undoubtedly already suggested other ac- 
tivities which could be developed in your 
own Company Exchange Program. Get 
started on one right away. 

At stake in this cold war of ideals is 
the free enterprise business system. 
Here’s your chance to help do something 
about it. 

* * * 

The U. S. Information Agency serves 

the following objectives in the United 
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States program to further international 
understanding: 

To explain the policies and objectives 
of the United States government. 

To delineate important aspects of the 
life and culture of the people of the 
United States, including evidence of their 
cultural achievements and spiritual tra- 
dition. 

To strengthen the ties of the Free 
World and to combat communism. 

To demonstrate America’s interest in 
the heritage and legitimate aspirations of 
other peoples. 

To provide useful scientific and tech- 
nical information. 

Your help is needed! 

The U. S. Information Agency, in or- 
der more fully to bring the creative gen- 
ius of America into the overseas infor- 
mation program has set up the Office of 
Private Cooperation to work with private 
American groups, business firms, non- 
profit organizations and individuals. 

Inquiries should be addressed to: 

Office of Private Cooperation 
U. S. Information Agency 
Washington 25, D.C. 


training.) 


Veterans (pensions—G. |. benefits, etc.). 
Foreigners (military and economic aid) 
Farmers (price supports and other aids) . 


Newspapers, megezines (mail subsidy) 


A 


Now the reel purp of our 


here ot any time. 


Out of the High a Area 
609 Cotton Street 


Wholly apart from the great and fun- 
damental reasons for free and demo- 
cratic societies there are some delightful 
collateral and lesser ones—such as the 
opportunities afforded for observing the 
workings of the uninhibited and inde- 
pendent individual self-equated mind. 

The ad here is a phenomenon of a free 
country. 

It was a newspaper ad. 

It assails government “handouts” in 
no uncertain terms. It says $13.75 billion 
were paid by us “suckers” to support all 
these “useless” things. Among them: 
“Veterans (pensions—G.I. benefits, etc.) 
farmers, needy people, business (direct 
by mail postage, aids to navigation ship- 
ping, etc.), road users, newspapers, mag- 
azines (mail subsidy).” It assails “gim- 
me.” 

The final paragraph drops the matter 


SOR eee eee 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


Thirteen and Three-Quarter Billion Dollars Waste in Federal 
Hand Outs That the Tax Payers Have to Pay That Look Useless 


We have just noticed in an economic letter we received that our Federal Govern- 
ment is giving away the following amounts: 


see eeeeeeeeeeeeseeees. $4,700,000,000 yeor 


4,100,000,000 yeor 
.. 1,700,000,000 a year 
. 1,500,000,000 yeor 
748,000,000 «a yeor 
233,000,000 «a yeor 

4% -..cess 729,000,000 @ year 


That is @ lot of money and produces, we believe, very little if any value in good will or business for 
the business man or the United States Government. Why do we heave to keep on being suckers and 
support so many useless things that we do not have the money to support. It is time the voters of 
this country were voting for people who will eliminate this ‘‘gim’me” program ond elect people with 
backbone enough to run the business affairs of the government on a business-like bosis by-passing 
oll politics of every sort and kind. These figures cre just given you to think ebout. 


tising is to ask you good people to buy your furniture, carpet, 
cook stoves, etc., here but only after you have checked our prices and quality and compared the 
prices and quality with ony end all competitors. You ore welcome to price, check and compare 


“ie FURNITURE COMPANY 


Free Parking in Reor of Store 
Phone 3-6145 


Block South of Strand Theatre ond Telephone Building 


of “handouts” and politics, and says: 
“Now the real purpose of our advertis- 
ing is to ask you good people to buy your 
furniture, carpet, cook stoves, etc., 
here...” 


= I daresay the good people referred to 
are exclusive of veterans, farmers, needy 
people, business men and employes or 
owners of publications. I don’t know 
what percentage of the population that 
would leave in a Louisiana town. 

Among those that are left might be a 
few individualistic souls who would balk 
at being “suckers,” and paying, in the 
price of the furniture they buy, the costs 
of their merchant friend’s ventures into 
political propagandizing, which may seem 
“useless” to them. 

No one has more fun than people— 
watching people. . 
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In Chicago, 


The American is the newspaper that’s going places 


Circulation at highest level in years... total daily average in 
January over 541,000, February over 550,000. Home-delivered 
circulation at record high...47% of total city and suburban 
circulation, by far the largest in the Chicago evening field. Give 
your ads the best opportunity to move merchandise. Place 


them in the paper that’s moving UP—The Chicago American. 


THE CHICAGO AMERICAN 


Nationally represented by Hearst Advertising Service Inc. 
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Information for Advertisers 


“The New Homestead,” a study 
of homes and improvements, fur- 
niture and furnishings, appliances 
and equipment in farm markets 
has just been released by the re- 
search department of Capper Pub- 
lications. Copies can be had by 
writing Victor Hawkins, director of 
research, Capper Publications, 912 
Kansas Ave., Topeka. 


e Hablemos, Latin American 
newspaper supplement, has put to- 
gether a new presentation analyz- 
ing the “Latin American market 
values delivered by international 
consumer magazines.” The study 
defines the “market value of a 
medium” as sales per capita mul- 
tiplied by circulation. It finds that 
in the nine countries where Hable- 


in The Swim 


Industrial traffic men 
are increasingly in- 
fluential in the top 
circles of management. 
And so is their maga- 
zinel If you're selling 


mos circulates the supplement de- 
livers'a market value of $32,811,- 
375. The sales figures used are 
each country’s imports of US. 
goods. 


e The steady growth in mechan- 
ization of farms in Michigan is re- 
vealed in a new survey report, 
“Graphic Highlights from _ the 
Michigan Farm Petroleum Mar- 
ket.” It is put out by Capper- 
Harman-Slocum. The study shows 
U.S. farmers own 4,260,000 pas- 
senger cars, 2,795,000 trucks and 
4,443,000 field tractors. Copies of 
the report may be had by writing 
the research department, Capper- 
Harman-Slocum, 1010 Rockwell 
Ave., Cleveland 14. 


freight transportation, 
materials handling 
equipment, packaging 
or industrial location, 
you can't afford to 
overlook this essential 
market. Get the factsl 


Demand Stronger 
Packaging, Engle 


Urges Retailers 


Boston, March 19—Department 
and specialty stores should take 
the lead in demanding more crea- 
tive packaging in order to keep 
pace with modern marketing meth- 


ods, Edward F. Engle, manager of 
Wa ORL | the sales promotion division of the 


|National Retail Dry Goods Assn., 
515 Madison Avee, Hele | said last week. 


Leaders in the department store 


| 
| 
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MARKET RESEARCH DATA 
PROCESSING NEED 


Punching * Consistency Checking 
Tabulating * Percentaging 
Coding *° Pre-coding of Questionnaires 


Ne charge for consultation and estimates —ever! 


“Your key to better figures since 1911" 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue * New York 13, N. Y. 
Boston: 55 Wm. T. Morrissey Blvd * Chicago: 223 W. Jackson Bivd 
also Montreal and Toronto 


field are becoming increasingly 
aware of the selling power of 
packaging, Mr. Engle said in a talk 
at the packaging clinic sponsored 
jointly by the Retail Trade Board, 
NRDGA, and the Folding Paper 
Box Assn. 

As a result, they are asking 
manufacturers for more creative 
packaging that can help them boost 


sales and cut costs, Mr. Engle 
added. 
® “Packaging is a total concept 


that brings to fruition at the point 
of sale all the elements that go in- 
to a product—research, production, 
promotion and merchandising ap- 
peal,” he said. 

“Packaging, more and more, 
must do the job of providing in- 
formation for both the sales force 
and the customer, triggering im- 
pulse sales and keeping customers 
sold after they get the merchandise 
home. The package has had to take 
over many of the functions pre- 
viously performed by personal 
selling.” 

Mr. Engle asserted that creative 
packaging commands great point 
of sale influence and is also the 
“liaison between advertising, 
which is highly impersonal, and 
the actual, tangible product on the 
counter.” 

He singled out Marlboro’s flip- 
top box as an excellent example of 
creative packaging. He credited 
the cigaret’s rise from the No. 14 
position to No. 7 in cigaret sales to 
the new package. . 


NEW CARTONS UPLIFT 
BRA COMPANY'S SALES 

New York, March 19—Folding 
cartons have “revolutionized” the 
distribution of the Exquisite Form 
Brassiere Co., according to Robert 
Demmel, national sales manager. 

Speaking at the sales training 
institute of the Folding Paper Box 
Assn., Mr. Demmel credited fold- 
ing cartons with “upping sales tre- 
mendously, broadening markets, 
and providing the basis for an ag- 
gressive advertising and promo- 
tional campaign.” 

In two years, he said, the com- 


bination of packaging and attrac- 
tive fixtures has increased the 
average new account order from 
less than $150 to $493.25 at Ex- 
quisite Form. 


® The company’s current package 
has made money for retailers in 
two ways, he asserted: (1) By in- 
creasing sales by making brassieres 
an impulse, self-selection item and 
(2) by cutting handling costs by 
permitting faster stock handling 
through color identification, pro- 
viding pre-marked price and size, 
and supplying a handy re-order 
tab on the box flap. 

Packaging is also the key factor 
in all Exquisite Form promotion, 
he pointed out. “It provides identi- 
fication at the point of purchase 
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PRODUCT IMAGE TEST 


SVGRNs GIL DERT anD 


OMPAMY 


IMAGE IMPACT—About 2,500 men and women will be asked, twice- 

yearly, to take part in a new brand-image test whipped up by Eu- 

gene Gilbert & Co., New York, to discover for advertisers their 
degree of product recognition. 


or newspaper advertisement. 


“Manufacturers who want sales | 


increases in the department store 
field must have the courage to 
spend the extra money needed for 
smart packaging. We found that 
the additional volume far more 
than offset the extra costs of pack- 
aging,” he said. * 


Utah to Permit County 
Funds for TV Stations 

Utah has signed into law a bill 
which allows counties, municipal- 
ities and school boards to use rec- 
reation funds to build and operate 
television translator stations to 
bring commercial tv to the remote 
areas of the state. It is estimated 
that the bill will provide tv for an 
added 70,000 viewers. 

In its final form, Utah’s bill sim- 


|ply added the phrase “television 


translator systems” to the list of 
recreational activities which may 


'be financed by county funds. In 


effect, the bill defines tv as a rec- 
reational and educational facility 


| along with parks, playgrounds and 


swimming pools. 


Buttalo Will Not Regulate 
Trash Container Ads 

Saying that “It is the belief of 
the committee that the regulation 
of advertising on trash containers 
in public streets is not a concern of 
the city,” the city of Buffalo 
stripped a provision giving the 
city such powers from a bill per- 
mitting Buffalo to amend its char- 
ter to regulate the use of public 
telephone facilities on _ public 
streets. 
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and quickly recalls the magazine 


¢ A Royal Procession 


. .. famous brandnames . . 


and gravure positives that can be made. 
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Ari 


of nationally advertised trademarks 


. marches 


through our plant year after year. We 
are proud to contribute to their advertis- 


ing dominance the finest photoengravings 
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Bex Plans $1,000,000 Program to Push 
Its Sterilizing-Deodorizing Corobex 


New York, March 20—The trend 
to sell products which have been 
impregnated with sterilizing-de- 
odorizing formulas was given a 
boost last week with the announce- 
ment by Bex Industries that a 
$1,000,000 program is planned to 
promote its Corobex process. 

Bex has given exclusive licenses 
to about half a dozen companies, 
and to several others on non-ex- 
clusive basis. The company says it 
will spend about $325,000 of its 
own money to put the name Coro- 
bex across and hopes the rest of 
the budget will come from its li- 
censees. 

Major promotion emphasis is ex- 
pected to go into women’s service 
magazines although newspapers, 
television, radio, business papers 
and point of sale and direct mail 
will also be used. On tv, Bex is 
now testing a one-minute spot car- 
toon technique. Starting in the fall, 
it plans an $85,000 program in the 
medium, covering 38 markets out- 
side of New York. A $60,000 ex- 
penditure is anticipate@l for spot 
radio outside New York, beginning 
around the same time. The rest of 
the program is not vet formulated. 


= While Corobex licensees are 
free to use their own advertising 
agencies, the licensing agreement 
has a clause requiring them to 
check all advertising claims on 
Corobex with Brucker & Ross, the 
agency for Bex Industries. Several 
of the licensees have decided to let 
the agency handle their Corobex 
advertising. 

Corobex is billed as being active- 
ly antiseptic, self-sterilizing, self- 
deodorizing, non-poisonous and re- 
sistant to mildew fungus and mold. 
It is applicable to clothing, under- 
wear, plastics, paints, toys and nur- 
sery products. It has the power, 
says Bex, “to make everything 
from baby’s toys, to your clothing 
and linens, completely and per- 
manently germ proof.” 

Besides selling Corobex in liquid, 
paste and powder form to licensees, 
Bex plans to introduce its own end 
products treated with the formula. 


® Henry S. Harris Associates is 
handling publicity for the Bex 
campaign, including promotion for 
the licensees. 

Some of the licensed companies 
and their promotion plans are as 
follows: 


Clarolyte Co.: A leading manu- 
facturer of nursery products, Clar- 
olyte is using Corobex for its entire 
product line. Advertising will be 
trade and consumer, including ra- 
dio and tv, and point of sale. 


Loma Plastic Inc.: Manufacturer 
of Loma ware plastic baskets, 
garbage cans and other containers, 
Loma will use consumer maga- 
zines and business papers for a 
drive, starting in about 60 days, 
which is reported to be among the 
largest of all the licensees. 


Payton Products Inc.: With ad- 
vertising primarily scheduled for 
the trade, the molded plastic toy 
manufacturer is currently promot- 
ing its line with the phrase, “Pay- 
ton now with Corobex .. . molds 
the first germ-fighting, hospital 
clean, unbreakable Polyethylene 
toys.” Some television testing is 
also planned by Payton. 


Royal Mfg. Co.: A manufacturer 
of plastic containers, this Prescott, 
Ariz., company is scheduling a 
trade campaign. A direct mail 
piece is headlined: “Royal now has 
exclusive use of Corobex to pro- 
duce the first self-sterilizing, ac- 
tively antiseptic, Polyethylene con- 
tainers.” 


S&R Infants Wear Co.: The 


company’s Tydekleen processed 
garments will feature their anti- 
bacterial qualities in both trade 
and consumer magazine advertis- 
ing. 

Vantines Co.: Among the largest 
producers of plastic baby bottle 
units, Vantines plans a trade cam- 
paign for its Corobex-treated prod- 
ucts, as well as a consumer drive 
in magazines, radio, television and 
point of sale. 

All the above licensees plan to 
do direct mail and most will also 


dealers. 

Among the non-exclusive li- 
censees to which Bex Industries is 
selling Corobex is Trans-Canada 
Ltd., for its plastic toys and nur- 
sery products sold in Canada. 

Bex officials say they also hope 
to establish offices in London, 
Paris and Germany within the 
next few months. 

Sanitized Sales Co. already has 
announced details of a two-year 
promotional program for its San- 
itize process (AA, March 11). * 


Wondsel Forms Company 
Harold E. Wondsel, president of 
Sound Masters, New York film 
production company, has resigned 
and will open his own film com- 
pany within two weeks. Joining 


have co-op programs with their |him as vp in charge of production 


will be Robert Carlisle, former|named Fred Wittner Advertising, 
partner in Jerry Fairbanks Pro- |New York, to handle its advertis- 
ductions, Hollywood, and as vp in ing account. The account was pre- 
charge of tv, Tom Dunphy, former | viously handled by Schuyler Hop- 
vp at Sound Masters. per Co., New York. 


Collyer Adds Enamel Products 

Collyer Advertising, Montreal, 
has been appointed to handle ad- 
vertising for Enamel & Heating 
Products, Sackville, N. B. McCon- 
nell, Eastman & Co., Montreal, is 
the former agency. 


Napco to Buy Brewing Co. 
Napco Industries, Minneapolis, 
has announced plans to acquire 
Terre Haute Brewing Co. through 
an exchange of stock. Napco makes 
trucks, auto parts and construction 
equipment. In 1956 it reported 
sales of $9,500,000 with a net of | 
$700,000; Terre Haute Brewing | 
had sales of $7,500,000 and a loss | 
of $240,000. 


WSORS 


GREATER CLEVELAND S 


NUMBER 1 STATION 
SRS “Radio-Active’ MBS 


Sweet's Names Wittner 
Sweet’s Catalog Service, a divi- 
sion of F. W. Dodge Corp., has | 


Washington is full of surprises these days .. . the kind that 
can mean a bundle of joy to advertisers as well as parents. 
For along with the Capital's expanding wealth and econ- 
omy, and its bulging metropolitan boundaries, has come a 
proportionate increase in brand new prospects. 


Due to the high birth-rate — close to 48,000 last year alone 
— more than 35% of the metropolitan area's population is 
now made up of children under 18 years of age. Many in 
this age group are active buyers already. All of them will 
be in the near future. Right now they are establishing 


WRG annWRC-TV. ...5. 


NBC LEADERSHIP STATIONS IN WASHINGTON, D. Cc. 


IN BABIES © 


important brand-loyalties that may well last a life-time. 


WRC and WRC-TV, Washington's Leadership Stations, 
are firmly established with this growing audience of young- 
sters. And programming with special appeal and interest 
is attracting them in greater and greater numbers. In ap- 
propriate time periods, WRC and WRC-TV now broad- 
cast 50 hours for this age group every week! 


That's another reason more and more advertisers are go- 
ing with the biggest guns in Washington's selling boom... 


SPOT SALES 
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This Reader Takes Exception 
to Alderson's Viewpoint 

To the Editor: I read with deep 
interest and appreciation your ar- 
ticle of March 4, by Wroe Alder- 
son. The publication of such well- 
structured arguments for a wide- 
spread point of view adds dignity 
to your newspaper and reflects 
the growing maturity of advertis- 
ing thought. 

While enjoying Mr. Alderson’s 
lucidity and his provocative com- 
ment on one phase of advertising 
(motivation studies), I take excep- 
tion to his point of view. 

Unless I am very much mis- 
taken, this communication, in the 
form of an exposition of the ad- 
vantages of one approach (Ges- 
talt psychology) to motivation re- 
search (incidentally the casual 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 
| reader may perceive it merely as | 


a diaphanously-veiled attack on 
Dr. Ernest Dichter), in effect rep- 
resents an able, if unsuccessful, 
| defense of “isolated literalism” in 
|advertising. I say “isolated” be- 
cause literalism (product-benefit, 
etc.). in itself is, I believe, an 
unambiguously valuable, even in- 
dispensable, element in advertis- 
jing. But in my own view it re- 
| quires to be supplemented by af- 
fectiveness (appeals to the emo- 
tions) in the copy and/or in the 
art. 

| We see this trend in the most 
| successful advertising today, and 
it is, of course, under attack by a 
sort of liverish Old Guard of ad- 
vertising, who never forget any- 
thing and never learn anything. 
Needless to say, Mr. Alderson is 
not identified with this group. 


The requirement for affective 
communication has always been 
tacitly recognized by even the 
|most conservative copy-oriented, 
product-benefit-oriented working 
advertising man. He has always 
at least sensed something wrong 
with copy that is informative but 
not persuasive. Unfortunately, the 
well-springs of human affect, the 
origin and mechanism of motives, 
have hitherto been so difficult of 
access, so challenging and frus- 
trating to analyze, that most of us 
have taken the easy way out, by 
minimizing the importance of the 
|arational (not the irrational) in 
human behavior (including con- 
| sumer behavior). We can do this 
|with impunity in our everyday 
|communication, since everybody 
|else is doing the same thing. In a 
| very real sense our culture trains 
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|us to act this way and even re- 
/quires it, by its naively dispro- 
| portionate emphasis on rationality 
with a capital “R”. So every day 
we put on our suits and go to the 
office and play the role of Ra- 
tional Man. This is why we some- 
times say, “Language was in- 
vented to conceal thought.” 

How long will it be before Ra- 
tional Man is as dead as Economic 
Man? When we give up the nar- 
row notion of Rational Man, we 
will be so much the further ahead 
in understanding advertising. To 
carry on, in connection with af- 
fective communication as a sup- 
plement to informative communi- 
cation, let us remember that since 
time immemorial, creative artists 
have had an almost magical pow- 
er to stir the heights and depths 
of human nature by communicat- 
ing in non-literal terms (poetry, 
music, painting, etc.). Some ad- 
vertising men are beginning to 
use analogous techniques of com- 
munication and persuasion. While 
the power of art, on the esthetic 
and other levels, is essentially 
unanalyzable (at least so far), no 
one would care to find himself in 
the position of deprecating art for 
that reason. In the last analysis 
this is because art “works’—it 
actually has a universally recog- 
nized effect on human beings. Is 


the same thing does not happen 
in advertising that appeals to the 
same “non-rational” motives? 

I wish to suggest that any at- 
tempt, sincere and well-intended 
as it may be, to minimize the im- 
portance of the “non-rational” 
element in advertising (let me 
stress again, always in a synthesis 
containing rational, hard-headed 
elements, although these may 
sometimes be exiguous, e.g., as in 
the Breck’s shampoo ads) is ill- 
advised. 

G. Allen, 
Chicago. 
. e ° 


It's Personnel Specialist's 
Job to Examine Candidates 

To the Editor: From every di- 
rection we hear and read about the 
terrible shortage of qualified ad- 
vertising personnel and about the 


most out of people we now have. 
But how many agency manage- 
ments are really doing more than 
just talking about it? ... 

Would continuous pirating of 
people be necessary if all advertis- 
ing agencies adopted the practices 
of progressive industrial manage- 
ment? First of all, these leaders 
have hired strong men as personnel 
directors—men especially trained 
in modern, scientific methods of 
evaluating and developing human 
resources. An agency, by hiring 


responsibilities, can save 


the agency’s current 


ment take an inventory of its cur- 
rent human resources... . 


of such a study would disclose each 
individual’s strengths, weaknesses, 
and growth potential—also areas in 
which each employe would benefit 
from training to develop his abil- 
ities. Let the personnel specialist 
organize the development program 
and make it work. 

In hiring new people, don’t ask 
executives to spend their valuable 
time interviewing each candi- 
date. .. Make it the major respon- 
sibility of the personnel specialist 
to draw up the job descriptions 
and the qualifications to fill them. 


necessity of getting the best or'| 
jam 64. 


there any reason to believe that | 


| simply 
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Let him examine the candidates 
and screen out the people who 
come closest to matching the spe- 
cifications. . . 

And for goodness’ sake, let’s 
give more weight than is the usual 
practice to brain power and quick 
learning aptitudes, and stop insist- 
ing on specialized product adver- 
tising experience. 

Incidentally, the writer’s back- 
ground, previous to the past nine 
years in his present business, in- 
cludes 18 years in creative and ex- 
ecutive capacities with McCann- 
Erickson and N. W. Ayer. 

William Bolton, 
Philadelphia. 


‘Man Market Mad’? Here's 
a 64-Year-Old’s Viewpoint 

To the Editor: Have just read 
your editorial, “Is the Man Mar- 
ket Really Mad?” (AA, March 
11) and it is just one more proof to 
me that ADVERTISING AGE is alert 
to what’s happening in this busi- 
ness and never misses a bet when 
it comes to putting a finger on 
important matters that need an 
airing. 

Take my own case, for instance. 
I am 64 years old. I was formerly 
advertisinggmanager and an offi- 
cer of a company doing $100,000,- 
000 a year, helped guide its des- 
tinies, and participated in all 
policy and sales moves, initiating a 
lot of them myself. Later, I started 
an advertising agency with $100 
capital and built it in ten years to 
a billing of over $1,000,000 yearly; 
sold it for a fair sum for cash be- 
fore moving to the West Coast. 

Because for obvious reasons I 
don’t wish to identify myself, will 
State that in some ten 
years out here I have earned a 
good living. The company I have 
been with for the past two years 
or so has now been merged with 
another and there was no spot 


| for me in the merger. Now comes 
the big problem: How to get an- 


A consolidation of the findings | 


| OUTWIT 


other job. As I’ve said, I’m 64 
years old. Sure, I’m in good health 
(will let any doctor examine me 
and testify to that), I am slim and 
alert, have my teeth and most of 
my hair and it isn’t even gray, 
BUT, you see, by the calendar, I 
. . horror of horrors. . . 
so “that’s all, brother.” It doesn’t 
matter that most advertising men, 
by your table of averages, die 
somewhere in the 50s; it doesn’t 
matter that we don’t want any- 
one for President of the U. S who 
isn’t 60 or thereabouts; it doesn’t 
matter that most of the “head 
men” of Big Business are in the 
“old man” category, it doesn’t 
matter that most of the “big men” 
who own agencies and other ad- 
vertising shops are themselves in 


such a specially trained man and their late 50s, 60s or somewhere in 
giving him authority equal to his | between. Still they want no one 
itself | who is anywhere except “Between 
thousands of dollars a year as well| 25 and 30.” Why? They can die, 
as thousands of executive head- | too, of heart attacks, cancer, au- 
aches and hours—and probably! tomobile accidents, and from a 
find within its current organiza-| hundred other causes. Isn’t that 
tion many of the kinds of people | true? When I go around looking 
it has been searching for outside. | for a job, due to Social Security 

Let this personnel director sit | Tequirements, pension plans, etc., 
down with agency management | ¢tc., I have to tell my age, nat- 
and make an orderly analysis of | Urally. Everything goes along well 
position— | until I say, “Well, frankly I am 
where it plans to go and how it| 64.” That does it! Comes a look of 
proposes to get there. Then, in con- | horror combined with pity and in- 
cert with this man, let manage-| stinctively, I feel like a cheat and 


pariah. Why in hell didn’t I bring 
along my crutches? 

Now then, dear editor, shed no 
tears, turn back all contributions 
that may be sent in for a destitute 
member of the profession. For- 
tunately, even though I am 64, it 
has its blessings. If I haven't 
learned to compete with “under 
35” I have at least learned to 
IT! 64 years brings 
either “nothing,” or a lot of: ex- 
perience, ability and resourceful- 
ness that can always be used 
when the chips are down. I won't 
starve for quite a while, due to 
the three factors I’ve outlined 
above. Well, you might now say, 
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WHY IN HELL DON’T I GIVE UP 
AND LET YOUTH HAVE ITS 
FLING? My answer to that is: Did 
Eisenhower quit? Did Bing Cros- 
by? Did Eddie Cantor? Did hun- 
dreds of men in the advertising 
and selling business quit, even 
though they had, in some instances 
I daresay, millions of dollars to fall 
back on? No, they didn’t quit be- 
cause, like myself, they enjoy 
working; they want to feel that 
they belong; that they are doing 
something worth while and, most 
of all, they don’t feel comfortable 
sitting in a rocking chair. 

That’s about it, Mr. Editor, ex- 
cept for this. Don’t ever get to be 
64, unless you have lots of money 
and lots of influence. If you have 
those, you’re okay. Then age 
doesn’t matter. Automatically 
you’re a smart, alert, needed per- 
son. But otherwise, take my ad- 
vice. Take poison when you reach 
45. 

In conclusion, please do not 
publish my name. My signature 
that I wish you to use will tell 
you why; I am 

Ashamed of Being 64, 
Los Angeles. 
. . . 


Portrait of a Copywriter 
To the Editor: This ad appeared 
in the March 6 issue of the Mil- 


"man ADWRITER... 


I'm supposed to make vou 
wont to buy Whitney Selmon, 
but | can't begin te tell you 
oll ehout # in this smell « 
spoce. Best thing is to see tor 
yourself. Ge te your grocers’ 
end buy some. 


Whitney’s 
SALMON 


waukee Journal. No comment. 
I’m sure there will be varying 
opinions. 
D. E. Fricker, 
Western Advertising Agency, 
Racine, Wis. 


Says Specialists Can Handle 
Sales Promotion Best 

To the Editor: We read with 
some dismay the description of in- 
dependent sales-promotion serv- 
ices as “illegitimate offspring” of 
advertising agencies—as excerpted 
in the Feb. 11 issue of ADVERTISING 
AGE, from a speech given by Daniel 
Caust of Lily Tulip Cup Corp. be- 
fore the Metropolitan Advertising 
Men in New York. 

We are a highly independent 
sales promotion service, which spe- 
cializes in almost all the functions | 
he mentioned in his speech: direct 
mail, sales presentations, portfo- 
lios, retail merchandising and mar- 
keting, etc. Our staff is composed 
exclusively of people from ad 
agencies. We know both sides of 
the fence, and completely agree 
with his statement that, in agen- 
cies, sales promotion is treated as 


a “stepchild.” 

However, we cannot agree that | 
we are in any way out of our| 
proper place. Sales promotion has | 
a place, and it is not necessarily | 
within an advertising agency. 
Many agencies come to us when} 
they are faced with sales promo- 
tion problems for which they have 
neither the desire, nor the time | 
(nor, in many cases, the talent) to 
solve. Advertisers come to us, be- | 
cause they know that within their | 
agencies there is no provision made 
for anything but the most off-hand 
production of sales promotion | 
material. And people who do not 
have advertising budgets come to 
us, feeling that sales promotion can | 
sell for their particular products | 
as well, or better, than space ad- 
vertising. 

We are not illegitimate at all. Or, 
rather, since we did not inherit a 
name for ourselves, we have made 
one—and we're now welcomed in 
the best society. 

We look forward to the time 


when both agencies and advertisers 
will yield the responsibility for 
sales promotion to the people who 
know it and can produce it best— 
the sales promotion specialists. 
Shepard Kurnit, 

KGA Inc., New York. 

- + « 
Amplifies Story About 
Closed-Circuit TV 


To the Editor: The reference to 
Tele-Sell as the “first closed- 
circuit tv show for non-captive 
audiences” in your ADVERTISING 
AGE issue of March 4, is incorrect. 

This statement may be attrib- 
uted to the fact that the three 
producing and promoting organ- 
izations for Tele-Sell are all rela- 
tively new to closed circuit tv and 
therefore not very familiar with 
its history. 

There have been at least 30 to 40 
closed-circuit tv shows for non- 
captive audiences. Included among 
them are the fabulously successful 
Republican Party “Salute to Eisen- 
hower,” in which more than 60,000 
people gathered across the country 


by closed-circuit tv; numerous 
business tele-sessions in which the 
sponsor’s invitees number impor- 
tant civic leaders, customers, etc., 
who are certainly not captive; 14) 


runner to a communications rev- 
olution? Not likely; more likely 
a consumer revolution. 
Dan Scherer, 
Forest Hills, N. Y. 


championship fights to paying cus-| P.S.: Writer is manager of Atom- 


tomers via TNT; two Metropolitan 
opera telecasts by TNT; and nu- 
merous college football and bas- 
ketball games to paying customers. 
Nathan L. Halpern, 
President, TNT Tele-Sessions 
Inc., New York. 
® 7 . 

Might Be Consumer Revolution 

To the Editor: Talk about Ques- 
tionable Advertising, how about 
the oft-run tv spots for Charles 
Antell hair spray—purporting to 
show an intensified light reflec- 
tion—and ostensibly using a light 
meter. Why that’s no light meter 
in those filmed commercials; it’s 
nothing more than the volume in- 
dicator found on every audio con- 
sole in every broadcast, film or 
recording studio. This product is a 
WHI1Z—converts light to sound 


with no intermediate stages. Fore- 


Fair °57, the trade fair of the 
atomic industry—which has a few 
scientific miracles of its own to 
brag about. 


e 
| Student Editors to Get 


Butler's Help on Cut-Lines 

To the Editor: I wonder if I 
could have your permission to re- 
print Kenneth Butler’s “The Styl- 
ing of Cut-Lines,” which appeared 
in your issue of Jan. 28, Page 70. 
I would like to use the piece in a 
newsletter I get out for Engineer- 
ing College Magazines Associated, 
a group of about 50 college-student 
editors of engineering magazines. 
I, of course, would give ADVERTIS- 
inc AcE and the author full credit, 
and I would carry your copyright 
note. 

Theodore Peterson, 
Associate Professor, School of 
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Journalism and Communica- 
tions, University of Illinois, 
Urbana. 


A GREAT Little PREMIUM! 


Hondi-Kutter 


CLICK—It's A Razor-Blade Knife! 


7 


ae 


— Safe for Pocket or Purse! 


cLiIcK— 
EVERYBODY can use it .. . Ideal for 
Genes sales — building a will. 
ple 


ompact — attractive — am) 
space for imprinting name or trademark. 


Ask for FREE Sample, Prices, and 
—— about Ad Card Distribution 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 


In Columbus this year they'll spend more than 


$164,157,000* 
For Food 


Colu 


Telephone CApital 1-1234 


GET YOUR SHARE of booming sales in this rapidly expanding 


market! You'll tell more people 


... Sell more people...when you 


use The Columbus Dispatch, Central Ohio's top coverage newspaper. 


Blanket circulation delivers your 
population daily, 97% on Sunday, 


in the 12 county retail trading area. 


THE MIDWEST'S NO. | TEST MARKET 


message to 90% of the city zone 
and gives you dominant coverage 


Columbus has everything necessary for a successful test. Use this 
sales-rich market for positive reaction! It’s your best bet for an 


easy test! Send for full details. 
COLOR STOPS 'EM For greatest impact, advertise in ROP Full Color. 


*SMSBP 1956 


GET THE FACTS on products, brand 
popularity, market trends. Send 


for the 1957 Columbus Dispatch 
Consumer Analysis. 


mbus Dispatch 


Read in 9 out of 10 Columbus homes 


$294 million 


for food and general merchandise 


$130,323,000* 
For General 
Commodities 


Teletype CL. 471 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc. New York, Detroit, Chicago, Los Angeles, San Francisco. 
RESORT REPRESENTATIVES: McAskill, Herman & Daley, Inc., Miami Beach. 
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Closed Circuit TV 
Splurge to Launch 
Yellow Pages Drive 


New York, March 22—The Bell 
Telephone Co. launched its Yellow 
Pages emblem campaign today 
with a closed circuit telecast to 
13,000 advertising, sales and tele- 


phone personnel across the coun-| 


try. 


form, explained the company’s 
print campaign for the little yellow 
emblem which directs readers to 
“find it fast in the Yellow Pages.” 
The emblem shows an open clas- 
sified directory and a telephone. 
The campaign will run through 
April with 104 advertisers tying in 
with Bell’s ads. There will be a 
spread in the April Better Homes & 
Gardens and a page ad in the April 
1 Life and April 6 Saturday Eve- 
ning Post. The ads will show row 
upon row of the emblems, each 


, SEALS TIGHT 


a oon 

Can't one PRESSURE 

HABERULE 
Rubber Cement 


The world's most modem dispemer Handy grip- 
tap. Lerge bristle brush olwoys reaches rubber 
coment —no . At your artist 


Odjusiments necessary 
supply store or direct. Only $2.95 
, THE HABERULE CO. 


The telecast, in musical comedy 


| 


SHER 


ane 


PEELE 


HELPFUL—Bell Telephone will run this spread in the April Better 

Homes & Gardens to spotlight its Yellow Pages emblem. Page ver- 

sions of the ad will appear in Life and The Saturday Evening Post. 
Cunningham & Walsh is the agency. 


emblem bearing the name of one 
of the cooperating advertisers. 

Each of these advertisers in turn 
will display the emblem in its reg- 
ular advertising during April. 

In the trade press, Bell is run- 
ning emblem ads in American 
Builder, Practical Builder, Auto- 
motive News, Motor, Motor Age, 
American Lumberman, Building 
Products Merchandiser, Building 
Supply News, Domestic Engineer- 
ing, Plumbing & Heating Business, 
Electrical Dealer, Electrical Mer- 
chandiser, Florist Telegraph De- 
livery News, ADVERTISING AcE, Ad- 
vertising Agency, Printers’ Ink, 


Sales Management, Tide, Business 


ard 


Product 


a “live” audience of 


oY 


SELL YOUR PRODUCTS OR SERVICES 
WITH 


Appearance 


From dictionaries to dishwashers... from 


tropical fish to trucks . 
your service, your sales story belongs in 
this outstanding merchandising medium. 
Here at the biggest Exposition in the East, 


mers see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


oSition 


SEPTEMBER 14-22, 1957 
WEST SPRINGFIELD, MASSACHUSETTS 


LAGOXISDOSE 


Porsonal 


© 


.. your product, 


half a million custo- 


‘inumber of well-known business 


-- 


Lent ter eve emblem: io 
Better Homes smd Garsce, 


PELL. 
PEL ELLLL. 


i 


Week, Fortune and Nation’s Bus- 
iness. 


® The telecast was the “largest 
closed circuit spectacular ever pro- 
duced for an advertising-merchan- 
dising promotion,” according to 
Jerry Cowen, A. T. & T. account 
executive at Cunningham & Walsh, 
the agency which packaged the 
presentation. 

“It was a sales spectacular as op- 
posed to an entertainment spectac- 
ular,” he told ApverTISING AGE, “in 
which we employed all the tech- 
niques of a Broadway musical.” 
The plot revolved around the in- 
vasion of earth by two Martians 
and their encounters with the Yel- 
low Pages. . 

Walter Pidgeon emceed and a 


executives took part, including 
Andrew Heiskell, Life publisher; 
Morton Bailey, vp and advertising 
director of Curtis Publishing Co.; 
Edwin L. Sullivan, senior vp, Mer- 
edith Publishing Co., and John Orr 
Young, advertising consultant. 
The audience, in 60 locations in 
55 cities, included national ad- 
vertisers, advertising agency men, 
yellow pages salesmen and other 
telephone personnel. ~ 


Toni Enters Deodorant Field 
Toni division of Gillette Co., Chi- 
cago, has entered the $70,000,000 
deodorant field with Hush, a 
cream deodorant dispensed by a 
plastic swivel case to avoid “messy 
fingers.” At the same time it is 
launching Crystal Clear White 
Rain, a companion to White Rain 
| Shampoo, which contains no oils or 
|color additives. Both products will 
|go on sale nationally May 1, and 
will be supported by an intensive 
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associations and others. 


will be accepted. 


stated. 


advertising campaign in newspa- 
pers, magazines, radio and tv. 
|Tatham-Laird, Chicago, 
— for both products. 


is the. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The tenth annual Market Data section of ADVERTISING AGE will 
appear in the April 29 issue. The idea is to bring together, in one 
place, all possible market data issued by advertising media, trade 


The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, more than 1,500 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for over 68,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1956, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 


4. It must be received before April 2, 1957. 

Market data material scheduled for publication before Sept. 1, 
1957, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 2. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, Apvertistnc AcE, 200 E. Illinois St., 
Chicago 11, with any necessary explanatory notes. 


British Company Offers 
Editorial-Ad Service 

Regional Book Supplement Ltd., 
London, is offering a new service 
to newspapers which includes free 
features plus ads in adjoining col- 
umns. The company has already 
arranged with seven provincial pa- 
pers to supply a two-page literary 


review and advertising feature 
each month. Its income will come 
from sale of advertising to book 
publishers at a combined rate for 
the seven papers. 

Regional Book hopes to extend 
the service to other product fields 
such as automotive, travel and 
music. 


IN THE $a MARKETS 
Tul yskoge” of OKLAHOMA 


M 


another... 


FIRST... 
100% MAGNAFACE for our RotARY PLAN 


40 X 48 rr 


More than 200 sq. ft. extra advertising space 
AT NO ADDITIONAL COST! 


Shleppey OutdoorAdvertising Co. 


322 EAST ELEVENTH . 


TULSA 20, OKLAHOMA 


Advertising Age's 
10th Annual 


MARKET DATA ISSUE 


to be published 
APRIL 29, 
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Cisco. 
— - 


se ee ee ta 


*. 


HAPPY—The contented gentleman in 
Cisco sportswear is featured in the 
first of a series of color ads sched- 
uled for The New Yorker begin- 
ning in May. Daniel & Charles, 
New York, is the agency. 


CBS-TV Seems to 
Lead NBC-TV in 
Baseball Lineup 


New York, March 20—Odds in 
the coming battle between CBS-TV 
and NBC-TV with their Saturday 
afternoon “Game of the Week” 
baseball programs seem to favor 
CBS, although the battle picture 
is hazy. 

Columbia reports it has exclu- 
sive rights to telecast from the 
home parks of 10 major league 
clubs. NBC refused to say what 
home parks it would telecast from 
except Milwaukee. 

CBS said it will televise from 
the home parks of the New York 
Yankees, Brooklyn Dodgers, Bos- 
ton Red Sox, Detroit Tigers, Chi- 
cago White Sox, Cincinnati Red- 
legs, Cleveland Indians, Philadel- 
phia Phillies, St. Louis Cardinals 
and New York Giants. 

This would leave NBC with a 
choice of the home parks of the 
Washington Senators, Pittsburgh 
Pirates, Milwaukee Braves, Balti- 
more Orioles and Kansas City 
os apr 


® The CBS series has been sold to 
the Falstaff Brewing Co., Ameri- 
can Safety Razor Co. for Gem and 
Philip Morris Inc. for Marlboro 
cigarets for a total of 170 stations. 
20 others will co-op the show. 

Both networks plan to televise 
26 games, beginning April 6. Citi- 
zens in the Los Angeles area, 
which has two Pacific Coast (mi- 
nor) league teams, the Los Angeles 
Angels and the Hollywood Stars, 
will find both networks presenting 
major league attractions on Satur- 
day, as will people in such cities as 
Denver, Reno, San Francisco and 
Sioux City in Iowa. 

Major league baseball rules re- 
quire that network games not be 
televised by any station within 50 
miles of a major league park. NBC 
will not televise the games to cer- 
tain other areas not covered in 
these regulations. An example is 
Wisconsin, on which they have 
made an agreement with the Mil- 
waukee club. . 


TV Survey Published 

Ross Reports-Television Index, 
New York, has published its “1956 
Survey of TV Film Commercials.” 
The survey covers the period Aug. 
1, 1955 to July 31, 1956, and re- 
ports on such matters as sponsors 
of tv film commercials, tv and al- 
lied labor unions, advertising 
agencies and clients using film 
commercials, film producers’ cred- 
its and facilities at film production 
studios. 


Washington State Plans Push 

A spring newspaper campaign | 
using 35 dailies in six western | 
states and two Canadian provinces 
has been launched to promote 
tourist travel in Washington state. | 
How J. Ryan & Son, Seattle, is the 
agency. 

The Washington legislature is 
considering a bill which calls for 
formation of a state department of 
commerce and industry with a) 
budget of $1,500,000. Tne new de- 
partment would increase tourist | 
advertising and institute a cam- 
paign of industrial promotion. 


Stalcup Appoints O’Brien 

P. E. O’Brien, formerly south- 
western regional sales manager 
for the grocery products division 
of Pillsbury Mills, has joined 
Stalcup Outdoor Advertising 
Corp., Kansas City, Mo., as assist- 
ant to the president, Howard J. 
Stalcup. 


. thousand — the more you'll 


WAVE Radio 


STERE- 


-CARD 


life in 3-D COLOR 


Would you like captivated audiences for your 
sales story? STERE-O-CARD’s 3-D pictures 
will excite their imaginations — hold their 
interest while your message sinks in. 


Here’s how: with an ingenious folding viewer 
that shows SIX 35 mm. Eastman Color trans- 
parencies in 3-D, you visually present the 
beauty, efficiency, the advantages of your 
product. 


The viewer itself offers no less than 75 square 
inches (more than a 7 x 10 page) for your 
printed message! 


And the cost is LOW! For far less than $1.00 
each (depending on quantity) you get the 
viewer lithographed in full colcr from your 
art—a card with 6 double transparencies 
mounted in sequence—and a mailing envelope 
printed in one color. 


TM Registered—Patent Pending 


IT MAY BE USED INNUMERABLE TIMES 


The viewer is sturdily made. It easily will out- 
last months of repeated use. 


Two pre-focused lenses magnify the transpar- 
encies 1% times against milk-plastic light 
screens—no batteries needed. You see beautiful 
3-dimensional color pictures that literally sell 
your product on sight. 


UNLIMITED APPLICATIONS 


To sell prospects in their homes—enthuse field 
forces—win distributors and wholesalers—for 
education of all kinds—for arresting, convinc- 
ing promotions—there’s practically NO field 
in which the STERE-O-CARD won't give inex- 
pensive sales impact. 


You needn’t speculate about STERE-O-CARD 
— see it for yourself — FREE! 


FORT 
PIERCE 
INDUSTRIES 


Telephone: Fort Pierce 3600 
P.O. Box 2147 
Fort Pierce, Florida 


Fill out coupon, 


with typical transparencies 


Name 


or attach’ to your letterhead. 


Piease send me the FREE STERE-O-CARD viewer 


Company 


City State 
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SPARK EVERY PROMOTION 


GLOSSY PHOTOS 


7 d F I fe " oll pur E ; _ " 
re $0,000, sizes trom 
, 80". Prompr 


The PHOTOMATIC Co. 


53-59 E. Wlinois St. Flcege 11, mM, 
Phone WHiteholl 


| with 


\New Life Insurance 
‘Line Helped Lead 
Allstate to Burnett 


Curicaco, March 19—Allstate In- 
surance Co.’s entry into the life 
insurance field, plus the current 
decentralization of its advertising 
operations, were the major reasons 
why the company moved its ac- 
count to Leo Burnett Co. (AA, 
March 11) after five and a half 
years with Christiansen Advertis- 
ing. 

Robert E. Gorman, Allstate’s ad 
| director, explained that “with our 


| company operations being expand- 


led to include theft insurance | 
along with our previous auto, gen- 
eral liability and fire lines, and 
life insurance now being 
added, there was a vital need for 
}an agency which could tie in close- 
|ly to our five zone and 28 regional 
offices located throughout the U.S. 
and Canada.” 


Steel is as big 
as all outdoors 


CHASE 
MANHATTAN 
BANK 


| 


| 


HELPER—This color spread, which salutes the steel industry, is the 

first in a new Chase Manhattan Bank series featuring basic indus- 

tries and the part played by banking in their financing. The ad ap- 

peared in New York supplements March 17, followed by insertions 
in business magazines. Kenyon & Eckhardt is the agency. 


office area and work with the five 


= “We needed an agency that | 20ne advertising managers to en- 


could keep a close eye on condi- 
tions in each individual regional 


ule 


Top Salesman 


in English Montreal! 


The Star is a “must” on your sched- 
in Montreal because ONLY 
The Star delivers near-saturation 
coverage of the English market . . . 
more circulation than Montreal's 
other two English dailies combined. 


The Montreal 


Star 


able us to get the utmost mileage 
out of our advertising program,” 
he said. 

Leo Burnett Co. has offices in 
Chicago, New York, Hollywood 
and Toronto; Christiansen Adver- 
tising has only its Chicago office. 

The account bills about $3,500,- 
000 annually, less than half of it 
going into measured media—news- 
| papers, radio and tv, mostly. Ex- 
pansion of the 1957 budget to $4,- 
000,000 had been planned prior to 
the decision to enter the life field, 
according to trade sources, but 
since life insurance is being added 
|it is believed the 1957 figure may 
reach the $6,000,000 mark. 


® Because of the newness of the 
life insurance operation—and the 
newness of its agency connection 
—Allstate’s ad plans for life insur- 
ance are still being formulated. 
Expectation is that it will be about 
a month before the date and media 
of the public announcement are 
isettled. The company hopes to 


make its first sale about Aug. 1, 
though it acknowledges this may 
be too optimistic. 

The new Allstate Life Insurance 
Co. is being capitalized at $5,000,- 
000, with $1,000,000 as operating 
capital and $4,000,000 as surplus. 
The company will be headquart- 
ered in Skokie, Ill., occupying 
space in Allstate’s home offices. 
Clarence B. Kennedy, senior vp 
of Allstate, will be president of 
the new company. 

The company will first offer a 
standard life policy with limited 
payment and follow later with 
term insurance, according to Cal- 
vin Fentress Jr., chairman of All- 
state. He said that eventually the 
company will offer its policies 
through the existing Allstate sales | 
force of 3,000 in all 48 states. 

The new life policies also will | 
be sold across the counter in Sears, | 
Roebuck stores and there is a good 


chance that an attempt will be| 


made to sell the policies through 
Sears catalogs. 


s Allstate’s entry into the life in- 


Advertising Age, March 25, 1957 


| surance field is a logical develop- 
i|ment in the company’s plan to 
|develop a long insurance line, ac- 
| cording to Mr. Gorman. Allstate, a 
wholly owned subsidiary of Sears, 
was started in 1931. In addition to 
being a leading writer of auto in- 
surance, it also carries fire insur- 
ance, general liability and theft 
insurance. The company now has 
more than 4,000,000 policies of all 
sorts in force and has assets in 
excess of $379,000,000. Its premium 
|sales last year amounted to $283,- 
000,000. . 
|Fairmont Holds Contest, 

Helps ‘Smoky’ Campaign 

Fairmont Foods Co., Omaha, 
has kicked off a contest which is 
open to all youngsters under 18. 
|Color comic section ads in 34 
|newspapers and b&w ads in 
smaller dailies and weeklies in 
the Fairmont market areas are on 
the print schedule for the 90-day 
contest to name Smokey’s friend 
|-—a fawn. Radio and tv will also 
be used. Allen & Reynolds, Oma- 
ha, is the agency. 

The contest is the main feature 
of the company’s fourth consecu- 
tive year of tie-in with the 
Smokey Bear forest fire preven- 
tion program sponsored by the 
U. S. Forest Service, the Canadian 
Forestry Assn. and state foresters 
in cooperation with the Advertis- 
ing Council. 


Del Monte Sets Annual Push 
‘for ‘Pineapple ‘n Ham’ 
California Packing Corp., San 
Francisco, will run its annual Del 
Monte Easter “pineapple 'n ham” 
promotion from April 11-20. A 
color page in the April Ladies’ 
Home Journal will feature the 
irhymed advice: “When you buy 
| your Easter ham, don’t forget its 
|bonnet. Put Del Monte pineapple 
all around and on it.’ 

| Dealer aids include newspaper 
mats, a theme banner, over-wire 
|hanger, shelf talker, price card, 
|shelf stopper and wrap-around. 
'McCann-Erickson is the agency. 
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froR—This is one of the charts accompanying the statement of Deputy 


Postmaster General Maurice H. 


Stans in support of H. R. 5836. 


Summerfield Clashes with Senate 


Group Over Postal 


(Continued from Page 1) 
nouncing the department for 
jumping the gun last weekend 
with a statement for release Sun- 
day denouncing the committee’s 
Citizens Advisory Council report 
on postal finances which the sen- 
ator had distributed for Monday 
release (AA, March 18). 

“I do not consider this kind of 
conduct becoming to a member of 
the cabinet or any one else,” the 
senator said. “Under these cir- 
cumstances I don’t think he can 
render an objective report here 
today.” 


® In defense of his action Mr. 
Summerfield said he considered 
it mecessary to set the facts 
straight. He said many reports 
distributed for Monday get writ- 
ten up in Sunday papers, and he 


did not want to risk the danger | 
that his explanation would lag be- | 


hind the news of the council’s 
report. 
He was not entirely without 


support within the Senate post of- | 
fice committee. Sen. William E. | 


Jenner (R., Ind.) and Sen. Ed- 
ward Martin (R., Pa.) both said 
they saw no point in separating 
the study of policy from the study 
of rates. 

Both senators also denounced 
the committee’s staff for failing 
to supply them with copies of the 
advisory council report before it 
was available to the press and 
others. Postal officials blasted the 
report of the Citizens Advisory 
Council, arguing that “public wel- 
fare” contributions of the depart- 
ment are closer to $30,000,000 in- 
stead of $392,400,000 computed by 
the advisory council. 


# As a substitute for the council’s 
computation, they offered a rate 
policy statement which was 
drafted by the House post office 
committee last year and is 
cluded in the rate bills now being 
considered. While it calls for a 
“break even” postal operation, it 
specifies that the department 
should be reimbursed by the 
Treasury for carrying all kinds of 
subsidized mail. 

In his discussion of the plan for 
a 3¢ postcard, Mr. Stans said 
ecards currently lose about I¢ 
each. He reported the major vol- 
ume of cards currently originates 
with business, particularly public 
utilities, banks, insurance compa- 
nies and marketing firms. 

“If the rate on first class post- 
cards is not increased in this bill 
with other rates,” he warned, “the 
service could be swamped with 
commercial advertising seeking to 
avoid the higher third class rates.” 
He tried to anticipate testimony 
from publishers who are expected 


Rate Hike Bill 


| to cite recent magazine failures to 
| prove the dire results which may 
occur if second class rates are in- 
| creased drastically. 

. He said magazines and news- 
papers as a whole report record 
| advertising revenues and gains in 
circulation. Meanwhile, he said, 
| the spread between revenues and 
|}costs in providing second class 
service reached unprecedented 
levels. 

He said some of the arguments 
advanced by publishers in the past 
appear to be based on the suppo- 
sition that the American taxpayer 
has an obligation to pay part of 
the cost of his neighbors’ news- 
papers and magazines. “If this is 
true why shouldn’t the taxpayer 
underwrite the cost of all the dis- 
| tribution channels of magazines 
and newspapers? Why should not 
publishers be entitled to have 
newsstand operators be placed on 
the federal payrolls or that the 
costs of carrier distribution be un- 
derwritten by the Treasury? Of 
course this is unreasonable, but 
no more unreasonable than sub- 
sidized postal rates. 


as “The great volume of second 
class mail originates with pub- 
lishers in business to make money 
by attempting to provide the 
American people with a product 
they want,” he said. “In this re- 
spect the publishing industry is no 
different from other segments of 
our economy. Do they not have 
both weak and strong members? 
Do they not have some who go 
out of business because of inept 
management or because they fail 


in- | 


to offer a product which meets the 
desires of our people? Have not 
these same publishing firms had 


PUBLISHERS SECOND CLASS MAIL 


can VERAGE REVENUE and COST PER PIECE - FISCAL YEARS 1932-1956 


jon sales of $480,000,000. 


to pay higher costs for wages, | 
newsprint, and other supplies in 
recent years?” 


® Reporting that the $206,000,000 
loss on third class is the highest 
in history, he contended: “It was 
never the sense of Congress as far 
as we can ascertain that commer- 
cial advertising matter should be 
carried in the mails with heavy 
expense to the taxpayer.” In 1926 
when the first cost studies were 
made, he reported, third class 
was paying 98% of cost. Now it 
pays only 56%. 

In the past, he said, the direct 
mail industry has opposed in- 
creases. “But from the volume of 
correspondence received by the 
department—and I’m sure by 
members of Congress—the Amer- 
ican people do not want their tax 
dollars spent for distribution of 
commercial advertising matter 
through the mail—matter which 
all too frequently they refer to as 
‘junk mail’. 

“The department does not be- 
lieve any mail deserves such an 
unflattering label. We have and 
always will extend our coopera- 
tion to any direct mail advertiser. 
We will continue to make avail- 
able a service which carries sales 
messages to every home in the 
land. We just think they ought to 
pay more postage.” 


MORE MAIL SERVICE 
TOO COSTLY IN CANADA 

Ortawa, Ont., March 19—Can- 
ada’s urban postmen will continue 
to call just once a day. Twice 
would be too expensive. 

A return to two-a-day mail de- 
livery in Canada’s large centers 
would cost the post office an ad- 
ditional $3,233,000 a year, Post- 
master-General Hugues Lapointe 
told the Commons. 

If it included Saturday delivery, 
the extra cost might go as high as 
$5,142,000 a year, he said. 

Mr. Lapointe said he sympa- 
thized with those who sought a 
return to two deliveries a day. But 
he said he was inclined to sympa- 
thize even more with residents of 
rural areas not receiving any mail 
service. Their needs should have a 
prior claim, he said. . 


Studebaker Reports Loss 

In a preliminary annual report, 
Studebaker-Packard Corp., South 
Bend, Ind., reported a net loss of 
$43,300,000 in 1956, despite a good 
fourth quarter, in the last two 
months of which it had an operat- 
ing profit of $895,000. The com- 
pany’s loss in 1955 was $29,700,000 


Mizen to ‘Popular Science’ 

Cyrus K. Mizen, formerly with 
Capper Publications, has been 
named branch manager for Pop- 
ular Science in Cleveland. His 
brother, Robert, holds a similar 
position in Cleveland for The Sat- 
urday Evening Post. 
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Outdoor Men 


Decry Threat to 
Cut Road Subsidy 


(Continued from Page 1) 
displays and devices adjacent to 


the interstate system will de- 
crease the system’s safety, effi- 
ciency and enjoyment to its 
users.” 


s While the federal government 
has never tried to influence con- 
trol of billboards on earlier high- 
way programs, where it puts up 
50% of the funds, the secretary 
said the federal interest in these 
new highways is more clear, since 
the federal government supplies 
90% of the cost. 

He said the plan is a moderate 
one which fully respects the right 
of the state to make decisions at 
the local level. Under questioning 
by Sen. Richard Neuberger (D., 
Ore.), sponsor of more stringent 
control proposals, he admitted that 
states could zone the entire length 
of a highway commercial if they 
wished, and still qualify for the 
full 90% federal contribution for 
road construction. 


= The secretary said the federal 
government has no authority to 
control roadside advertising on 
these state highways, and that it 
is interested chiefly in establish- 
ing some kind of a standard of 
control because existing state pro- 
cedure is so varied in scope and 
effectiveness that federal leader- 
ship is necessary. 

Under questioning by commit- 
tee members he admitted that he 
was asking states to use their 
police power in order to prevent 
the erection of signboards. His 
staff testified that purchase of ad- 
vertising easements for 750’ on 
each side of the right-of-way 
might average $6,000 per mile, 
and add over $300,000,000 to the 
cost of the highway system. 


s The main presentation in op- 
position to federal legislation to 
control signboards is to be made 
by Outdoor Advertising Assn. of 
America next Tuesday. Mean- 
while, the public roads committee 
has heard a long parade of wit- 
nesses for and against control 
during the past three days, in- 
cluding several spokesmen for im- 
portant advertising organizations. 

Advertising industry witnesses 
directed their fire at the Neu- 
berger bill (S. 963), which pro- 
vides federal funds for states 
which want to buy advertising 
rights along highways. George 
Knapp Jr. of the Advertising Fed- 
eration of Tulsa said the cost of 
easements in cities of 250,000 
“staggers the imagination.” 

He expressed doubt such huge 
sums should be spent “for no rea- 
son more sound than to eliminate 
a form of advertising some few 
people consider offensive.” 


= George Link Jr., general coun- 
sel for National Outdoor Adver- 
tising Bureau Inc., complained 
that “like the poor, the de- 
nouncers sincere and _ insincere, 
reasonable and unreasonable, have 
been and always will be with us. 

“Heretofore these assaults have 
been local. They have been met 
locally and to a large extent over- 
come and in many instances have 
served to point the way to a 
broader understanding of out- 
door’s innate usefulness.” 

He warned that adoption of the 
Neuberger bill would be “an open- 
ing wedge for groups seeking 
other discriminatory measures 
which would place a great burden 
on the beneficial use of advertis- 
ing in our economic system.” 


s Some of the most determined 


support for the control bills was 
provided by the American Auto- 
mobile Assn., which said its policy 
is not anti-billboard. 

“Rather, it is for control of bill- 
boards and commercial establish- 
ments, along the highways. With- 
out such control,” AAA said, 
“roadsides soon become packed 
with outdoor advertisements and 
hot dog stands. These attract sim- 
ilar structures that abut the high- 
way and each other, until they ex- 
tend along the roadway in what 
highway engineers call ‘a ribbon 
development,’ a term with no gay 
connotation.” 


DONNELLY HITS U. S. 
ROADSIDE CONTROL 


Boston, March 21—An “answer 
to the ‘billboard’ question,” pre- 
senting arguments against propo- 
sals now before Congress to pro- 
hibit outdoor advertising on private 
property adjacent to the planned 
inter-state highway system, is be- 
ing distributed nationally by John 
Donnelly & Sons, which claims to 
be the oldest outdoor advertising 
company in the U.S. It was estab- 
lished here in 1850. 


s A summary of the arguments in 
the Donnelly brochure boils down 
to five major points. 

1. Federal control of private 
property is unsound and an unwar- 
ranted exercise of federal power. 

2. Determination of what is and 
what is not an appropriate use of 
land is a matter to be decided by 
states and communities. 

3. If land adjacent to highways is 
used for business, commercial or 
industrial purposes, advertising in 
such areas is appropriate and 
should not be prohibited. 

4. Outdoor advertising does not 
belong in undeveloped scenic 
areas or in residential areas where 
commercialism would not be in 
harmony with surroundings. Pol- 
icies of the Outdoor Advertising 
Assn. of America fully respect this 
principle. 

5. Outdoor advertising is impor- 
tant to our country’s economic life 
and its public services are impor- 
tant to community, state and na- 
tion. 


SEES HIGHWAY SIGNS 
AS AID TO SAFETY 

Ames, Ia., March 21—Barring 
signs from the highways will 
“make the superhighway less safe,” 
according to a safety expert here. 

Dr. A. R. Lauer, director of the 
Iowa State College driving re- 
search laboratory, said the Eisen- 
hower administration is making a 
mistake in seeking to keep the 
signs away from the new roads. 

He said signs and billboards keep 
the driver alert. They also give the 
driver a means to gauge his speed. 


s Dr. Lauer said it was a mistake 
to assume the driver keeps his eye 
on the centerline. If he does this, 
he becomes subject to “highway 
hypnosis.” Drivers have been 
known to plough into the rear of 
cars at full speeds or to make 
dangerous panic stops for imagined 
objects in the road when in this 
condition. 

He pointed out that accidents in 
eastern states where roadway signs 
are numerous are less frequent 
than out West where highways are 
surrounded by more wide open 
spaces. 

He said studies in the laboratory 
and on a stretch of highway in 
Michigan showed billboards have 
“slightly beneficial effects” and 
“no ill effects” on accident rates. e 


Welch Named Ad Manager 

Harry J. Welch, formerly adver- 
tising manager of the A-P Con- 
trols division of Controls Co. of 
America, Milwaukee, has been 
named ad manager for the over- 
all company operation. Main of- 
fices of the corporation are in 
Schiller Park, Ill. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. 


Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


ADVERTISING ASSISTANT 


with experience in most of the following | 
promotion—creative | 


branches of sales 
layout, production, artwork, copy writing, 
printing, engraving, 
organ preparation. Midwest 
pected. 
Box 9419, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Tf You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


catalog and house | 
location. | 
Write resume stating age and salary ex- | 


VERSATILE COPYWRITER—also able to 
take on some contact work within a short 
time. Prefer man 30 to 45 who can handle 
a heavy volume of varied print advertis- 
ing. Midwestern agency with location 
that offers fine living conditions. Write 
stating all pertinent details including 
starting salary required to 
Box 9436, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
8. Mead, Literary Agent, 419 Fourth Ave. 
New York. 


PROFESSOR OF ADVERTISING 
~~ gg AK in a larger Big Ten Uni- 
versity. quires master’s degree, good 
scholastic record, minimum of 5 years 
significant. advertising experience. Offers 
opportunity for graduate study, advance- 
ment, good salary, interest in associa- 
tions, friendly atmosphere and beautiful 
surroundings. Not easy or retirement job. 
Energy, educational philosophy, and en- 
thusiasm essential. 

Box 9437, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 


2 TREMENDOUS 
EDITORIAL OPPORTUNITIES 
One of nation’s fastest growing multi 
magazine publishing companies needs top 
business paper editor for one merchandis- 
ing magazine and editorial assistant for 
another growing monthly. Both openings 
are life time opportunities, offering good 
income, ideal midwest location, profit 
sharing, many other benefits. Give full 
particulars of past education, experience, 
present income in full confidence. Our 

own people know of this ad. 
Box 9438, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL, 

EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 7-2255 


| TO LEAD ONE OF 
CHICAGO'S TOP RETAIL 
ADVERTISING TEAMS 
| Can you handle production problems of a 
growing fast-paced retail newspaper ad- 
vertising schedule? We need a man who 
qualifies as a newspaper production ex- 
pert—and at the same time can recognize 
and stimulate sincere, believable copy. 
The man we want is a leader who knows 
engraving, type, photography and art. 
Salary is open. Replies confidential. 
Box 9439, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 


‘or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3 


CREATIVE HEAD—Chicago 4-A Agency, 
with offices in 4 other cities wants sea- 
soned creative man with agency experi- 
ence. Must be a top-notch writer who is 
also capable of some client contact. Ex- 
perience putting together new business 
presentations desirable. Solid start—won- 
derful future for right man. Decision 
soon. 
Box 9440, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING COPY WRITER, 
TECHNICAL 


Chicago loop advertising agency of 17 
people is expanding and needs an indus- 
trial, technical copy writer in his twen- 
ties. Permanent position with young, 
growing successful organization. 2 years 
advertising or sales promotion writing 
experience required. Must have desire to 
work hard, be imaginative, and have 
ability to write simply and factually. Will 
write technical and industrial copy for 
magazines, newspapers, literature, bulle- 
tins and sales promotion of all types. 
Fields covered include electrical and elec- 


tronic equipment, electrical and optical 
instruments, chemical products and 
machinery. Degree not required, but 


must have an excellent knowledge of 


to edit reports and material written by 
engineering department of clients. Your 
individual growth potential here excel- 
lent. Starting salary $5,200. Opportunity 
for challenging creative thinking in an 
advertising agency which welcomes ideas, 
with clients who want them. Give full 
details in first letter, which will be held 
completely confidential. Our staff knows 
of this ad. Write 
Box 9441, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


basic college level physics, and be able 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 17-1991 Chicago 


Is this 
a good headline? 


It should attract the type of man we need. His 
curiosity is linked with a broad interest in ad- 
vertising, sales promotion and marketing. 


He is a college graduate between the ages of 
21 and 30, who believes that he has leadership 
ability. Instinctively, he knows that his greatest 
opportunity for success lies with a successful com- 
pany —one that is an established leader in some 
fields and a growing contender in others. 


Our man will welcome the broad responsibili- 
ties given to him immediately. He will work with- 
in the Advertising Department and in contacts 
with other departments and our advertising 
agencies. This administrative work will prepare 
him for executive promotions that keep pace with 


his development. 


MAIL THIS COUPON FOR COMPLETE INFORMATION 


re ee 


I received a 


Box 508, ADVERTISING AGE 
Mail to 400 £. Ilinois St., Chicago 11, Illinois 


Gentlemen: Please send me information on career opportunities 
in your Advertising Department and an application form. 


ss in 


(degree) 


NAME 


(school) (year) 


ADDRESS. 
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POSITIONS WANTED 


POSITIONS WANTED | 
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POSITIONS WANTED 


AGENCY PRODUCTION MANAGER 
WANTS NEW JOB! 
15 years production experience with a 
medium-size New York agency, thor- 
oughly capable production manager 
would like new job. 
Box 9423, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


EDITOR—national trade weekly ten years, 
full responsibility editorial staff of ten, 
writing news and features plus all circu- 
lation and sales promotion. Looking for 
challenging opportunity requiring three 
men in one after April Ist. 
Box 9445, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


BOSTON - VICINITY ADV. MANAGERS 
Professional. assistance in preparation of 
Annual Reports, Catalogs, Folders, Pack- 
age Designs, etc., for hire by the hours, 
month or job. For no obligation discus- 
sion of your layout, type or finished art 
problems write— 

Box 9405, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
SPACE SALESMAN 10 years exp., Chi- 
cago area, married, age 39, good record, 
25% travel, wants future. 

Box 9404, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
TECHNICAL COPY WRITER, FREE 
LANCE, extended engineering back- 
ground, 20 yrs industrial advertising & 
selling experience. Creates sound, crisp 
campaigns, industrial copy, catalogs, man- 
uals; complex mechanical or chemical 
assignments invited. 

Box 9413, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


SITUATION or partnership wanted. For- 
mer owner of successful trade publica- 
tions. Experienced in all phases of the 
business. Tops at building lineage. Fi- 
nancially secure. Will invest, profit share 
for services or consider a job with no 
limit on earnings. Maintain completely 
equipped office. Write: E. H. Ellison, 127 
N. Dearborn St., Chicago 2, Ill. Suite 1341. 


WORKING MOTHER'S HOUSEKEEPER 

For daytime work in Manhattan home 
with child, Elizabeth Kehoe is ideal 
household executive, available May 15. 
She has run my home 2 years taking 
complete care of 4-year-old plus 7-month- 
old baby from birth. (My moving neces- 
sitates parting.) Because of her extreme 
capability and devotion, I wish to see her 
in a happy position where she will be 
needed and appreciated. Contact her 136- 
94. Roosevelt Ave. Flushing, evenings IN 
3-7265. (signed) Mary Hardin Roberts, 36 
Gramercy Pk., N.Y. 


Advertising Exec. spot in South sought 
by skilled planner-writer-designer: cam- 
paigns; outdoor; mail. ll-yr. 2-job, top- 
media bkgrd. 5-figure min. 37, family. 
Box 9425, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


XCPSHNLY CREATV TV COMML WRITR 
whse xtnsv art bkgrnd hs bn vry hipfl 
in 10 yr sucsfl agncy xprnce on t-fit natl 
accts, seeks new pos whre cn sprd wings, 
soar new hgts, fethr new empirs nst. 
Box 9442, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


VERSATILE - EXPERIENCED 
1l years adv. experience fits me for 
“growth” position as adv. mgr. or asst. in 
growing firm. 5 yrs. exp. retail ad mgr. 
dept. store (nation’s biggest retailer) 5 
yrs. promotion and newspaper adv. mer. 
(current) Layout artist & copywriter. 
Know production; budgeting, U of Minn. 
grad 1943. Prefer midwest location. 

Box 9443, ADVERTISING AGE 

200 E. Tilinois St., Chicago 11, Illinois 


Situation wanted: 28 years old art direc- 
tor, 4 years exper. With top studio now. 
Printed media. Direct or manage studio 
or agency. $7,500.00 
Box 9444, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AGGRESSIVE CHICAGO GAL TIME BUY 
6 years exp. buying AM-TV for $1,000,000 
acct. in 100 important mkts. Fine reputa- 
tion in field. 
Box 9446, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ANCHOVIES TO ZABAGLIONE! 
ABSINTHE TO ZINFANDEL! 
—covered by 10 yrs. Food, Liquor—-selling” 
—writing—sales promotion! College wom- 
an. Mail order writing—Toys—Jewelry. 
Desires agency or Grade-A Industrial. 
Chicago. Present salary 5,800. If ideas 
count—! 
Box 9447, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AD MGR. RETAIL FOOD 10 Yrs. Exp. 
Seeking challenging future. Efficient, ca- 
pable administrator, all phases-age 35 
Box 9448, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICITY-P.R. DIRECTOR 
Group supervisor for 4A agency 
for No. 1 job. 
Box 9449, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y 
EGGHEAD WRITER with common touch 
and agency experience will freelance pol- 
icy speeches, public relations booklets, 
and other material needing ability to 


ready 


CREATIVE LAYOUT ARTIST 
9 yrs. experience in adv., dir. mail, & 
sales prom. from idea to finish. Will re- 
locate from N.Y.C. 
Box 9450, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PRODUCER 
TV & MOTION PICTURES 
Aggressive producer desires position with 
Ad Agency, PR, or industrial firm. 15 
yrs. motion picture experience—5 years 
producing TV commercials. Age 36, cur- 
rently employed by large Mfr. Prefer 
West Coast. Resume on request. 
Box 9451, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FEATURE WRITER available. Extensive 
newspaper background—as star female re- 
porter, assistant to editor on large sub- 
urban paper. Now desire free lance as- 
signments in feature and publicity fields. 
Box 9452, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
It is my understanding good media men 
are hard to find. This one has talent, ma- 
turity, 12 years space selling—good rec- 
ord—Age 45—married—Chicago area. 
Box 9453, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FARM PROMOTION 
Available after free-lance handling of 
sales promotion projects on large farm 
machinery account. A man with 10 years 
broad experience in farm PR publicity, 
advertising and promotion for wide range 
of products and services. 2 years agency, 
3 years association work, experience in 
food. If you seek imagination, know how 
and top contacts, lets talk. Age 38. 
Box 9454, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AD MGR (or ASST.)—46 yrs. exp. copy, lay- 
out, prod.—natl. adv., sis. promot., P/R. 
Box 9455, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Reproductions of your comprehensives in 
full color — short runs — fast service 
Skokie Colorgraph, Inc. - ORchard 4-7400 


MARKET RESEARCH 


ENGINEER 


$10 - 12,000 


think. Rev. D. Sullivan, 70 Park Hill Ave., 
Yonkers 2, N. Y. 


For further information write: 


WESTERN BUSINESS PUBLICATION FOR SALE 
PUBLISHER ORDERED TO ‘“‘EASE UP” 


This is truly an excellent opportunity to take over a highly profit- 
able publication, with great possibilities for increased 


p :* een more than 15 years, it is rated absolutely tops in its 
eld. 


Annual gross volume around $100,000, with low operating costs. 


Will stand most rigid investigation. Present publisher willing to 
stick around until new owner is thoroughly established. Priced 
right and terms can be arranged 


Box 513, Advertising Age, 480 Lexington Ave., New York 17, N. Y. 


usiness. 


ASSISTANT TO PUBLISHER WANTED 


National consumer magazine publisher 
wants an administrative assistant. Appll- 
cant should have some magazine pub- 
a experience. Unusual opportunity 
for right party to learn all phases of 
magazine publishing. Offices located 
close to metropolitan area. A_ limited 
number of employees now commute from 
city. 

The job will include cooperation with 
publisher on all administrative duties in- 
volving editorial, advertising, circulation 
and subscription fulfillment. 

Salary moderate but not limiting. A 
young man would be preferred. 


Write giving all information as to ex- 
perience, education, age and salary. 
Box 514 ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 


—Opportunity 
in Nebraska_ 


Here’s a chance to leave the rat race and 
still remain in the agency business. Need 
& man to run an established branch op- 
eration for a large Denver Agency, serv- 
ing Lincoln, Omaha, St. Joe Area. - 
quires a complete agency background— 
copy—rough layout t 
ment—media—the works. Experience in 
the agricultural field almost essential— 
food experience helpful. Business in the 
area is seeking complete agency servicé, 
and the potential is great—opportunity 
to build up branch staff backed by com- 
pletely departmentalized home office 
the billings. Write a complete summary of 
Good beginning salary that will rise with 
experience and background—snapshot— 
samples in agricultural 


Box 512 
200 E. Illinois 


and food fields. 


ADVERTISING AGE 
St., Chicago 11, Illinois 


| Age 26-35. College degree. Solid 
| background in field market research 
| studies to determine price and market 
potential, and to interpret this infor- 
mation into statistics. AAAA company. 
Industrial products. 

Opportunity to advance into top man- 
| agement through marketing. 


B. L. CLEM 


DRAKE PERSONNEL, INC. 
220 S. State + Chicago + HA 7-8600 


PRACTICAL, CREATIVE GUY 
IS LOOK eee 

. . . for company, agency or publication 
that can heavy experience in 
farm, industrial and food ingredient adv 
and S. P. Now directing $500,000 all-media 
budget, midwest. Can write, contact, sell, 
speak & administrate effectively. Publi- 
cation & PR exp., too. College, family, 
33, relocate. Write! 

Box 511 ADVERTISING AGE 

200 E. Illinois St., Chicago, Ill 


Top notch artist, writer, production su- 
pervisor, director: slide film, slides, full 
animation, TV, motion picture, filmo- 
graph, color and bi & wh 

facilities: nine years handling 
tional accounts, (client contact, > 
story board, art, camera, production) 
Ready now to jump on your problem 
account, do the hard work, and deliver 
the job you want. Freelance and reliable! 
co 5- Box 504 Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


OPPORTUNITY FOR 
MEDICAL 
COPYWRITER 


We have an attractive op- 
portunity for a man or woman 
with a flair for clear, persua- 


sive, accurate writing, with 
sound technical background, 
creative imagination and good 
judgment. 

Excellent working condi- 
|| tions, comprehensive benefit 
program, suburban environ- 
ment. 

Please give details about 
your background, education, 
and previous experience in 
| your letter to: 

Advertising Manager 
Hoffmann-La Roche Inc. 

Nutley, New Jersey 


can you qualify? ??? 


promotion manager with 


enormous. e advertising and 


lay a vital role in not o 


The basic requirements are: 


College degree, preferably 
engineering; 

High amount of ambition, 
sourcefulness; 

Proved ability to get along 


Chicago for appointment. 


SALES PROMOTION OPPORTUNITY 


Rapidly expanding national company 
seeks outstanding Advertising Manager 


A highly respected and nationally known com 
cellent growth record in the electrical and electronics field is 
seeking a really excellent young (25-35) advertising and sales 
experience in OEM marketing. This 
opportunity is unique in that the advancement possibilities of the 
man chosen will be dependent solely upon his own abilities. The 
new product we have to promote has achieved virtually instan- 
taneous — -r- from the users and its market potential is 


y the growth of this pr 
ut also in the success of the man himself. 


Actual promotion experience in the sale of electrical or 
electronics parts to the original equipment market; 


in own ability to be worth over $15,000 per year by 1962; 
Desire to live in Colorado . 
If you feel you can qualify, phone Central 6-7883 in 


y with an ex- 


promotion of this product will 


uct division, 


in marketing, business or 
initiative and personal re- 
with other people; Confident 


. .» job location is Denver. 
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COPYWRITER OFFERS— 
IN LIEU OF AGENCY EXPERIENCE: 
Eight yeors of sales promotion writing in 
the radio-TV, magozine and newspaper 
fields: presentations, brochures, booklets, 
direct mail, trade ads—to advertisers, 
dealers, distributors, consumers. 
Versatility, daptability, imaginati 
proven by the above record and my 
samples. 
Brains—to 
through. 
The earnestness that comes from wanting 
something very much—in this case, to 
put my talent to work for a 4A. 
Age: 33. Present salary: $10,000. Will 
relocote. Preferably West or Southwest. 
P.S. Hove you ever met a media soles 

promotion mon who hos not been 

involved with products? 

Box 510, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


originate, analyze, follow- 


‘Light, Slow-Brewed’ Is 

Theme of Heidelberg Push 
Heidelberg Brewing Co., Ta- 

coma, plans to use more than 40 

newspapers, plus an “even larger” 

number of tv and radio stations, 


|to spread its “light, slow-brewed” 


story in Washington, Oregon, Cal- 


\ifornia and Idaho. An outdoor 


campaign, which will “take a sub- 
stantial chunk of the company’s 
yearly budget,” is also planned. 

MacFarland, Aveyard & Co., 
Chicago, is the agency. 


ADVERTISING AND SALES 
PROMOTION MANAGER 
WITH SUCCESSFUL 
SALES EXPERIENCE 


Is interested in consumer prod- 
ucts that can be merchandised 
through wholesale and retail 
channels. Creative thinker, 
proven organizer with excep- 
tional ability to promote. Solid 
background in advertising, sales 
and business management. Now 
serving in a top-level capacity. 
Present salary in 5 figures. De- 
sires to join an aggressive com- 
pany in Chicago or Minneapolis 
areas. Box 506, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


IMMEDIATE AVAILABILITIES! 
MERCHANDISING MGR..... .$15,000-18,000 


Must possess solid history in frozen 
foods or related packaged products. 


SPECIAL EVENTS MGR... ...$12,000-15,000 
Should possess good knowledge of 
P/R and Press Relations as aogeee 
dept. store special events activities. 
Age 25-35. 


COPY CONTACT MAN............ $12,000 
Must be eens in industrials with 
emphasis on electrical and/or elec- 
tronic products. 


GEE ob Si8-00 0408 $9,000-10,000 
Should have strong history indus- 
trials. Electrical and/or Electronics 
products helpful. 


For these and other current openings 
contact me in confidence. 


GEORGE E. PYLKAS 


Executive Advertising Consultant 


CADILLAC EMPLOYMENT AGENCY, Inc. 
220 $. State St. Chicago WA 2-4800 


NOW AVAILABLE, ADVERTISING KNOW HOW 
WINDOW DISPLAY-MERCHANDISING PROC- 
ESS serving individual needs of P ER 
WHOLESALER-RETAILER, In GROCERY-DRUG 
HARDWARE FIELDS, collective promotion 
with assured acceptance. 
Box 503, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Illinois 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


PR ACCOUNT EXPERIENCE? 
LET’S TALK BUSINESS 


Here’s what we want: 
Trained publicity writer to 
work on established na- 
tional accounts. 


Here’s what we offer: 

Job with public relations 
account executive poten- 
tial. 

Salary commensurate with 
your experience. The ad- 
vantages of a friendly, 
small-city life for your 
family, coupled with the 
pace and excitement of a 
metropolitan agency. 


If you think we're not far apart, 
write immediately to: 


DICK BAKER, V.P., PUB. REL. 
The Brady Company 
Appleton, Wis. 


Space for 2-3-4 man art studio—heavy 
on layouts able to handle art production 
—some illustrating and lettering. Medi- 
um size agency buying upwards of 
$15,000 a year in art will make space 
available to right group. Ask for Mr. 
Witt at DE 2-5110, Chicago, Illinois. 


“Our 46th Year” 
COPY—varied experience, 


unusual cam; $17-20M 
COPY SUPERVISOR. Industrial, 

some consumer to $14M 
TV WRITER, Retail, inch 

hard sell and “pitches” $10-11M 
COPY TRAINEE, food $5,000 


GLADER CORPORATION 
“The Agency's Agency” 
Dir. Ady. Div. 


Don Harris, 
110 S. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 N. LaGALLE. CHICAGO 1LLUINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
PUBLICITY 


EDITORIAL ASSISTANT 


Excellent growth and development 
opportunities; preparing and initiat- 
ing releases and articles for news- 
papers and other periodicals. Also 
assist in editing company magazines. 


Should have journalism or adver- 
tising background. Age 24 to 29. 
Please write or call KEystone 9-8210. 


VICTOR ADDING MACHINE CO. 


3900 N. Rockwell 
Chicago 18, Ill. 


FLY IT > FLY IT > FLY IT > 
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; (Trace MaR«) 
; BUY & USE This Modern Rag Content ; 
| AIR MAILSTATIONERY | 
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“TRIAL BOX $1.29 ; 

36 letterheads, 24 envelopes, 12 labels ; 
HARRY BLOOM & SONS : 

121 No. 7th St., Minneapolis 3, Minn. 1 

' 


ADVERTISING 
Account Man 


Expanding Chicago agency is able 
to offer top brokerage deal to 
agency man with own billing or 
“one-man” agency who can make 
more on his accounts if he can 
eliminate expense of maintainin 
own office. Better surroundings an 
cooperation with or without services 
of top talent. You are not with us 
now or you would know of this ad. 


Box 507, Advertising Age 
200 E. Illinois St., Chicago 11, Ill: 


TO A MAN 


WHO LIKES TO WRITE: 
NEWS RELEASES 


TECHNICAL ARTICLES 
ADVERTISING COPY 


and has a strong background 
in the graphic arts industry. 


() (The more practical experience 
the better). New Jersey printing 
equipment manufacturer offers 

() real opportunity, good starting 
salary, advancement through 
demonstrated merit. 


/) your career ambitions are, your sal- 
ary expectations, how soon you can 
() start. 


Creative Writers Get a Research 
Key in Dichter’s Many-Worded MRP 


(Continued from Page 2) 

mainly talking to people like me.” 

Reactions are marked on a card 
as varying degrees of “yes” or 
“no,” scaled from + 10 to —10. Out 
of this should come a score, in fact, 
a number of scores, since the ques- 
tions are framed under four cate- 
gories: Interaction (including the 
above questions), integration, in-| 
ter-relation and activation. 


s Other standardized tests meas- 
ure (1) the viewer's ability to re- 
call in sequence what went on 
visually and on the sound track of 
the commercials, (2) the viewer’s 
physical reaction to the commer- 
cials (by means of an animatic 
camera) and (3) such abstruse el- 
ements as “brand differential pow- 
er” and “projected purchase mo- 
tivation.” 

Furthermore, the client also gets | 
a non-standardized “custom-made” | 
test, based on his own specific mar- 
keting objectives. This appears at) 
the end of the testing as a “focused | 
interview schedule’—“We guide) 
the people onto certain subjects 
and then let them talk on,” said Mr. 
Shepard. 

Nor are these all the MRP par- 
aphernalia. There is also a great 
deal of ‘creative analysis” 
(“Why?”). and a series of sessions 
with the ad agency’s writers, un-| 
der the heading, “creative guide-| 
posts” (“What to do about it?”).! 

Base price for one whole “com-| 
prehensive comparative analysis” 
of three commercials: $4,500. 


| 
s This, however, is only a base 

price. Dichter people prefer to 

think of the new offering as a} 
continuing professional service | 
backed by a long-term contract. | 
Thus, said Mr. Shepard, a client) 
might invest $10,000 to $50,000 a/ 
year in an annual retainer, with | 
the understanding that the insti-| 
tute would analyze a minimum of | 
12 or more commercials during | 
the year, and generally do what! 
was needed to provide a “continu- 

ing measurement of tv sales e-| 
fectiveness.” 
} 


Little Again Is 
Colgate President 


‘as Sims Resigns 


(Continued from Page 3) 

in July, 1955, and Mr. Little again 
moved to the chairmanship. Mr. 
Sims started with the company as 
a salesman and had been exec vp 
since 1952 and a member of the 
execu 4: committee since 1953. 
When Colgate-Palmolive Interna- 
tional was formed in 1953, he be- 
came its first president. | 

In the past ten years, Colgate’s 
domestic sales have gone up some 
10%, while profits have been 
halved. During the same period, 
overseas sales trebled, and divi- 
dends remitted to the parent com- 
pany doubled. In fact, more than) 
50% of Golgate’s total net income | 
for the first nine months of 1956 
was accounted for by dividends 
from foreign companies. 


s Other activity in the company 
this week included the election of 
William T. Miller as vp in charge 
of a newly created household prod- 
ucts division. This includes soaps 
and detergents. Mr. Miller joined 
the organization in 1931 and since 
has served in international sales 
and advertising capacities. For- 
merly managing director of the 
English company, he has been 
president and general manager of 


the Mexican subsidiary since Jan- 
uary, 1956. e 


Before throwing its MRP service 
open to the whole ad community, 
the research company installed it 
on a continuing basis with several 
of its regular clients, such as 
Wildroot. 

The Dichter executives empha- 
sized that “we do not write the 
scripts—the creative writer him- 
self still has the creative job to do.” 
Nevertheless, creative guidance is 
a big element in the new package. 
Mr. McMahan was hired away 
from McCann-Erickson, where he 
was vp in charge of tv commercial 
production, specifically to handle 
this aspect. 


® His job, he said, will be to guide 
writers in “practical creative 
translation” of the research find- 
ings. “Our research is aimed at 
plotting out the most fertile areas 
in which the creative writer can 
work,” he explained. “In addition 
we will try to point out potential 
techniques and remedies, and pos- 
sibly even areas of improvement.” 

As an example he and Mr. Shep- 
ard pointed to research which pre- 
ceded the current Pepsodent cam- 
paign. “We never 


where the yellow went’ commer- 
cial,” Mr. Shepard said. “All we did 
was advise Foote, Cone & Belding 
to return Pepsodent to its tradi- 


thought of) 
anything like the ‘You’ll wonder} 
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tional position as a fun-to-use 
toothpaste.” 

The researchers also made a 
point of playing down the scoring 
or rating parts of MRP. “This 
should be seen as only a part of 
the total analysis of commercial ef- 
fectiveness. Its main place is in 
telling the client how well he’s do- 
ing his own job.” 


s And how have agency creative 
writers taken to MRP? Excellently, 
according to Mr. McMahan, who 
found it the “first instance in 
which the barrier between re- 
search and creative has been ef- 
fectively broken.” 

The reason? “Most research is 
hindsight,” he said. “But in the 
case of MRP it is a working tool 
toward the future.” 


Gartield-Linn Advances Witt 
Garfield-Linn & Co., Chicago, 
has named Robert Witt, formerly 
an account supervisor, general 
manager and an agency principal. 
Before joining Garfield-Linn six 
years ago, Mr. Witt was director 
of advertising and public relations 
of the National Appliance & Ra- 
dio-Television Dealers Assn. 


Atlantic Paper Names Franklin 

S. W. Franklin has been ap- 
pointed vp of marketing of Atlan- 
tic Gummed Paper Corp., Brook- 
lyn. He formerly was general sales 
manager of the cup and container 
division of Hudson Pulp & Paper 
‘Corp. 


Again Available... 
The National Newspaper Promotion Assn’s. 


A Report of What Newspapers 
Are Doing to Encourage 
Youth Readership. 


Teen Scene is a 55-page book which 
contains detailed instructions for 
carrying out more than 150 ideas now 
being used successfully by 53 Ameri- 
can newspapers to create, build and 
maintain readership among young 


readers. 


More than 150 Proven, 


Workable 


Ideas in These Categories: 
Youth Features, Pages, Columns 


Current Events 

School Participation 

In-Plant Services 
Scholarships 


To Opder- 


. 

' 

| Send $1.65 (including postage) to 

' Clarence W. Harding, NNPA Director, 
South Bend Tribune, South Bend 26, Ind. 
. PO... -' ce atlate <ésecaen tae 
1 

} Organization - -- - -- - - 

' 

; Pees. . ds 6d SE 

1 

' ee ee ee 

! 

SPUD. con Sen ec cee 


Contests 

Supplements 

Use of Other Media 
and Awards 


Oe @ 222 222 224 


Lease eeae eee e seer eer rrr er rr rr aa aawaed 


ae sc = amg Se a ee) cree gS oc ee ame Go a Bei eso ai Fes ay. MAMI ee i lege ME Re SR Nemec ci eb 7 aI a RA Uh uo IR oe gl eral eI a se ae SSAA pe eae a a ee es, 
2 ae ee A ten le el ee ns 
pe ee | ne ae Ce ee creas. i i. a’ ei RS i 2th 
Rees Se a el senate Laetae ereeEeyeS in a ee < Sipe ol Seer ee ete ee, F ED tes ete ee eee: Soe Aas td : Bus Pen ee ae cSt hn 
a eer a eee ee ee ee ee ee ee ee ei 
Se ee ee ee ee a ee a ee a ee 
P 7 
j = 1 
' | ? 
a 
; | 
= | : 
| = 
| a 
: 
: | | : 
’ 
g | = 
; | : 
| a | 
} 
a 
. ond s 
P Po pe | : 
iy ' 
Po : ) 
, 
Seeeaelindemnanieitametamal po | 7 AS 
| \ 
a pe 
: —ittttttt ttt ttt ttt ttt 
_ | | f= | ee 
Inc. | 
Pe 
pie wo ere a Ss 
; 
| Po 
7 | 
| | 
po | 
. | 
| Po ! 
Q ' 
Y ! 
| 
! 
' 
Box 509, Advertising Age ' 
$20 serots doe, Nee Yes 7) | 7 
Es OE, ee 
pte a yee , Nee eee : one fo eee oe re ” Peer ; Tete re 
ee oe pe cme Be ton SORES | LE ee ee he LANL a adie ae geile a) ae vas en dna et ea = ere ae ee: bese) Eee a, oe ee 
ee en OTe sO eam sites on ore ee ae eee es ee an Oe, eae ee ee eee ~ no en riene e A eee ee 7-2 sa ae Dae ere See: 
pat Fae gle! gre O Nelieg Bi aie. ee Be tt oie eee ne a aig a De GA Settee dl ek IN 4 a are at ee Bee at kire Ss ee ee a a me Se NT os lil ea Pee as eee f oe 
a ee Ua WR ha oleh Soe Ma ae 3f RE ah ile MET ee, ans sa) Em teu ee et ect” Fo Malin Mle a Se CAS * ag en ys POG gore On We aged See ee ees ok ©, ae pen Mats eat 
Se re ee ay ee) | Se eee: aoa 


Py 


‘fuse license renewal 


FTC-FCC ‘Team’ 
Battles Offending 
TV Commercials 


(Continued from Page 1) 
thing” about tv commercials. Soon 
afterward FCC negotiated a “liai- 
son agreement” with FTC which 
obligates FCC to keep broadcasters 
informed of all official steps taken 
by FTC. 

There have been some frantic 
reactions from advertising people 
as well as broadcasters, who think 
FCC is overplaying its hand. They 
concede the FCC could properly 
notify stations of cease and desist 
orders issued against any tv com- 
mercial. On the other hand they 
see no justification for FCC to 
pass along news of complaints, or 
initial decisions, since these are 
only tentative actions which fre- 
quently are reversed. 


® Advertising people are partic- 
ularly annoyed, arguing that any 
action by a broadcaster on the 
basis of a complaint or initial de- 
cision in effect denies the client 
the full benefit of due process. 

They also are inclined to tell 
off FTC and FCC, contending that 
FCC’s stranglehold over the broad- 
caster is being used to give FTC 
teeth which Congress never in- 
tended it to have. 

These complaints still have not 
had any impact on the government 
agencies. Both say there can be 
no doubt that Congress wants 
something done about question- 
able tv commercials. FTC says it 
is merely keeping FCC informed, 
while FCC takes the position that 
broadcasters are supposed to pa- 
trol 
action or inaction on the part of 
the government. 

FCC spokesmen take the posi- 
tion that the commission is merely 
doing a “friendly thing” for sta- 


tions—that it’s still up to the sta-| 


tions to decide whether to continue 
to carry a commercial. 


s In the past, FCC spokesmen 
note, the FCC has always notified 
stations of complaints received 
from the public regarding false 
advertising. The commission made 
no effort to pass on the validity of 
these complaints, merely passing 
them along so that the station man- 
agements could check what went 
out. 

The new arrangement specifies: 
“Where a representation or state- 
ment disseminated by radio or tele- 
vision forms the basis or partial 
basis for the issuance by FTC of a 
complaint, an order to cease or 
desist (including initial decisions) 
or acceptance of a stipulation, the 
FCC will be provided with a copy 
of such documents together with 
the call letters and locations of 
the stations which broadcast the 
questionable representations. 

“The FCC proposes to commun- 
icate the above information to the 
stations involved in order that such 
stations may be fully informed in 
the matters and be in a position to 
consider taking action consistent 
with their operation in the public 
interest. 


s “Consistent with the above, li- 
censees should not rely solely on 
the action or inaction of the FTC, 
nor should they suspend their own 
continuing efforts in determining 
the suitability of advertising ma- 
terial to be broadcast over their 
facilities. Thus, advertising sim- 
ilar to that found to have been 
deceptive should raise questions 
on the part of broadcast stations as 
to the propriety of such material.” 

While FCC has authority to re- 
to stations 
which are found not to be operat- 


their stations regardless of} 
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PLEA—A campaign of newspaper 

pages seeking support for Stanford 

University has been launched in 

the Los Angeles Times by Stanford 

Associates, a volunteer group. Gene 

K. Walker Co., San Francisco, is 
the agency. 


ing in the public interest, there 
are no instances in which renewals 
have been refused for carrying 
false advertising. Several years 
ago, however, renewal of WBAL, 
Baltimore, was delayed after a 
competing applicant appeared and 
argued that the station had been 
badly over-commercialized. ° 


British Ad Group 
Refuses Support 
of TAM Contract 


(Continued from Page 1) 


committee has been called to con- 
ser the next step. The Incorpor- 
ated Practitioners in Advertising, 
the agency group, also has con- 
vened an emergency session. 

Bedford Attwood, head of TAM, 
conceded today that the new de- 
velopment “obviously washes up” 
the five-year contract offered last 
month. He was confident, however, 
that TAM could secure sufficient 
business in open competition to 
|carry on. 

In announcing its withdrawal, 
| the ISBA explained that it could 
| not go along with the steering com- 
mittee decision because its mem- 
bership was divided on the merits 
of the two services. 

The first research contract for 
commercial tv was placed with 
TAM last year. This contract ex- 
pires in June. TAM and Nielsen 
were the sole competitors for the 
new contract. 

In the barrage of literature it has 
laid down in recent weeks, follow- 
ing the contract offer to TAM, 
Nielsen has urged advertisers and 
agencies not to sign up for what it 
called “a monopoly research serv- 
ice.” The latest of these broadsides 


| 


| was entitled, “The Tender Trap.” | 


| Arthur C. Nielsen, president of 
|the American parent company, has 
been in London in recent weeks, 
watching the struggle. He has 
since left on a tour of Nielsen of- 
fices in Europe. The company is 
reportedly planning to open a new 
operation in Sweden. ° 


‘McCall's’ Names Allen to 
New Post. Moves Cecil 

George H. Allen, director of 
jsales promotion of McCall’s for 
|the past seven years, has been 
named assistant publisher and gen- 
}eral manager of the magazine. He 
continues as director of public re- 
lations and sales promotion. In his 
new post he will be responsible 
for over-all business policies of 
McCall’s. 

William B. Cecil, formerly on 
| the fashion and fabrics advertising 
|sales staff of McCall’s in New 
| York, has transferred to the mag- 
azine’s Cincinnati sales staff. 


i Agency Hits FTC-FCC ‘Teamwork’ 


Attempt at ‘Coercive Control’ of Ads 


(Continued from Page 1) 


jon NBC for more than a year 


without incident. 


s If the action which the letter 
threatens takes place—that is, the 
commercials are declared unac- 
ceptable because the FTC lodges 
a complaint against the adver- 
tiser—this is equivalent, the agen- 
cy feels, to finding its client guilty 
of misleading advertising without 
his having had a chance to prove 
himself innocent. 

“On its face alone, the FCC pub- 
lic notice announces a policy and 
a procedure which are patently 
illegal, insofar as they attempt to 
set up a coercive control over ad- 
vertising through the use of the 
power to license radio and tv 
stations, which will circumvent 
and nullify the safeguards imposed 
by Congress and the courts,” the 
agency’s attorney asserted. 

“It should be made clear that no 


one attacks the basic policy of | 


condemning false and misleading 
advertising whenever they may 
appear, but we are attacking what 
amounts to condemnation and 
punishment prior to full opportu- 
nity to defend and prove the truth 
of the material to which objection 
is being made.” 


® The agency, which received the 
warning note from NBC’s con- 


tinuity acceptance department, 
asked that its name not be re- 
vealed. It also declined to say 


which of its drug accounts is in 
danger of being blue-penciled by 
the NBC censors. 

Carl Watson, New York man- 
ager of continuity acceptance for 
NBC, said this incident does not 
represent a new policy at the net- 
work, nor did it come about 
as a result of the recent FCC an- 
nouncement to stations that they 


would be apprised of FTC actions 
against misleading ad claims in the 
early stages. 

Mr. Watson said the letter 
climaxed a series of correspon- 
dence relating to the copy ap- 
proach of this particular account, 
which the network feels is overly 
competitive. He called attention 
to the opening paragraph in the 
letter to the agency. 

“We want to go on record as 
deploring any derogation of a com- 
petitor. Such a technique in our 
view reflects negatively [and] is 
an abuse of advertising.” 


s Mr. Watson pointed out that the 
network favors the positive ap- 
proach in advertising. It is rou- 
tine for the continuity acceptance 
department to discuss negative, 
overly competitive copy with 
agencies and to try to get them to 
change the approach. 

NBC sources said the commer- 
cials which prompted the letter 
have not yet been seen on their 
| Stations. They were offered for a 
|schedule on the network’s owned 
| stations. These sources, which 
point out that the whole pitch of 
the new campaign is negative, 
don’t believe the spots have been 
|aired anywhere yet. 

At NBC, management, not the 
continuity department, will make 
the final decision in this matter. 
However, it is believed that three 
out of five films submitted for the 
campaign received an “unaccept- 
able in current version” stamp 
from the continuity department. 

As this story was written, the 
agency had not taken its fight 
with NBC upstairs, though it prob- 
ably will do so eventually. 
| So far no other cases have been 
| uncovered where an advertising 
campaign has been directly af- 
fected by the FCC’s closer ties 
with the FTC. e 


Malitz, ABC Seek 
to Fill TV Fight 
Gap Left by Pabst 


New York, March 21—With 
Pabst Brewing Co. bowing out, the 
tv rights to the Wednesday night 
fight series have been acquired by 
the American Broadcasting Co. 
and Lester M. Malitz, Leo Burnett 
Co. vp who is leaving the agency 
to produce the telecasts. 

The International Boxing Club, 
as indicated earlier, will continue 


|as promoter of the weekly sports 


attraction. Mennen Co. remains as 
co-sponsor. 

The price for rights remains the 
same as it was under the old con- 
tract—$i8,500 weekly to the IBC, 
with each fighter getting $4,000 of 
that amount. 


e Mr. Malitz, who has been as- 
sociated with these fights since 
they started on tv in the fall of 
1950, has resigned from Burnett 
Co. effective June 1 (AA, Feb. 25). 
He will set up shop as an inde- 
pendent producer to handle the 
televised bouts. 

Mr. Malitz also said he “will 
negotiate for championship con- 
tests with any promoters who may 
have tv rights to sell to such title 
bouts.” A separate budget has been 
set up for the inclusion of such 
contests if they become available. 


® The IBC currently faces a possi- 
ble anti-trust clampdown for al- 
legedly monopolizing televised 
championship fights. A middle- 
weight title meet will be televised, 
as originally planned, on May 1; 
this was scheduled before the an- 
nouncement of the federal judge’s 
decision against IBC. 

Jim Holmes, who has been di- 


recting the Wednesday fights since 
1953, will continue in that capacity 
as a member of the Malitz organ- 
ization. Other staff members will 
be announced later. 


® The Wednesday fights currently 
are carried on ABC Radio as well 
as tv, but the sponsors buy tele- 
vision only. On radio, the bouts 
are sold on a co-op basis. 
Broadcasts of the matches are 
expected to continue on ABC, but 
radio rights are not included in the 


will have to be negotiated sepa- 
rately. The tv sponsors will get 
first crack at buying radio cover- 
age. e 


New Ad Post; Forms Zone Staft 

Allstate Insurance Co., Skokie, 
Ill., has appointed Robert E. Gor- 
man, advertising director since 
1947, to assistant vp in charge of 
advertising. He 
will direct 
advertising for 
the new Allstate 
Life Insurance 
Co. (see story on 
Page 104) as well 
as for the auto, 
fire, general lia- 
bility and theft 
lines sold by All- 
state. Also under 
Mr. Gorman’s di- 
rection is a new 
field advertising staff with an ad 
manager in each of Allstate’s five 
zone headquarters. 

The Allstate zone advertising 
managers are Charles Oysler, Sko- 
kie; Thomas F. Kiernan, Menlo 
Park, Cal.; John W. Dear, Atlanta, 
William H. Rauch, Murray Hill, 
N. J., and Joseph A. Wall, White 
Plains, N. Y. 


Robert E. Gorman 


contracts signed this week. They | 


Allstate Advances Gorman to) 


the | 
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‘McCall's, ‘Journal’ 
Split Unduplicated 
‘Companion’ Subs 


(Continued from Page 1) 


Companion subscribers against 
the subscription lists of the Jour- 
nal and McCall’s. 

The findings: 741,358 Compan- 
ion subscribers were taking nei- 
ther the Journal nor McCall’s. 
These will be divided between the 
latter magazines, every alternate 
name going to each. Of the first 
1,000,000 names, 55,242 subscribed 
to all three books. Another 101,012 
subscribed to the Journal but not 
McCall’s, and 102,388 subscribed 
to McCall’s but not the Journal. 

“The final number of fully paid 
Companion subscriptions cannot 
be determined for some time,” 
said the announcement, “but it is 
unlikely that there will be as 
many as 1,000,000 more to check.” 
Only fully paid subs are being 
transferred to McCall’s and the 
Journal. 


s In February, ADVERTISING AGE 
estimated the two monthlies 
would divide a mailing list of 
about 1,300,000—which could give 
each magazine a total of 650,000 
in new circulation. 

McCall’s and the Journal plan 
to add the new subs to their lists 
as rapidly as possible, and both 
will report on the transfers in 
their ABC statements. 

Both magazines assumed that 
the duplication pattern will not 
|change in future checking. So far, 
| the check shows 5.5% of ex-Com- 
| Panion subscribers took both the 
Journal and McCall’s. Another 
10.1% took the Journal, and an ad- 
|ditional 10.2% took McCall’s. 
| About 74.2% were unduplicated. 


C-C PRINTING PLANT 
SOLD TO DONNELLEY 

New York, March 21—Sale of 
the Crowell-Collier printing plant 
at Springfield, O., to R. R. Donnel- 
ley & Sons Co., Chicago, for $3,- 
| 894,374 was approved yesterday 
by Crowell stockholders. 

The stockholders were told that 
$1,725,783 of the sale proceeds will 
be used “to pay notes secured by 
mortgages on the plant and to pay 
certain current liabilities” of Cro- 
well-Collier. 

Included in the sale are the 
land, buildings and substantially 
all printing equipment. 

Until their suspension, Crowell- 
Collier used the plant to print 
Collier’s, Woman’s Home Compan- 
ion and American. 

Wilton Cole, board chairman, 

|told the stockholders that C-C’s 
book publishing subsidiary, P. F. 
Collier & Sons, and its radio sta- 
| tion, KFWB, Los Angeles, are 
|“very healthy businesses.” 

Mr. Cole expressed “complete 
confidence” that Crowell-Collier 
would work out of its debt situa- 
tion by some time in 1958. He said 
book publishing profits would lay 
the foundation for obtaining $2,- 
600,000 in working capital needed 
this year. . 


10 Manila Agencies Form 
Philippine Ad Assn. 

Ten leading agencies in Manila 
have formed the Assn. of Philip- 
pine Advertising Agencies. Char- 
ter members are Ace Advertising 
Agency; Adcraft Philippines; Ad- 
makers; Art Domingo Advertising 
Ltd.; “rant Advertising; Ideas 
Inc.; J. Walter Thompson Co.; Pan 
Pacific Advertisers; Philippine 
Advertising Counselors; Philprom 
Inc. Grant and Thompson are, of 
course, branches of American 
agencies. 

These 10 agencies handle the 
bulk of advertising done in the 
Philippines. In 1956, the billing 
through these agencies came to an 
estimated 12,910,680 pesos (rough- 
ly $5,000,000). 
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Dairy Group Lands 
‘Lucy’ Film Re-Run 
for Next Season 


Cuicaco, March 20—American 
Dairy Assn., which has been mov- 
ing around in the tv and radio 
media for a couple of years, has 
made another cast for next fall— 
and come up with “I Love Lucy.” 

It won’t be the present film 
show, however; latest intelligence 
has it. that there won’t be any 
such next season. The dairy group 
will sponsor on alternate weeks a 
film revival—on the CBS-TV net- 
work—of the best 50 or so of 
“Lucy’s” 360 shows to date. The 
co-sponsor apparently hasn’t been 
named yet, but the time has: 6 p.m. 
(EST) on Sundays. 

ADA made the announcement 
at its 18th annual meeting this 
week, during which it approved 
the “Lucy” proposition as a tv 
successor to ABC-TV’s “Disney- 
land.” Three weeks ago ADA de- 
cided to drop its co-sponsorship 
of the Disney show and find a ve- 
hicle whose audience contains a 
higher share of the adults whom 
the trade group now considers to 
be its main target. 


s What other tv shows, if any, 
will be included in ADA’s ’57 
budget of $5,175,000 was not an- 
nounced. But there did seem to be 
a movement toward other media, 
including a tempered return to 
radio and a strong emphasis on 
print. 

Print media scheduled on a reg- 
ular basis for the coming year 
include Better Homes & Gardens, 
Ladies’ Home Journal, Life, Look 
and Reader’s Digest. Special ads 
will also be run in Everywoman’s 
magazine, Family Circle, McCall’s 
and Woman’s Day, and there will 
be a pre-Christmas cheese gift 
campaign in National Geographic, 
Time and U. S News & World Re- 
port. There will also be frequent | 
insertions in metropolitan mar- 
ket newspapers. 

Radio, which ADA did not use 
last year, will be employed on a 
network spot basis, via NBC. 
Again the emphasis. will be on 


adults—ADA will concentrate on 
evening hours in an effort to in- 
crease adults’ milk drinking. 


s It was not always thus. Starting 
more than two years ago ADA 
plunged rather heavily in chil- 
dren’s tv shows. It was a charter 
“Disneyland” sponsor and later 
added “Mickey Mouse Club” for a 
while, following that up with 
“Lone Ranger,” also ABC-TV. 
During that period it dropped ra- 
dio (the evening Bob Hope show) 
and used considerably less print 
than is scheduled for this year. 
Advertising maintains its im- 
portance in the ADA picture this 
year. It accounts for 85% of the 
association’s $6,250,000 farmer-fi- 
nanced budget in °57, compared 
with about 83% last year. 
Campbell-Mithun is the agen- 
cy. e 


Hixson & Jorgensen Names 
Kerr: Adds Seattle Office 

Hixson & Jorgensen, Los Angel- 
es, has appointed Jack F. Kerr a vp | 
and account su-| 
pervisor. For the 
past eight years, 
Mr. Kerr has 
been an account 
executive with 
Raymond R. 
Morgan Co., Hol- 
lywood. 

The agency al- 
so has announced 
plans to open a 
new office in the 
Grosvenor Bldg., 
Seattle, to service the Richfield Oil 
Corp.’s tv program, “Success 
Story.” Edward Arndt, who will 
produce the show, has been named 
manager of the office. 


Jack F. Kerr 


Last Minute News Flashes 


Wickman Out as Executive Director of PRSA 


New York, March 22—Paul Wickman, executive director of the 
Public Relations Society of America, was relieved of his duties today, 
ApverTiIsinGc AcE learned, after he refused to act on a request from 
PRSA to resign the post he has held since last June. The ouster came 
as the result of a “conflict in interpretation of duties’ between Mr. 
Wickman and Dan J. Forrestal, manager of pr of Monsanto Chemical 
and the president of PRSA. Before assuming the PRSA post Mr. 
Wickman had been director of development for the National Society 
of Crippled Children and Adults, Chicago. 


Drew Joins C&W on Colgate; Agency Adds Felton 


New York, March 22—Wally Drew has joined Cunningham & Walsh 
as vp and account supervisor on Colgate-Palmolive Co. accounts, in- 
cluding Super Suds and the recently acquired Brisk fluoride toothpaste. 
At one time advertising manager of Bristol-Myers Co. (the “WD-9” in 
Ipana is named after him), Mr. Drew most recently was an account 
executive at Grey Advertising Agency. Arthur Felton also has joined 


C&W, as vp and director of marketing and merchandising, a newly- | 


created position. Formerly with Bruce Payne & Associates, manage- 
ment consultant company, Mr. Felton will be in charge of an expand- 
ing program in long-range marketing strategy. 


McCormick Names Doherty, Clifford for New Product 

New York, March 22—McCormick & Co., Baltimore, has appointed 
Doherty, Clifford, Steers & Shenfield to handle test market advertising 
for a new grocery product. Both client and agency refused to divulge 
any data on the new product. Initial test advertising in cities still to 
be selected is expected to break in July. Lennen & Newell remains the 
agency for other McCormick products. 


Time Inc. Reports ‘56 Was ‘Greatest Year’ 


New York, March 22—Time Inc. in 1956—its “greatest year of 
growth”—had a net income of $13,850,000 “before an extraordinary 
capital gain” of $15,113,700, resulting from the sale of its interest in 
the Houston Oil Co., the publisher will announce next week. In 1955 the 
net was $9,196,000. Revenues from sales last year came to $229,374,000, 
a gain of 15% over 1955. Net advertising revenues (after deducting 
commissions and discounts) were $165,600,000, an increase of $21,600,- 
000. Life’s ad revenues were up $12,900,000; Time’s were ahead by 
$3,500,000. In January AA reported Life’s 1956 gross revenue as $137,- 
350,000 and Time’s as $42,400,000. 


Newspaper Reps Set Color Promotion, Eye Discount 

New York, March 22—Executives of 20 newspaper representative 
companies are planning a $100,000 war chest to push four-color news- 
paper advertising as a “new national medium.” About 80 newspapers 
in cities of 250,000 and more population will be asked to contribute the 
cost of a four-color page. These newspapers are said to be reaching 
agreement on “sizable” frequency discounts for four-color pages. The 
representative group has engaged a research company to conduct a 
readership survey series on split-run four-color and b&w pages. More 
than 40 ads in five or six markets are being considered. 


Allied Chemical Appoints Ryan Ad Director 


New York, March 22—Michael P. Ryan, formerly with Gardner Ad- 
vertising Co., St. Louis, has been named to the newly created post of 
advertising director of Allied Chemical & Dye Corp. 


Spink Named American Airlines Ad, Promotion VP 

New York, March 22—Shepard Spink, formerly advertising director 
of all Crowell-Collier magazines, has been appointed to the newly 
created post of vp in charge of advertising, merchandising and sales 
promotion for American Airlines, effective April 1. He succeeds James 
H. Cobb, who resigned early this year to become vp and general man- 
ager of the New York office of Burke Dowling Adams Inc. (AA, Jan. 
21). Mr. Spink was advertising director of Fawcett Publications and ad 
director of Life before joining Crowell-Collier. He recently opened a 
business venture in New York, Tycoon Typing Co., a 24-hour typing 
service, which he will continue as a sideline. 


Industrial, Package Design Shop Bows in Chicago 
Cuicaco, March 22—A new industrial and package design shop opens 
here Monday with eight clients, including Genera] Electric, and a con- 
siderable amount of Raymond Loewy talent. Titled Design Dynamics 
Inc., the new company will place emphasis on “merchandising objec- 
tives.” Key personnel are John L. Cox, president, formerly general 
manager of Raymond Loewy Associates; Wayne Williams, vp, also of 
Loewy; Bruce Beck, vp, package and graphic design; Joseph J. Thursh, 
vp, merchandising & marketing, formerly Loewy’s research director, 


|and Robert W. Schier, manager, product design. 


Ansul Chemical Moves to Brady Co. trom K&E 


Marinette, Wis., March 22—The Ansul Chemical Co., manufacturer 
of industrial chemicals, fire fighting equipment, air conditioners and 
refrigerators, has named Brady Co., Appleton, Wis., to handle its ad- 
vertising and public relations, effective April 1. Kenyon & Eckhardt, 
Chicago and New York, is the current agency. The account bills about 
$175,000 annually. 


NBC May Buy in Cuba; Other Late News 


e The National Broadcasting Co. is considering the purchase of a 25% 


interest in a Cuban tv network. A decision will be made in the next 
three weeks. 


e Delmonico-International Corp., New York, has appointed Product 
Services Inc. to handle advertising for its new line of radios and 
phonographs. The company imports parts from six leading electronics 
manufacturers in Europe. 


e Texas Co. will use radio and television spots in a four-week spring 
drive for Texaco, covering just under 100 markets. Minute and 20- 


second spots will be aired starting April 15. Cunningham & Walsh 
is the agency. 


e Sinclair Refining Co., New York, will break a heavy spot radio cam- 
paign soon for its Power-X gasoline. Morey, Humm & Warwick is the 
agency. 
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FCC to Get Tough with TV Firms Who 
Hold Back Business Data from Group 


WasHINGTON, March 20—The| which is also involved in an in- 
Federal Communications Commis- | vestigation of tv networks. 
sion threatened today to get tough The film syndicator is quoted as 
with members of the television in- | saying “some of the data they want 
dustry who have been holding | from us would be immensely val- 
back intimate business informa-|uable to our competitors. In fact 
tion sought by the commission’s|we would gladly pay thousands of 
network study group. dollars to get this kind of detail 

While most persons, firms and | about other companies.” 
companies have voluntarily re- 
plied to the complicated question- 
naires distributed by the study 
group, FCC said, “certain persons, 


s The study group is supposed 
to complete its investigation by 
June 30. However, FCC Chairman 
firms and companies have ignored George McConnaughey conceded 
requests or have expressed reluc- last week that the group may only 
tance to provide voluntarily infor-| have a “rough draft” at that time. 
mation which is essential to the) ‘The actual investigation is being 
study,” the commission reported. carried out by a staff of a dozen 

“Also,” FCC said, “preliminary | specialists under the direction of 
evaluation of some of the data and| pean Roscoe Barrow of the law 
information indicates that in some | sehoo] of the University of Cincin- 


areas it may be necessary to ob-| nati. Chairman McConnaughey and 
tain further information of a more| Commissioners Rosel Hyde, Robert 
specific character.” Bartley and John Doerner are 
serving as a supervisory commit- 
® As an indication of its deter-| tee. ° 
mination to compel compliance 
with its requests, FCC announced 
that special hearings may be held 
for the purpose of compelling in- 
dustry members to provide infor- 
mation which the commission 
wants. 

Members of the commission and 
the network investigation staff 
were given authority “to hold 
hearings, administer oaths, sub- 
poena witnesses, compel attend- 
ance, take evidence and require 
production of any books, papers, 
correspondence, memoranda or 
other records deemed relevant and 
material to the inquiry and the 
performance of other duties.” 


3 Magazines Hike 
Rates; Dell, Ideal 
Groups Drop Theirs 


New York, March 20—Three 
magazine rate increases are sched- 
uled for this summer, while two 
magazine groups this week an- 
nounced decreases in rates. 

Advancing are Glamour, Pa- 
rents’ Magazine’s metropolitan 
New York section and Sports IIl- 
lustrated. 

Lowering rates, as well as guar- 
antees, are Dell Men’s Group and 


Ideal W ’s G . 
s The announcement did not in- eon ee 


dicate whether the “investigatory 
proceedings” would be secret or 
public. Since much of the informa- 
tion which FCC has been request- 
ing involves confidential business 
data of networks, film syndicators 
and others, any decision to demand 
this material at a public hearing 
would be doubly embarrassing to 
industry members. 

During the past year the net- 
work study group has moved ahead 
with a minimum of publicity, 
meeting informally with repre- 
sentative groups from all segments 
of the industry. Special question- 
naires have been distributed to 
stations, networks, film syndicat- 
ors, station reps, advertising agen- 
cies and others digging into the 
most intimate facts about their 
sales experience, including the 
prices which they obtain for their 
services and products. 


e Glamour, whose circulation 
guarantee advances 8.3%, from 
600,000 to 650,000, hikes its b&w 
page rate 11.5% from $2,600 to $2,- 
900 and its four-color rate 14.2% 
from $3,850 to $4,400, effective 
with the August issue. 


e Parents’ metropolitan New York 
section, effective with the October 
issue, raises its page rate 14.2%, 
with b&w going from $985 to $1,- 
125 and four-color from $1,400 to 
$1,600. The circulation guarantee 
will be boosted 10%, from 150,000 
to 165,000. 


e Beginning with the Sept. 9 is- 
sue, Sports Illustrated hikes its na- 
tional rate 13.5%, with b&w mov- 
ing from $3,990 to $4,530 and four- 
color from $5,945 to $6,750. The 
circulation base will be increased 
from 660,000 to 725,000, an increase 
of 9.8%. Both the eastern and West 
Coast regional editions of Sports 
Illustrated, whose circulation bases 
will go from 100,000 to 125,000, 
will advance their b&w page rate 
from $850 to $1,200. The Chicago 
regional edition, which was recent- 
ly expanded to the Midwest edi- 
tion, will move its circulation base 
from 60,000 to 125,000 and will 
have the same b&w page rate as 
the other two regional editions. 
The present rate is $510. 


# FCC said today that the study 
group has received excellent co- 
operation in the past, but that 
there have been some holdouts who 
are unwilling to supply the details 
which the study group want. 

While no information was di- 
vulged on the identity of the 
groups which FCC has in mind, 
there have been reports recently 
of new efforts by the study group 
to obtain additional information 
from networks and film producers. 
There have been rumblings of re- 
volt, particularly from film pro- 
ducers who fear their data may 
eventually fall into the hands of 
other investigating groups which 
might release them publicly. 


e Dell Men’s Group, which drops 
its circulation guarantee 14.2%, 
from 700,000 to 600,000 beginning 
with the July issue, will at the 
same time lower its b&w page rate 
14.5%, from $1,275 to $1,090. 


e Ideal Women’s Group will drop 
its page rate and circulation guar- 
antee 20%, effective with the July 
issue. The b&w page rate goes 
from $2,750 to $2,200, with the cir- 
culation guarantee dipping 300,- 
000, to 1,200,000. 

John F. Noone, vp and general 
manager of Ideal Publishing Corp., 
in commenting on the decline in 
sional committee. Ideal Women’s Group guarantee, 

There has also been fear ex-/| said, “Our aim is for 100% volun- 
pressed that data might be turned | tary circulation at full street cor- 
over to the Department of Justice,‘ ner prices.” ° 


® The network study group has 
taken the position that it will re- 
spect the secrecy of the data sub- 
mitted by individual companies. 
However, the companies point out 
that there is no real assurance 
that the study group’s files will 
not be subpoenaed by a congres- 
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Rank Advertiser, Product 


Spot TV Expenditures by Product 


Top 25 National, Regional Advertisers: 1956 


Source: TvB from N. C. Rorabaugh Reports 


Estimated 

Gross Time 
Expenditure 
1, PROCTER & GAMBLE CO. ..$17,522,450 


American Family Detergent .. 217,720 
American Family Soap ........ 29,140 
Biz Liquid Detergent ............ 61,570 


Me 
Ivory Snow .............. 
Ivory Toilet Soap 
Jif Peanut Butter 
ccs 
BID itiientinendasttnssosainsenn 
Lilt Home Permanent 
GUE nlite 
Pin-It Home Permanent ........ 7,210 
Prell Shampoo ................. 226,030 
Secret Cream Deodorant .... 27,390 
3,730 
9,170 
991,250 
513,820 
Velvet Blend Shampoo ........ 39,860 
Whirl Liquid Shortening ........ 36,930 
Zest Beauty Bar ...........0000 139,020 
2. BROWN & WILLIAMSON 
DE GD cnsecccscccscess $11,288,620 
421,680 
3,743,420 
1,733,680 
16,550 
5,373,290 
$ 9,415,940 
ea 1,520 
Baker's Frozen Cocoanut 2,300 
Baker's Cocoanut .............. 1,020 
Baker’s Inst. Chocolate ........ 44,350 
Birdseye Frozen Foods .........._ 1,230,660 
Birdseye Frozen Poultry ........ 3,040 
Bliss Coffee Inst. & Reg. .... 21,580 
Bliss Coffee Reg... 430 
Gaines Dog Food ............... 31,600 
Go Ironing Aid oo... 2,600 
Good Seasons Salad Dressing 22,040 
Jack & Jill Cat Food ............ 3,250 
Jell-O Gelatin Dessert ........ 615,400 
Jell-O Puddings ............00 344,860 


ff eee 168,600 
Cine ID catia ecihtdtncticstcrens 44,920 
Maple-Del Syrup ..........cc0s00 9,960 
Maxwell House Coffee Inst... 4,318,140 
Maxwell House Coffee Inst. & 

Dy sctiticnectattntitdentitchiemmnivians 312,110 
Maxwell House Coffee Reg... 831,650 
Minute Potatoes ...........00000 4,370 
SE TIN a ctsitintioninicmtecestnine 6,820 
Perkins Lemonade Mix ......... 17,610 
Cape TGIIRRD sistesrcecetetsersccreee 129,090 
a nr an 421,820 
Post's Grape-Nuts & Flokes .. 70,570 
Post’s Sugar Crisp ........00 82,690 
Post’s Sugar Rice Krinkles .... 12,890 
Sanka Coffee Inst. ...........0 25,900 
Swansdown Cake Flour ........ 151,700 
Swansdown Cake Mix ........ 416,780 
Yuban Coffee Inst. & Reg. ... 19,990 
Yuban Coffee Regular ........ 45,680 

4, STERLING DRUG $ 8,823,300 
Bayer Aspirin .........ccccccseeeee 2,994,960 
Bayer Aspirin - Children’s .... 17,680 
Campho-Phenique ............0000. 17,340 
Dr. Caldwell’s Laxative ........ 229,530 
Dr. Lyons Dentifrices ............ 635,830 


Double Danderine 
TIED cccetsccsencsnsenscsscenccnczese 
PEIIEED: ciccccniteecinitmsunevinsaccsocscensee 
Fletcher's Castoria 


Haley's Boostered Aspirin .... 101,280 
TEMS We. cacanesonienvensesevesce 851,930 
Instantine 145,400 
Hromized Yeast ....ccccccceecceeeee 149,900 
Molle Shaving Soap ............ 288,090 
NRE » ensiscierntieneninaiens 172,080 
Phillip’s Milk of Magnesia .... 1,262,070 
Phillip’s Milk of Magnesia 

Toothpast 39,160 
Z. B. T. Baby Powder ............ 44,860 


5. PHILIP MORRIS & CO. ...... $ 7,369,440 
Bond Street Tobacco ............ 
III sud nuecsesiisibeduotmeenennsinine 
Parliament ....... 

Philip Morris ™ 

SEIUID. . spekceiiiicnipiiticitticintaipianneniete 


6. COLGATE-PALMOLIVE 

GT... Anisnctnganisinaseseiiecnnsupessonns $ 7,314,700 
Ad Detergent .........ccccccceeee 167,320 
Ajax Cleanser 144,420 
Brisk Dentifrice 1,447,160 
Cashmere Bouquet Soap .... 22,730 
Colgate Bar Soap oo... 193,230 


Colgate Dental Cream ........ 2,539,320 


Colgate Lustre Net «0.0... 8,240 
Colgate Shave Cream ........ 442,500 
Deodorant Beauty Soap ........ 253,800 
Fab Detergent... 65,880 
Florient Air Deodorizer ........ 7,630 
Glance Shampoo .........00 5,200 


CHAINS 
CAN’T BE 
WRONG! 


In the 8-county Buffalo market, 3 
large chains do the bulk of $444,- 
084,000 annual grocery business. 
52% of their advertising appears in 
the Courier-Express! And it’s run 
Thursday morning . . . the first an- 
nouncement of their specials and 
prices for the week-end. 

The proven power of the Courier- 
Express in moving goods to pantry 
shelves and refrigerators is closely 
associated with outstanding food 
and women’s feature pages which 
appear every day in the year. The 
Courier-Express conditions women’s 
minds to be receptive to your 
products. 

Use it daily to get more advertis- 
ing for your dollar concentrated on 
those with more money to spend 
among the 474,700 families in West- 
ern New York. Use the Sunday 
Courier-Express for maximum cov- 
erage. It is the state’s largest news- 
paper outside of Manhattan. 


ROP COLOR available daily 
and Sunday. 


BuFFALO COURIER-EXPRESS 


REPRESENTATIVES: SCOLARO, MEEKER & SCOTT 
Pacific Coast: Dorie & HAWLEY 


Halo Shampoo ...............000 280,910 
RE EEE 1,880 
Lustre-Creme Shampoo ........ 23,430 
Merry Detergent ..............0-+ 46,640 
Palmolive Shave Cream ........ 498,240 
Palmolive Shave Lotion ........ 2,660 
Palmolive Soap ............000+ 7,560 
Rapid Shave Cream ............... 343,080 
Vel Beauty Bar .............006 131,120 
Vel Detergent weve 598,660 
Veto Deodorant ..............:-0++ 83,090 


7. WARNER-LAMBERT PHARMACEUTICAL 
IBA itdstettebsecntesccoccnsccseces $ 5,820,440 


Anahist Cough Syrup .........-.. 4,620 
Anahist Nasal Spray ............ 12,840 
Ne IE entcaienednscsaseesee 2,748,690 
DuBarry Light and Bright .... 3,980 
Hudnut Home Permanent .... 14,290 


Listerine Antiseptic ............-. 
Listerine Dentifrice ................ 


Quick Home Permanent ........ 336,030 
Richard Hudnut Cosmetics .... 67,430 
8. CONTINENTAL BAKING 
PS iiciehieibiieeaetiaieenen $ 5,732,480 
Certified Bread ........ 14,520 
County Fair Bread 33,480 
Daffodil Farm Bread ............ 56,280 
_. 8 a 1,330 
Hall Pride Cake ..... 2,970 
GUEIE TIT dcoctoccosccceccecesccs 719,400 
Morton Frozen Foods ............ 1,160,270 
Profile Bread 975,460 
SU NINN ssscssictiiasconantontanidicese 292,400 
SEE SST 75,600 
Wonder Bread ................00 2,366,080 
Wonder Brown and Serve 
yk 3,770 
SE TIED (in cccsosspcosocanens 25,050 
PME TIED Giirsnsccevcccscsossosece 5,870 
9. NATIONAL BISCUIT CO. ..$ 5,536,500 
Dromedary Cake Mix ............ 983,060 


Dromedary Foods ............. 12,470 


Home Town Bread ................. 9,020 
Master Plan Bread ................ 142,210 
Mille Bome ooo. cccccccccccceseeseee 77,370 
Millbrook Bread ................. 20,320 


Nabisco Cookies and Crackers 3,059,090 


Nabisco Shredded Wheat .... 178,110 
Nabisco Shredded Wheat, Jrs. 203,670 
Nabisco Various Cereals ...... 166,270 
SS HID cs clcbabeccedctectsenseess 170,340 
Pal Dog Foods 23,150 
Ranger Joe Cered ................ 12,930 
i erevennrnmrevenen 324,430 


Wheat Honeys 


10. MILES LABORATORIES ...... $ 5,354,730 


Alka-Seltzer 4,498,070 
BRINE Sivesbecassacdiescecosen 284,950 
SUID bitveidtnenasunsseseveuneresenesese 43,450 
One-A-Day Brand Vitamins .. 429,980 
I, Sariheeniisicipterscosannerseneiee 98,280 
TT. KELLOGG CO. woocccccccccccceeee $ 4,810,530 
I Stacsmcsinineccessaieosipaciin 33,150 
52,640 

eae 72,510 
Gro-Pup Dog Food ................. 81,120 
Rice Krispies ..........c.cccce 10,660 
Special K Cereal ................. 1,028,600 
Sugor Frosted Flakes ............ 49,770 
Sugar Corn Pops ............... 143,760 
Sugar SMaCkS ..........cccecceseee 4,290 
Various Kellogg Cereals .... 3,334,030 
12. CARTER PRODUCTS ............ $ 4,535,210 
Arrid Deodorant .................... 1,470,260 
Carter's Little Liver Pills ........ 1,202,670 
Colonaids 0.0... occccccseceee 310 
eee 1,074,830 
Rise Shaving Cream 787,140 


13. LEVER BROS. .... 


ee 64,620 
Dove Toilet Soap ; 497,710 
Good Luck Margarine . 51,730 
Hum Detergent ... 18,420 
Imperial Margarine 1,378,220 
Lifebvoy Soap 77,570 
Lucky Whip ........... . 5,720 
Lux Liquid Detergent .... 15,810 
Lux Toilet Soap ............ 57,950 
Pepsodent ............. : 118,390 
GTI Pea dlitinsdbcieientas~vecerercsesesens 288,680 
SIE GUID Gilensitnthsinesceseocescnaneat 63,500 
Surf Detergent ... 22,280 
SE» iacieeuliisaasiaiitlihpencsscnsesninten 1,874,410 


14, ROBERT HALL CLOTHES ....$ 4,450,490 
15. LIGGETT & MYERS TOBACCO 


SE oe licieiteehlncemeniscatnil $ 4,400,900 
I ccccncenesscocccccscnscees 1,106,590 
4% gach aeeerag sdeaningiaibeas 3,294,310 


16. BULOVA WATCH CO ...... $ 4,298,650 


17. AMERICAN TEL. & TEL. CO. 
(includes all regional tele- 
phone companies) 


154,060 


18. COCA-COLA CO. AND BOT- 


BE ee $ 3,697,460 
Buck Beverage 7460 
Coca-Cola 
Delish Bottled Drinks 


FG. ccccerevivisectscnennnstesthncctiinemnanat 


19. GENERAL MOTORS CORP. $ 3,486,820 


AC Spark Plugs 124,510 
All GM Cars ........... 29,630 
Buick Cars sis 75,970 
ee 580 
pe re 953,220 
Chevrolet Trucks 2.0.0.0... 18,090 
Delco Appliances ..........0000 18,360 
Delco Batteries ..........000004 49,530 
Frigidaire Appliances ............ 67,070 
I ID | dock iceniedinmieasiieemtanens 1,140 
ES ee 2,270 


Saginaw Power Steering ...... 86,100 
20. FORD MOTOR CO. ............. $ 3,332,620 
Ford Accessories ......0....cc0000 6,220 
ees 2,981,590 
Ford Tractors .... ’ 26,940 
NINE sstadhicinesanestadiomenne 113,980 
NO Rares 95,990 
PRBDET COI ceccccscsercestesensoeee 107,900 
21. MAX FACTOR & CO. ........ $ 3,181,730 
Courtley Deodorant ............ 1,040 
Courtley Toiletries ................ 9,010 
Dri-Mist Deodorant ................ 427,180 
Max Factor Cosmetics ........... 1,926,600 
Max Factor Creme Puff ........ 11,390 
Max Factor Deodorant ........ 1,120 
Max Factor Erace ................ 11,390 
Max Factor Hi-Fi ............. on 5,720 
Max Factor Pancake ............ 6,800 
Sof-Set Hair Spray ................ 781,480 
22. CORN PRODUCTS REFINING 
TS . steieusminaneninnl $ 2,849,350 
Bosco Chocolate Syrup ......... 1,842,280 
Cite FORM setcscrcrcrmesssctnrens 30,280 


Karo Table Syrup .... 


Kasco Dog Food ...........:ccse 308,520 
kT a 91,910 
Niagara Starch oo... 145,630 
Now Instant Cake Frosting .. 8,820 
Nu-Soft Fabric Softener ........ 372,070 
SID pinctintccieosssepcinovninnccnnsies 22,090 
Zuma Salad Dressing ............ 4,160 


23. HELAINE SEAGER CO. ......$ 2,780,980 


Drops of Gold ..... 
Majitinje .......c.cccc 
Pink Ice Cosmetics .... 
Tint-N-Set 


24. CHARLES ANTELL INC. ....$ 2,774,170 


Charles Antell Cosmetics ... 1,686,160 
Charles Antell Spray Net .... 31,410 
NE senthincentecgetenipstenisensess 120 
SIE BID ccsenesistosccctscsense 110 
Formula #9 Hair Cream ...... 112,190 
Formula #9 Shampoo ......... 221,330 
. ££. 7a 470 
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P&G, Viceroy, 
Bates Used Spot 
TV Most in ‘56 


(Continued from Page 1) 


the medium was made by Viceroy, 
which had a whopping budget of 
$5,373,290. This was hefty enough 
to make Ted Bates & Co. the No. 
1 spot tv agency. It also was suf- 
ficient to put Brown & William- 
son, which makes the brand, in 
second place on the list of spot 
spenders for the year. 

General Foods, the third-place 
spender, bought spot tv for 33 
produets. Biggest play went to 
Maxwell House instant and reg- 
ular coffees, which together bought 
$5,461,900 worth of spot in ’56. 
Runner-up in the GF family was 
Birds Eye frozen foods, with $1,- 
230,660. 


® Third placer in product spread— 
with schedules running for 23 
brands—and sixth in terms of dol- 
lar expenditures was Colgate~ 
Palmolive Co. Heaviest budgets 
were those of Colgate toothpaste 
with $2,539,320, and the new Brisk 
dentifrice with $1,447,160. 

Sterling Drug used the medium 
for 18 products, two of which— 
Fizrin and Phillip’s Milk of Mag- 
nesia—went over the $1,000,000 
mark. National Biscuit Co. was in 
with 15 products and Continental 
Baking, General Motors and Lever 
Bros. all bought spot tv time for 
14 items. 

Listings of the top 200 spot tv 
spenders and the top ten agencies 
in spot tv for 1956 appear on Pages 


68 and 69. » 
EE  siitenninciecieieillinastecsnins 140 
Sando Reducing Aid ............. 35,900 
BE HINO. \nctintthitiniibicsesctensonccss 194,130 
RE eee 8,930 
Super Lanolin Liquid Makeup 483,280 

Ba Se I icteditnectizerscsccited $ 2,374,920 
Decaf Instant Coffee ............ 717,320 
Tiley GRR eve: iscterssesersecinerce 4,510 
Maggi Protein Drink ............ 28,610 
Nescafe Instant Coffee ........ 324,130 
Nestea Instant Tee ................ 95,750 
Nestle’s Chocolate Bars ........ 45,750 
Nestle’s Cookie Mix .............. 1,030 
Nestle’s Everready Cocoe .... 44,280 
Nestle’s Instant Coffee ........ 1,098,010 
ee 15,530 


DAY and NIGHT 
Agency Serwice 
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TO GET TO THE BIG WHEELS...GET IN THE TRIB!I* 


* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy twice as much of most 

advertised merchandise per family as the low-income group. 
Get the top of the New York market ... get more sales results 

per dollar of advertising... get in the TRIB! 


NEW YORK 


Herald Tribune 


230 West 41st Street, New York 36, N. Y. 


More and more people are reading the TRIB! 
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Represented by Sawyer Ferguson Walker 
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